[image: logo icte]



The 1st International Conference on Tourism and Entrepreneurship 2019


Improvement Of Sales "Hotel Product"  Through Advertising And Sales Promotion
(Case; Pt Chandra Karya) 
Afrina sari 
IMPROVEMENT OF SALES "HOTEL PRODUCT"  THROUGH ADVERTISING AND SALES PROMOTION
(CASE; PT CHANDRA KARYA)
By
Afrina Sari[footnoteRef:1] [1:  Lecturer in the Faculty of Communication at Budi Luhur University, Jakarta Indonesia.] 

Faculty of Communication
Budiluhur University
email afrina.sari@budiluhur.ac.id


ABSTRACT 

The company will make plans to achieve the goal of increasing sales. The main thing is done by realizing Mix Marketing as developed in McCharty's model which is 4P (product, Price, Place and Promotions). This mix marketing model will be analyzed with the Integrated Marketing Communication model delivered by Kotler and Keller to see advertising and sales promotions that are used to increase sales. The purpose of this study was to determine the advertising and Sales promotion models carried out in increasing sales at PT Chandra Karya. The research design will create advertising and sales promotion models in companies that produce hotel products such as chairs, sofas, coffee tables, consoles and side tables, dining tables, room accessories, food beverage products and bathroom accessories, such as tissue holders, trash cans, soap containers , lotion dispensers and furniture, as requested by consumers. The research method uses a qualitative approach using observation, interview data collection methods. Interviews were conducted with 5 salesmen of PT Chandra Karya. The results showed that PT Chandra Karya developed advertising and sales promotion in promoting its products to improve sales. Promotion is designed by the company so that consumers know the product or service so that it encourages purchasing and commitment, raises a positive attitude towards the product or service, gives a symbolic meaning to the product, or shows how the company can better solve the problem of consumer commitment compared to competitor's product or service so that product sales also increased.
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1. INTRODUCTION 

The company promotes a production result by developing marketing patterns that are developed in the form of price fulfillment, distribution, promotion and the product itself. Mc Charty calls it 4P, product, price, place and promotion. the company will introduce its production using advertising media and sales promotion activities. this is the form of strategy chosen by the company.
Companies making hotel products such as furniture, chairs, beds, etc. promote these products by visiting hotels that use these products. PT Chandra Karya is a company engaged in producing hotel products. Several methods are used to increase salespeople, one of which is by using opportunities to offer their products.
Based on 2017 data, the level of hotel product sales at PT Chandra Karya is stated to have increased. according to pre-research interviews in the data can be stated that the increase in sales allegedly due to advertising and promotional activities that are given in every time the sale transaction to hotel users. while other forms of giving discounts and purchase rebates provide a significant development of the level of sales. The first thing that pays attention to is price as the first P in Marketing Mix as said (Chong, 2003). that is, the marketing mix comes from a single P (price) referring to microeconomic theory. 
The development of the Marketing Mix has an impact on marketing models that give birth to marketers' creativity. as conveyed by Gronroos (1994) states that the development of changes in perspective in marketing dominates the management of the marketing mix and has an impact on the marketing approach. The 4P model becomes a binding tool and is a toolbox of awareness that marketing is a social process that can develop relationships within organizations.
PT. Chandra Karya makes products from various materials specifically used by hotels throughout Indonesia. All of its products are designed according to the needs of consumers which are hotels that make the product as a tourist stay facility. To achieve the level of sales, many efforts have been made by PT Chandra Karya  to develop promotional strategies that are tailored to the target market. Based on these descriptions, the researchers wanted to conduct research with the results of the Increase in Sales of Hotel Products through Advertising and sales promotion cases at PT Chandra Karya. with the formulation of the problem namely how advertising and sales promotion carried out by PT Chandra Karya? for more detail, the research questions are as follows;
1. How is advertising developed in marketing hotel products at PT Chandra Karya?
2. How is sales promotion conducted by PT Chandra Karya?

		



2.	LITERATURE REVIEW
2.1. Marketing Mix
Marketing mix is originating from the single P (price) of microeconomic theory (Chong, 2003). McCarthy (1964) offered the “marketing mix”, often referred to as the “4Ps”, as a means of translating marketing planning into practice (Bennett, 1997). the marketing mix is a powerful concept are It makes marketing seem easy to handle, allows the separation of marketing from other activities of the firm and the delegation of marketing tasks to specialists; and - The components of the marketing mix can change a firm’s competitive position (Grönroos, 1994). 
Borden (1965) claims to be the first to have used the term “marketing mix” and that it was suggested to him by Culliton’s (1948) description of a business executive as “mixer of ingredients”. An executive is “a mixer of ingredients, who sometimes follows a recipe as he goes along, sometimes adapts a recipe to the ingredients immediately available, and sometimes experiments with or invents ingredients no one else has tried” (Culliton, 1948).
Especially in 1980s onward, number of researchers proposes new ‘P’ into the marketing mix. Judd (1987) proposes a fifth P (people). Booms and Bitner (1980) add 3 Ps (participants, physical evidence and process) to the original 4 Ps to apply the marketing mix concept to service. Kotler (1986) adds political power and public opinion formation to the Ps concept. Baumgartner (1991) suggests the concept of 15 Ps. MaGrath (1986) suggests the addition of 3 Ps (personnel, physical facilities and process management). Vignalis and Davis (1994) suggests the addition of S (service) to the marketing mix. Goldsmith (1999) suggests that there should be 8 Ps (product, price, place, promotion, participants, physical evidence, process and personalisation).
The concept of 4Ps has been criticised as being a production-oriented definition of marketing, and not a customer-oriented (Popovic, 2006). It’s referred to as a marketing management perspective. Lauterborn (1990) claims that each of these variables should also be seen from a consumer’s perspective. This transformation is accomplished by converting product into customer solution, price into cost to the customer, place into convenience, and promotion into communication, or the 4C’s. Möller (2006) highlighted 3-4 key criticisms against the Marketing Mix framework:
1. The Mix does not consider customer behaviour but is internally oriented.  
2. The Mix regards customers as passive; it does not allow interaction and cannot capture relationships.  
3. The Mix is void of theoretical content; it works primarily as a simplistic device focusing the attention of management.
4. The Mix does not offer help for personification of marketing activities. A review of another article, “Revision: Reviewing the Marketing Mix” (Fakeideas, 2008) found that: 
5. The mix does not take into consideration the unique elements of services marketing
6. Product is stated in the singular but most companies do not sell a product in isolation. Marketers sell product lines, or brands, all interconnected in the mind of the consumer
7. The mix does not mention relationship building which has become a major marketing focus, or the experiences that consumers buy.
8. The conceptualisation of the mix has implied marketers are the central element. This is not the case. Marketing is meant to be ‘customer-focused management’.
Even, a study by Rafiq and Ahmed (1995) found that there is a high degree of dissatisfaction with the 4Ps, however, 4Ps is thought to be most relevant for introductory marketing and consumer marketing. The result also suggests that the 7Ps framework has already achieved a high degree of acceptance as a generic marketing mix among our sample of respondents. Rafiq and Ahmed (1995) also highlighted the strengths and weaknesses of the 4Ps and 7Ps mixes
According to Kotler & Armstrong 2003; explains the marketing mix is ​​a mixture of marketing variables that can be controlled and used by companies to pursue desired sales targets in the target market. each mix can be explained as follows;
a) Product: Product is anything that can be offered to the market to be noticed, obtained, and used or consumed so that it can satisfy the wants and needs of consumers. These product variables include product variations, quality, design, features, trademarks, packaging, service sizes, and guaranteed returns.
b) Price: price is the amount of money needed to get a combination of goods and services. This price variable includes price list, price discount, allowance, payment period, credit term
c) Distribution: Distribution is an activity that has an intermediary used in the channel of its activities involving products and services in order to reach the intended market. Distribution variables include distribution channels, distribution range, location, inventory and transportation.
d) Promotion; promotion is a component used to influence the market for a company's products, while promotional activities are advertising, sales promotion, publicity and public relations. The variable consists of sales promotion, advertising, sales force, public relations and direct marketing.
2.2. Advertising
Advertising is a means of communication with the users of a product or service. Advertisements are messages paid for by those who send them and are intended to inform or influence people who receive them, as defined by the Advertising Association of the UK. Advertising is always present, though people may not be aware of it. In today's world, advertising uses every possible media to get its message through. It does this via television, print (newspapers, magazines, journals etc), radio, press, internet, direct selling, hoardings, mailers, contests, sponsorships, posters, clothes, events, colours, sounds, visuals and even people (endorsements).
The advertising industry is made of companies that advertise, agencies that create the advertisements, media that carries the ads, and a host of people like copy editors, visualizers, brand managers, researchers, creative heads and designers who take it the last mile to the customer or receiver. A company that needs to advertise itself and/or its products hires an advertising agency. The company briefs the agency on the brand, its imagery, the ideals and values behind it, the target segments and so on. The agencies convert the ideas and concepts to create the visuals, text, layouts and themes to communicate with the user. After approval from the client, the ads go on air, as per the bookings done by the agency's media buying unit.
Advertising developed in a variety of media. Perhaps the most basic was the newspaper, offering advertisers large circulations, a readership located close to the advertiser’s place of business, and the opportunity to alter their advertisements on a frequent and regular basis. Magazines, the other chief print medium, may be of general interest or they may be aimed at specific audiences (such as people interested in outdoor sports or computers or literature) and offer the manufacturers of products of particular interest to such people the chance to make contact with their most likely customers. Many national magazines publish regional editions, permitting a more selective targeting of advertisements. 
In Western industrial nations television and radio became the most pervasive media. Although in some countries radio and television are state-run and accept no advertising, in others advertisers are able to buy short “spots” of time, usually a minute or less in duration. Advertising spots are broadcast between or during regular programs, at moments sometimes specified by the advertiser and sometimes left up to the broadcaster. For advertisers the most important facts about a given television or radio program are the size and composition of its audience. The size of the audience determines the amount of money the broadcaster can charge an advertiser, and the composition of the audience determines the advertiser’s choice as to when a certain message, directed at a certain segment of the public, should be run. The other advertising media include direct mail, which can make a highly detailed and personalized appeal; outdoor billboards and posters; transit advertising, which can reach the millions of users of mass-transit systems; and miscellaneous media, including dealer displays and promotional items such as matchbooks or calendars.
2.3. Sales Promotions
Sales Promotion is one of the elements of the promotional mix. (The primary elements in the promotional mix are advertising, personal selling, direct marketing and publicity/public relations). Sales promotion uses both media and non-media marketing communications for a pre-determined, limited time to increase consumer demand, stimulate market demand or improve product availability.  Sales promotions can be directed at either the customer, sales staff, or distribution channel members (such as retailers). Sales promotions targeted at the consumer are called consumer sales promotions. Sales promotions targeted at retailers and wholesale are called trade sales promotions.
Sales promotion includes several communications activities that attempt to provide added value or incentives to consumers, wholesalers, retailers, or other organizational customers to stimulate immediate sales. These efforts can attempt to stimulate product interest, trial, or purchase. Examples of devices used in sales promotion include coupons, samples, premiums, point-of-purchase (POP) displays, contests, rebates, and sweepstakes.
Sales promotion is implemented to attract new customers, to hold present customers, to counteract competition, and to take advantage of opportunities that are revealed by market research. It is made up of activities, both outside and inside activities, to enhance company sales. Outside sales promotion activities include advertising, publicity, public relations activities, and special sales events. Inside sales promotion activities include window displays, product and promotional material display and promotional programs such as premium awards and contests.[1]
Sale promotions often come in the form of discounts. Discounts impact the way consumers think and behave when shopping. The type of savings and its location can affect the way consumers view a product and affect their purchase decision.[2] The two most common discounts are price discounts (“on sale items”) and bonus packs (“bulk items”).[2] Price discounts are the reduction of an original sale by a certain percentage while bonus packs are deals in which the consumer receives more for the original price.[2] Many companies present different forms of discounts in advertisements, hoping to convince consumers to buy their products.
3.	METHODS
	This research uses descriptive qualitative research methods. as explained by Pasolong (2012; h; 72) that descriptive research is an investigation conducted on an independent variable or a variable that is without making comparisons or relating to other variables. The research location is in the central Jakarta area. Primary data was collected by interviewing 5 informants from the manager of PT Chandra Karya. and also conducted to 5 informants from users of PT Chandra Karya products. Secondary data obtained by reading the notes that have been published on the web about PT Chandra Karya. 

4.	RESULTS AND DISCUSSIONS
4.1. Advertising Developed In Marketing Hotel Products At PT Candra Karya
Based on interviews with 5 informants from PT Chandra Karya about the forms of advertising used in product promion, and the results of the interview are as follows; The types of advertising used by PT Chandra Karya include;
1) Television advertising; i.e. using advertisements on SCTV (Surya Citra Television); Based on an interview with marketing officer PT Chandra Karya, it is known that advertising in Surya Television Television is a form of cooperation in providing products to be used in the production of events. products provided such as chairs and room accessories. and is often used for live talk shows. the form of advertising is taking pictures to display the Chandra Karya brand.
2) Radio Advertising; This type of advertising is used to broadcast products manufactured in Indonesia abroad. The radio broadcasts an exhibition of products manufactured by PT Chandra Karya. with the aim of conveying information to the user about the exhibition.
3) Advertising Billboards; Billboards are done in large events. used every time there are exhibitions both at home and abroad.
4) advertising print like a brochure; catalog, which is used for consumers to read at home. instead of hotel
5) internet advertising media such as websites; advertising through internet media is done to accelerate information to the target, while providing easy ordering services through applications that are synchronized with the internet.
Based on interviews with officers at PT Chandra Karya, explained that of the five advertising activities carried out by PT Chandra Karya, the ones responding to sales were television advertising and internet media advertising. The informant explained that information using television advertising made responses in the form of telephone calls and visits to sales outlets by providing information that they had just seen a talk show on television and were interested in the furniture model used at the event.
Based on interviews with hotel users of PT Chandra Karya products, explained that; The hotel orders furniture such as chairs for each hotel room, cabinets and accessories in the bathroom. they consider that the products ordered through PT Chandra Karya have good quality. An attractive hotel product is a toiletries package. This type of product that Hotel customers like.
The use of advertising in introducing hotel products tends to use television to introduce models of products introduced in the advertising period. Advertising with large boards alongside the road, especially the main road through which the community. displayed every new product. Besides that, they also use sales promotions like giving discounts. In addition, Word of Mouth Marketing is more widely used in the sales process at PT Candra Karya. Based on interviews with PT Chandra Karya's Product Users, it can be explained that the initial users, if they are satisfied with the products purchased at the Pt Candra Karya product sales outlet, the initial users will convey information to their friends with words that indicate satisfaction, and then they will appear follower users, the first or even many followers that appear. For more clearly presented in the following picture;
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Picture 1 ; The sales flow at PT Chandra Karya uses Word of Mouth after advertising activity

Advertising activities carried out by PT Chandra Karya, choose direct advertisements such as elevator let, brochures, catalogs about products. this is present when the consumer is present at the sales outlet. Other advertisements are carried out like information on the Radio, when there is a price promo for the purchase of each new product. Promotions for advertising on the Radio are open for a limited time.

4.2. Sales Promotion Conducted By PT Chandra Karya
Sales promotion activities that are often carried out routinely by PT Candra Karya namely; Product exhibitions, which are held at national and international scale exhibitions, such as Exibition. the company carries out activities such as;
a) Sampling in the form of brochures to visitors about new products and price promos.
b) Giving Discounts, i.e. Offering discounts for every purchase of furniture products exhibited during an exhibition or promotion period.
c) Gift giving, the company will provide direct gifts such as calendars, pens, t-shirts, cellphones and others to consumers who make purchases.
d) Demonstration, which is a demonstration to prove the effectiveness or superiority of a product, for example
e) Displays at the place of purchase, namely displays at outlets and stores owned by PT Chandra Karya.
Based on interviews with the Marketing Team of PT Chandra Karya, it can be explained that the sales promotion activities carried out by the marketing team are grouped into three groups, based on the intended object, namely:
a. Consumer promotion, which is a sales promotion aimed at end consumers, PT Chandra Karya conducts sales promotions to planned consumers. for example by giving coupons with prizes, giving a sample of a product, a money back guarantee if the product disappoints. This activity is like a promotion related to the planned event.
b. Trade Promotion, which is a sales promotion aimed at intermediary traders or certain entities, for example by providing items such as gifts, discounts on purchases at a certain time and in a certain amount. this activity directly activities in company with intermediaries who have the accuracy with PT Candra Karya.
c. Sales force promotion (sales force promotion), which is a sales promotion aimed at salespeople from the company, for example giving bonuses as an additional salary because achievements are made above the standards set by the company. this activity becomes a performance measurement for employees who are employed.
From the analysis of the sales promotion process carried out by PT Candra Karya, it can be concluded that sales promotion has a large role in influencing consumers to make purchases of hotel products that have been promoted. Sales promotions are carried out in combination with other activities such as personal selling, advertising, and publicity that can increase purchases at the level of promotion carried out.

Analysis of Sales Promotions Activities conducted by PT Candra Karya.
Sales promotion activities carried out by PT Chandra Karya are;
a. Discounted Price or Discount; Discounts or discounts made at the time of selling the product, then to get a discount / discounted price, consumers are offered to buy other products that have been available so far, but the sale is not maximal, they will get a discounted price to buy the product. price range between 30% - 70%, if you buy together 2 of these products. Based on information when interviewing salespeople, it was explained that sales techniques with sales promotions at more price discounts could increase sellers higher than other products. Products that are often done for price cuts are like cabinets, furniture for the bedroom.
b. Gift Giving: Gift Giving is carried out to encourage increased purchases. In this activity carried out by PT Chandra Karya, which is carried out when introducing new products, the buyer will get a gift directly. as; Cellphone, T-shirt, Hat, Wall Clock.
Based on information during interviews with salespeople it is explained that this technique also drives sales levels. especially when there are new products. sehinnga PT candra always carries out gift giving when introducing new products.

Products for Hotels
The production of PT Chandra Karya that is used by hotel users includes beds, sofa chairs, wardrobes, lounge chairs, etc., as shown in the following example: The production of PT Chandra Karya that is used by hotel users includes beds, sofa chairs, wardrobes, lounge chairs, etc., as shown in the following example:
1. Beds
[image: Hasil gambar untuk chandra karya penjualan produk hotel]
This type of bed, is a special design for use in hotels that provide comfort for hotel visitors. Some hotel customers like this bed. The furniture presented by the hotel makes a performance that shows excellent service at the hotel.
2. lounge Chairs
[image: Hasil gambar untuk chandra karya penjualan produk hotel]
This sofa is a minimalist type that is used for corner rooms in hotels. Some hotel users as customers of Chandar Karya choose this product and the products that are widely purchased.


3. Modern Minimalist Sofa.
[image: Gudangdekor - Sofa minimalis modern 2 dudukan sofa bulat sofa biru sofa kain sofa kafe restaurant hotel apartemen Kualitas bagus Best Seller]
Modern Minimalist Sofa 2 Seat Round Sofa Blue Sofa Fabric Sofa Cafe Restaurant Hotel Apartment Good Quality Best Seller is the type of sofa that is also the most interested by buyers especially for use in star hotels. Modern Minimalist Sofa 2 Seat Round Sofa Blue Sofa Fabric Sofa Cafe Restaurant Hotel Apartment Good Quality Best Seller is the type of sofa that is also the most interested by buyers especially for use in star hotels.


5.	CONCLUSIONS
Based on the results and discussion above, the research results can be concluded as follows;
1. Promotion The activities through advertising Pt Chandra Karya develops from various forms of advertising, ranging from local print advertisements, advertisements using broadcasting such as radio and television. The effects of advertising activities lead to word of mouth activities after the purchase of the initial consumer, causing buyer buyers who also buy the same product.
2. Whereas sales promotion activities carried out by PT Chandra Karya that can increase sales are by giving discounts or discounts and giving gifts directly when consumers buy products. Promotion activities through advertising Pt Chandra Karya develops from various forms of advertising, ranging from local print advertisements, advertisements using broadcasting such as radio and television. The effects of advertising activities lead to word of mouth activities after the purchase of the initial consumer, causing buyer buyers who also buy the same product. Whereas sales promotion activities carried out by PT Chandra Karya that can increase sales are by giving discounts or discounts and giving gifts directly when consumers buy products.
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