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Abstract.

This study is grounded in the Marketing Mix Theory (4P) proposed by McCarthy, which explains that
marketing performance is influenced by the effective integration of product, price, place, and promotion
strategies. The purpose of this study is to analyze and empirically examine the effect of the 4P marketing
mix—product strategy, pricing strategy, place strategy, and promotion strategy—on increasing sales of
mobile coffee businesses using electric bicycle carts in Semarang City. A quantitative research approach
was employed using an accidental sampling technique, with respondents consisting of consumers who met
the research criteria and were encountered directly in the field. Primary data were collected through
questionnaire distribution, resulting in 85 valid respondents. Data analysis was conducted using SPSS
version 26, including validity tests, reliability tests, and classical assumption tests (normality,
multicollinearity, and heteroscedasticity). Hypothesis testing was performed using multiple linear
regression analysis, partial tests (t-test), simultaneous tests (F-test), and the coefficient of determination
(R?). The results indicate that product strategy and pricing strategy have a positive and significant effect
on increasing mobile coffee sales. Place strategy also shows a significant influence on sales performance,
highlighting the importance of mobility and strategic selling locations. Furthermore, promotion strategy
has a positive and significant effect on sales increase. Simultaneously, the F-test results confirm that
product, price, place, and promotion strategies collectively have a significant effect on increasing mobile
coffee sales using electric bicycle carts in Semarang City. These findings support the applicability of the
Marketing Mix Theory (4P) in explaining sales performance in mobile and small-scale coffee businesses.

Keywords: Product Strategy, Pricing Strategy, Place Strategy, Promotion Strategy, Sales Increase,
Marketing Mix Theory

1. INTRODUCTION

The rise of coffee shops in various regions shows that coffee consumption has
developed to be part of the lifestyle of modern society. Along with changes in
consumption patterns and people's increasingly high mobility, consumers not only
demand good quality coffee, but also want a more practical, fast, and flexible way to
enjoy coffee. This condition encourages the emergence of various innovations in the
coffee industry, one of which is the sale of coffee through electric bicycle-based mobile
carts. The use of electric bicycles as a marketing medium not only makes it easier for

business actors to reach consumers in various strategic locations, but also provides a new
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experience for customers in enjoying coffee outside the concept of a conventional coffee
shop. In addition, the use of electric bicycles is in line with a modern lifestyle that
prioritizes efficiency, high mobility, and concern for environmental sustainability, so that
it has the potential to attract consumer interest, especially the younger generation who
like innovation and unique business concepts.

Based on the author's initial observations in Semarang City, especially along Jalan
Pahlawan, there are quite a lot of mobile coffee business actors who use electric bicycle
carts with relatively similar flavor variants and types of products. This condition causes
the level of competition between sellers to become increasingly tight. This high
competition is a challenge for mobile coffee business actors in attracting the attention of
consumers, retaining customers, and maintaining the sustainability of their business.
Therefore, implementing the right and effective marketing strategy is a key factor in
introducing products, increasing sales volume, and building customer loyalty.

Previous research by Pradana (2016) and Ma'rudloh (2025) shows that marketing
strategies are influenced by several factors, such as the use of social media, competitive
pricing, and product innovation and development. Aryani's (2022) research focuses on
descriptive aspects of coffee shop characteristics and development. However, most of the
research still focuses on coffee shops or conventional coffee businesses. In Semarang
City, mobile coffee sellers with electric bicycle carts generally offer relatively affordable
prices, which are around IDR 8,000 per cup, much lower than the price of coffee in coffee
shops which can reach IDR 25,000 per cup. Despite its advantages in terms of price and
mobility, research that specifically examines mobile coffee marketing strategies based on
electric bicycles is still limited.

To achieve competitive advantage as proposed by Porter (1985), mobile coffee
businesses need not only low-cost or differentiation strategies but also an operational
framework that can be practically implemented. In this regard, the Marketing Mix Theory
(4P) provides a relevant approach to translate competitive strategies into concrete
marketing actions. Product differentiation, affordable pricing, strategic location selection,
and effective promotion represent key instruments through which mobile coffee
businesses can create superior value compared to competitors.

For mobile coffee sellers using electric bicycle carts, the integration of Porter’s

competitive advantage strategy with the marketing mix is particularly relevant. The
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mobility of electric bicycle carts supports flexible place strategies, while unique products
and eco-friendly concepts strengthen product differentiation. Competitive pricing aligned
with consumer purchasing power and the active use of social media promotions further
enhance market reach and sales performance in an increasingly competitive urban
environment.

The urgency of this research lies in the rapid growth of mobile coffee businesses in
Semarang City, which intensifies competition and demands evidence-based marketing
strategies. Empirical studies focusing on the effectiveness of the 4P marketing mix in
mobile coffee businesses using electric bicycle carts remain limited. Therefore, this study
contributes theoretically by strengthening the linkage between Porter’s Competitive
Advantage Theory and Marketing Mix Theory (4P) and practically by providing
actionable insights for mobile coffee business owners in formulating more effective and

sustainable marketing strategies.

2. LITERATURE REVIEW
2.1. Marketing

Marketing is a strategic function that plays an important role in creating value for
customers while achieving company goals. Kotler and Keller (2019) define marketing as
the process of creating, communicating, and delivering value and building profitable
customer relationships. Thus, marketing is not only sales-oriented, but also understanding
consumer needs.In line with Febriyantoro's research (2018), which explains that the right
marketing strategy has been proven to increase competitiveness, sales, and business
sustainability, especially in the MSME sector.
2.2. Marketing Mix

A marketing mix is a set of marketing tools that a company uses to achieve its
marketing goals in the target market. The concept of the classic marketing mix is known
as the 4P, which includes product, price, place, and promotion (Kotler & Keller, 2019).
These four elements must be designed and implemented in an integrated manner in order
to be able to create optimal value for consumers and improve company performance. The
implementation of the right marketing mix allows the company to tailor its product

offerings to the needs and preferences of the target market.
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2.3. Marketing Strategy

A marketing strategy is an integrated plan that is prepared to achieve marketing
goals by utilizing the company's resources effectively. This strategy includes determining
segmentation, targeting, and positioning (STP), as well as implementing a marketing mix
that is in accordance with the characteristics of the target market (Wijaya & Sirine, 2016;
Manggu & Beni, 2021). Various studies show that marketing strategies have a positive
effect on increasing sales. Amelia and Iswadi (2023) emphasized the importance of
marketing communication strategies in driving sales. In addition, the use of digital
marketing has been proven to be able to increase marketing cost efficiency while
expanding market reach (Muhajir & Bilgies, 2022; Eva Desembrianita et al., 2023).

2.4. Marketing Strategy Indicators (4P)

According to Shabastian and Samuel (2013), marketing strategy can be measured
through four main indicators, namely product strategy, pricing strategy, place strategy,
and promotion strategy. Product strategy is measured through product quality, variety,
and innovation. Pricing strategies include price matching with quality, price list clarity,
and discounting. Venue strategy is measured through location accessibility, number of
points of sale, and distribution channel effectiveness. Meanwhile, promotional strategies
are measured through consumer engagement rates, increased sales, and market share
growth. These four indicators are interrelated and together determine the success of the
company's marketing strategy.

Sales

Sales is the company's main activity in generating revenue and profit. Damayanti
(2017) defines sales as an effort made by a company to offer products to consumers to
meet their needs while making a profit. Sales success reflects a company's ability to
understand consumer behavior and implement the right marketing strategy. Therefore,
sales are an important indicator in assessing the marketing performance of a company.
2.4 Indicators of Sales Increase

Sales increase indicators are used to measure and evaluate a company's sales
performance. According to Hasanah et al. (2020), these indicators include the
achievement of sales volume, profit acquisition, and company growth. The achievement

of sales volume shows the company's ability to meet the targets that have been set. Profit
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generation reflects the effectiveness and efficiency of sales activities, while company
growth indicates the sustainability and stability of the business in the long term.
1). The Relationship of Product Strategy to Increase Sales

Product strategy is one of the important elements in the marketing mix that focuses
on the company's efforts in designing, developing, and maintaining products to suit
consumer needs and wants. Kotler and Keller (2019) state that products include the
quality, features, design, brand, and variety offered to the market. Products that have good
quality and appropriate variety will increase the value felt by consumers and encourage
purchase decisions.

H1: Product strategy has an impact on increasing mobile coffee sales in Semarang City
2). The Relationship of Price Strategy to Sales Increase

The price strategy is a company's decision to set a price level that is in accordance
with the value of the product, consumer purchasing power, and competitive conditions.
Kotler and Keller (2019) explain that price is the only element of the marketing mix that
directly generates revenue for the company. Proper pricing can be an attraction for
consumers while reflecting the quality of the product.

Shabastian and Samuel (2013) found that pricing strategies have a positive
influence on consumers' purchasing decisions, which ultimately increases sales. This is
strengthened by Wijaya and Sirine (2016) who stated that a competitive price strategy in
accordance with the market segment is able to increase the company's sales volume.
Therefore, the right pricing strategy can encourage consumers to make purchases and
contribute to increased sales.

H2: Pricing strategy has an impact on increasing mobile coffee sales in Semarang City.
3). The Relationship of Place Strategy to Increase Sales

Research by Hutabarat (2017) and Wibowo et al. (2015) shows that the selection of
the right location and distribution channel has an effect on increasing sales. In the context
of MSMESs, ease of access and proximity to consumers are the advantages in winning the
competition. Thus, an effective place strategy will increase consumer comfort in buying
products and have a positive impact on increasing sales.

H3: Place strategy an impact on increasing mobile coffee sales in Semarang City.
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4). The Relationship of Promotional Strategies to Increase Sales

Promotional strategy is a marketing communication activity that aims to inform,
persuade, and remind consumers about the products offered. Amelia and Iswadi (2023)
emphasize that an effective marketing communication strategy can increase consumer
awareness and buying interest. Promotions that are carried out consistently and on target
will strengthen the image of the product in the minds of consumers.
H4: Promotional strategies have an impact on increasing mobile coffee sales in Semarang

City.

3. RESEARCH METHODS
3.1 Research Type and Design

This study uses a quantitative approach with an explanatory research design. The
quantitative approach was chosen because the research aims to test the relationship and
influence between variables through numerical data measurement and inferential
statistical analysis. Firmansyah et al. (2021) state that quantitative research focuses on
testing phenomena that can be objectively measured and analyzed using numbers to
produce conclusions that can be generalized to a wider population. Thus, the quantitative
research design in this study was systematically prepared through numerical data
collection, statistical assumption testing, and regression analysis to explain the influence
of marketing strategies on sales increase.

The purpose of this study is to analyze and explain the influence of marketing
strategies consisting of product strategies, price strategies, place strategies, and promotion
strategies on increasing sales in mobile coffee businesses that use electric bicycle carts in
Semarang City.

3.2 Research Variables and Operational Definitions
Definition of Research Variables

According to Sugiyono (2019), research variables are attributes or properties of
objects or activities that have certain variations and are determined by researchers to be
studied so that conclusions can be drawn. The variables in this study consist of
independent variables and dependent variables. Independent variables are independent
variables that affect changes in dependent variables, while dependent variables are bound

variables that are influenced by independent variables.
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Product Strategy Indicator (X1) is measured by product function, product design,
product packaging. Pricing strategy is measured through determining the selling price,
price accuracy and competitive price. Place Strategy Indicator (X3), is measured by
determining the location, the accuracy of location selection and strategic location.
Promotion Strategy Indicator (X4), is measured through promotional activities, attracting
consumers, and building customer loyalty. Sales increase (Y) is measured through sales
volume, number of customers and profit amount.

Research Object

Mobile coffee seller in the Semarang City area. The object of the research includes
the marketing strategy applied by the seller, namely the marketing mix (Product, Price,
Place, Promotion) and using electric bicycle carts in marketing strategies to attract more
customers and increase sales.

The population in this study is mobile coffee sellers using electric bicycle carts that
are the focus of the research, covering individuals or groups according to the
characteristics to be studied. Sampling using the accidental sampling technique,
Accidental Sampling (Green S B, 1991) amounted to 85. Collection method with

questionnaires. The analysis technique used is Multiple Linear Regression.

4. RESULTS AND DISCUSSION
4.1 General Description of Research Object

The general description of the research object is the description of the respondents
based on the questionnaire answers that have been distributed to 85 respondents, namely
mobile coffee sellers who use electric bicycle carts in Semarang City. The following is a
description of the respondents based on their gender and age:
1). Description of respondents by gender and age

The number of mobile coffee sellers who use male electric bicycle carts is more
than the number of female respondents with the number of male respondents as many as
92.94% (79 people). This is related to operating hours until the night so that it requires
strong physical endurance and the risk of crime for women at night in mobile coffee sales.

Most of the respondents were aged 20-23, indicating that coffee sellers are still
young and tend to be more interested in more flexible jobs as a first step in earning an

income. Meanwhile, coffee sellers aged 24-26 years are 15 people and 27-29 years old as
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many as 18 people, which is less because they are starting to look for job stability and
long-term responsibility.
2). Respondents' responses to product strategy variables

As aresult of respondents' responses from the product strategy variable as much as
49.4%, consumers have different taste preferences, for example butter scotch latte,
almond coffee, palm coffee so that various flavor variants are provided to attract a wider
market segment. As many as 42.4% said flavor variants create unique appeal for
consumers looking for new experiences. As many as 8.2% want flavor variants only
according to existing trends.
3). Respondents' Responses to Product Sufficiency

Regarding product packaging, as many as 45.9% of respondents stated that
packaging designs that follow current trends attract the attention of consumers and help
sellers differentiate their products from competitors. Furthermore, 44.7% of respondents
stated that the use of bright packaging colors makes products more striking in the market
and is able to build a strong brand identity so that it is easier for consumers to recognize
the coffee products they buy.
4). Respondents' Responses to Product Presentation

In the aspect of product presentation, the results of respondents' responses show that
practicality and speed are important factors. As many as 51.8% of respondents stated that
the presentation of practical and fast coffee is able to meet the needs of consumers,
especially for those who have limited time. In addition, 37.6% of respondents stated that
the speed of presentation provides added value and is the main consideration in coffee
purchase decisions.
5). Respondents' Responses to Price Strategy Variables

Based on the price strategy variable, as many as 54.1% of respondents stated that
the price of coffee of IDR 8,000 is considered competitive and affordable by most
consumers, so that it can attract buying interest. As many as 34.1% of respondents also
stated that the price is in accordance with consumer purchasing power. Meanwhile, a
small percentage of price-sensitive respondents tend to choose sachet coffee as an

alternative.
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6). Respondents' Responses to the combination package.

Regarding the combination package strategy, the majority of respondents gave a
positive response. As many as 62.4% of respondents stated that combination packages
give the impression of savings and encourage larger purchases. As many as 28.2% of
respondents strongly agree that combination packages provide a more satisfying shopping
experience and can increase consumer loyalty. However, 4.7% of respondents said they
did not agree because the combination packages offered were not fully in accordance with
consumer needs.

7). Respondents' Response to the cheaper package price.

In the cheaper package pricing strategy, 52.9% of respondents stated that lower
prices encourage repurchases, while 40% of respondents considered that fixed prices
should be adjusted to product quality.

8). Respondents' Responses to the Use of Carts

Judging from the variables of place strategy, the use of electric bicycle carts
received a positive response. As many as 50.6% of respondents stated that electric bicycle
carts support the concept of being environmentally friendly and suitable for use at car free
day events and easily reach the crowd. As many as 42.4% of respondents consider the use
of'this cart to attract the attention of customers and allow sellers to serve more consumers.
In addition, the selection of a crowded location is considered to be able to increase sales
opportunities and expand market reach.

9). Respondents' Responses to Promotion Strategy Variables

In the promotion strategy variable, as many as 60% of respondents stated that giving
discounts can encourage consumers to buy in larger quantities. As many as 29.4% of
respondents stated that discounts encourage consumers to try new products. Promotion
through social media is also considered effective, where 44.7% of respondents stated that
social media allows direct interaction with consumers, and 43.5% stated that video
content is able to attract buying interest.

10). Respondents' Responses to Promotion Strategy Variables

A total of 44.7 respondents stated that promotions on social media allow coffee
sellers to interact directly with consumers, thereby accelerating the dissemination of
information about discounts or special offers for coffee products sold. As many as 43.5%

of respondents stated that videos attract the attention of consumers to buy products. As
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many as 9.4% of respondents stated that product content posted through social media can
increase consumer engagement
11). Respondents' Responses to Sales Increase Variables

The variable of increasing sales, respondents assessed that the use of electric bicycle
carts had a positive impact, both in terms of operational efficiency, expanding market
reach, and ease of mobility, thus contributing to the overall increase in sales.
4.2 Test Results

The validity test of all indicators of the research variables was declared valid,
because the r calculation of the >r of the table was 0.1796 and the reliability test showed
that all variables had an Alpha coefficient exceeding 0.70 (Ghozali, 2021; Sugiyono,
2019). . Therefore, it can be concluded that all variables in the questionnaire are reliable.
The results of the normality test obtained an asympt value. Sig 0.159 > 0.05 . The results
of the multicolonenity test on folerance values and Variance Inflation Factor (VIF). If
the value is VIF<10.00 and tolerance>0.10. The results of the heteroscedasticity test with
the significance values of the variables X1, X2, X3, X4 exceeding 0.05.

The regression equation generated by Product Strategy (X1), Price Strategy (X2),
Place Strategy (X3), and Promotion Strategy (X4) to Sales Increase (Y)

Y =-5.454 + 0.237(X1) + 0.205(X2) + 0.386(X3) + 0.540(X4)

Obtained R square is 0.525 and Adjusted R Square is 0.502. Therefore, it can be
concluded that the wvariables of Product Strategy, Price Strategy, Place Strategy,
Promotion Strategy to Increase Sales by 0.502 or 50.2 percent and the remaining 49.8
percent were influenced by other variables outside the research model.

1). The Influence of Product Strategy on Increasing Sales

The results of the regression t-test have a significance value of 0.022 that is smaller
than 0.05, so that the product strategy affects the increase in sales. The strategy of using
electric bicycle carts is in accordance with market needs, offers a variety of flavor
variants, attractive coffee packaging designs, and practical coffee serving are considered
important to increase sales.

The diversity of flavors expands the market segments have different taste
preferences. The product strategy applied by mobile coffee sellers who use electric

bicycle carts has been maximized, by providing various flavor variants that can attract
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consumers and increase sales. The creation of packaging designs that are in line with
trends that attract consumer attention is carried out by considering packaging investment
and added value felt by consumers. The contribution of serving practical and fast coffee
helps consumers who have limited time. The appeal of this strategy will be in accordance
with the market segment that prioritizes quality of taste or overall experience. According
to (Keller & Kotler, 2015), an effective product strategy must create value for consumers
while maintaining a balance between quality, cost, and market needs. In line with research
(Pakasi, 2022), which explains that product strategies have a positive and significant
effect on increasing sales.

2). The Influence of Price Strategy on Increasing Sales

The results of the t-test of the price strategy variable have a significance coefficient
value of 0.048 which is smaller than 0.05, so that the price strategy has an effect on
increasing sales. Effective pricing strategy will be followed by increased sales

The competitive price strategy of mobile coffee sellers using electric bicycle carts
has an effect on the expansion of market segments and consumer repurchases.
Competitive prices are one of the advantages of mobile coffee sellers who use electric
bicycle carts in the face of market competition. According to (Kottler, 2019), a lower
price strategy is able to increase consumer buying interest.

Lower price adjustment strategies, without compromising product quality, affect a
significant increase in sales volume. In line with research (Hutabarat, 2017) that price
strategies have a positive and significant effect on increasing sales. This is supported by
the results of a study (Lahati et al., 2024) which states that the price strategy has a positive
and significant effect on increasing sales.

3). The Influence of Place Strategy on Increasing Sales

The results of the t-test of the place strategy variable have a significance value of
0.001 which is smaller than 0.05, so that the place strategy has an effect on increasing
sales. Strategic location selection and ease of access are key to creating optimal sales

The selection of a location that coincides with a car free day location that is
crowded, easily accessible to the seller can increase daily transactions, making the
location strategy one of the keys in supporting increased sales

According to (kottler, 2019), a good place strategy should ensure that products or

services are available in the location that is most likely to attract consumers. An effective
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venue strategy allows coffee sellers to make the most of the market's potential. In line
with research (Subhan & Fatmala, 2018) and (Mozes haryanto, Nurdwiana sari saudi,
mmubh. ashary, Moh. hatta, 2022) that place strategy has a positive effect on increasing
sales.

4). The Influence of Promotional Strategies on Increasing Sales

The results of the t-test indicate that the promotion strategy has a significant effect
on increasing sales, as shown by a significance value of 0.000 (< 0.05). Promotional
activities such as offering discounts, utilizing social media, and using electric bicycle
carts as visual promotional media create added value for consumers and encourage repeat
purchases. The effective use of social media also enables businesses to reach new
customers and build stronger interactions, supporting previous studies which found that
promotional strategies positively influence sales performance (Amelia & Iswadi, 2023;
Mubhajir & Bilgies, 2022; Ranti et al., 2022).

The results of the F-test show that product strategy, pricing strategy, place strategy,
and promotion strategy simultaneously have a significant effect on sales growth, with a
significance value of 0.000 (< 0.05). This finding indicates that sales improvement is
driven by the combined implementation of marketing strategies rather than by individual
factors alone, highlighting the importance of an integrated approach.

Further analysis reveals that product strategy has a positive and significant effect
on sales growth (sig. = 0.022). Product differentiation through flavor variety, attractive
packaging, convenient presentation, and innovative use of electric bicycle carts enhances
consumer appeal and purchasing decisions. Pricing strategy also shows a significant
influence on sales growth (sig. = 0.048), demonstrating that competitive and affordable
pricing aligned with consumer purchasing power supports increased sales volume and
repeat purchases.

Overall, these findings support the Marketing Mix Theory (4P) and align with
Porter’s Theory of Competitive Advantage (1985). Product differentiation, cost
leadership through pricing, strategic location selection, and effective promotion
collectively create competitive advantage and drive sustainable sales growth. This
confirms that a well-integrated marketing mix plays a crucial role in shaping consumer
purchasing decisions and improving the sales performance of mobile coffee businesses

using electric bicycle carts.
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5. CONCLUSION

This study shows that the 4P marketing strategy (product, price, place, and
promotion) has a significant effect on increasing mobile coffee sales in Semarang City.
Product strategy in the form of serving practical and fast coffee is the most dominant
factor because it is in accordance with consumer needs for comfort. The price strategy
through offering combination packages, the place strategy with the use of easy-to-reach
electric bicycle carts, and promotional strategies in the form of providing discounts have
also proven effective in increasing sales. Simultaneously, the implementation of the 4P
marketing strategy carried out by mobile coffee sellers has gone well and has contributed

significantly to the increase in sales.

REFERENCE LIST

Amelia, S. S., & Iswadi. (2023). Marketing Communication Strategy as a Promotional
Media in Increasing Sales at PT Tunas Jaya. Technomedia Journal, 8(3), 1-13.
https://doi.org/10.33050/tm;j.v813.2087

Damayanti, H. J. (2017). Factors that affect the sales of PT Sosro Medan products. 1(2),
47-58. http://stmb-multismart.ac.id/ejournal

Elisastra Kurniawan, H. M. (n.d.). Analysis of mobile coffee marketing strategies facing
competition in the era of globalization. 1350—1356.

Erika Aryani, Yulita Zanaria, Angga Kurniawan, nalisis perkembangan coffee shop

sebagai salah satu peranan umkm di kota metro (study kasus pada coffee shop
janji jiwa dan coffee et bien), jurnal Akuntansi AKTIVA, Vol. 3, No. 2, 202

Eva Desembrianita, Sunarni, Fauziah Nur Hutauruk, Fajriani Azis, & Yusuf Iskandar.
(2023). The Impact of Information Technology Implementation on Marketing Cost
Efficiency in MSMEs in West Java: PersEva Desembrianita, Sunarni, Fauziah Nur
Hutauruk, Fajriani Azis, & Yusuf Iskandar. (2023). The Impact of Information
Technology Implementation on Efficiency B. Journal of Actuarial and Financial
Research, 5(2), 58—67.

Fajri, 1. (2018). Strategy to Increase Sales of Traditional Sundanese Food Through the
Attraction of Culinary Tourism Products at The Jayakarta Bandung Suite Hotel &
Spa. THE Journal: Tourism and Hospitality Essentials Journal, 8(1), 45.
https://doi.org/10.17509/thej.v8i1.11689

Febransyah, & Ewa, A. (2020). The effect of production costs and marketing costs on
profits. Journal of Tridinanti Accounting Research, 2(2), 135-150.

Firmansyah, M., Masrun, M., & Yudha S, I. D. K. (2021). The essence of the difference
between qualitative and quantitative methods. Elasticity - Journal of Development
Economics, 3(2), 156—159. https://doi.org/10.29303/e-jep.v3i2.46

Green, S. B. (1991). How Many Subjects Does It Take To Do A Regression Analysis.
Multivariate Behavioral Research, 26(3), 499-510.
https://doi.org/10.1207/s15327906mbr2603

58 | = Journal of Economic Management and Accounting VOL. 1, NO. 1, APRIL 2026


http://stmb-multismart.ac.id/ejournal

e-ISSN: 3123-8599; p-ISSN: 3123-8564, Pages 46-61

Gujarati, D.N & Porter, D. . (2009). Basic Econometrics. McGraw-Hill.
http://dspace.kottakkalfarookcollege.edu.in:8001/jspui/bitstream/123456789/
3846/1/Basic Econometrics %28 PDFDrive %29.pdf

Hasanah, A. Al, Guntur, M., & Baharuddin, A. (2020). The Effect of Promotion Intensity
on the Increase in Rice Sales of BULOG Public Company

Regional Division of SULSELBAR in Makassar. Business Administration Review, 2(2),
59-66.

Hutabarat, E. (2017). Analysis of marketing strategies in increasing sales of Suzuki Satria
Fu motorcycles at pt. Sunindo Varia Motor Gemilang Medan. Scientific Journal of
Methonomy, 3(1), 112—-121.

Imam Ghozali. (2018). Application of SPSS 25 I multivariete analysis. Ghozali, Imam.

%22 Applications of SPSS multivariete analysis 25.%22 (2018).

Irfan, A. (2021). Analysis of Home Marketing Strategy on the Increase in Sales Volume
at PT. Clarimond Astro Makassar. Journal of Management, 4(2), 155-161.
https://doi.org/10.37531/yum.v11.75

Iskandar, R., & Suarsih, E. (2022). The Influence of Promotions on Increasing Sales.
Journal of Management, Business and Entrepreneurship, 2(1), 1-8.
https://doi.org/10.55606/jumbiku.v2il.66

Keller, K. L., & Kotler, P. (2015). Holistic marketing: a broad, integrated perspective to
marketing management. In Does marketing need reform?: Fresh perspectives on
the future (pp. 308-313). Routledge.

Kottler, Keller. (2019). Marketing Management. Sustainability (Switzerland), 11(1), 1-
14.

http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-
8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciu
rbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484

_Sistem Pembetungan Terpusat Strategi Melestari

Lahati, R. ., Latif, A. ., & Haslindah, H. (2024). Analysis of Marketing Strategy on
Increasing Sales of Herbal Herbs Spice Unhy Cagibran in Baranti District,
Sidenreng Rappang Regency. YUME: Journal of Management, 7(2), 1241-1249.

Lie, F. B., Lumanauw, B., & Raintung, M. C. (2021). Analysis of the Effect of Marketing
Strategy (4P) on Yamaha Motorcycle Sales Level at Pt. Hasjrat Abadi During the
Covid-19 Pandemic in Kotamobagu City Analysis of the Effect of Marketing
Strategy (4P) on Yamaha Motorcycle Sales Level at Pt.

Eternal Desire Duri. EMBA Journal, 9(4), 1239-1248.
https://ejournal.unsrat.ac.id/index.php/emba/article/view/37313%0Ahttps://ej
ournal.unsrat.ac.id/index.php/emba/article/viewFile/37313/34460

Manggu, B., & Beni, S. (2021). Analysis of the application of segmentation, targeting,
positioning (STP) and marketing promotion as a solution to improve the
development of MSMEs in Bengkayang City. Sebatik, 25(1), 27-34.
https://doi.org/10.46984/sebatik.v2511.1146

Martias, L. D. (2021). Descriptive statistics as a collection of information. Fihris: Journal
of Library and Information Science, 16(1), 40.
https://doi.org/10.14421/thrs.2021.161.40-59

Mozes haryanto, Nurdwiana sari saudi, mmuh. ashary, Moh. hatta, I. L. L. (2022). The
effect of the marketing mix on the increase in sales volume. YUME: Journal of
Management, 5(1), 235-237. https://doi.org/10.37531/yume.vxix.436

Mubhajir, A., & Bilgies, A. F. (2022). The Influence of Digital Marketing and Promotion

59 | = Journal of Economic Management and Accounting VOL. 1, NO. 1, APRIL 2026


http://dspace.kottakkalfarookcollege.edu.in:8001/jspui/bitstream/123456789/
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-
http://dx.doi.org/10.1016/j.regsciu
http://www.researchgate.net/publication/305320484

Analysis of the Marketing Strategy of Mobile Coffee Sellers Using Electric Bicycle Cart with Marketing Mix
(4P) on Sales Increase (Case Study of Mobile Coffee Sellers in Semarang City)

Strategies on Increasing Sales on CVs. Bright Rays of Gresik. ADILLA : Scientific
Journal of Sharia Economics, 5(2), 36-50.
https://doi.org/10.52166/adilla.v512.3197

Pass. (2022). Analysis Of Marketing Strategy On Increasing Sales At Restaurant D' Fish
Manado Analysis Of Marketing Strategy On Increasing Sales At Restaurant Dfish
Emba Journal Vol. 10 . No. January 1, 2022, Page . 1975-1984. 10(1), 1975-1984.

Pradana, M., & Reventiary, A. (2016). Pengaruh Atribut Produk Terhadap Keputusan
Pembelian Sepatu Merek Customade (Studi di Merek Dagang Customade
Indonesia). Jurnal Manajemen, 6(1), 1-10. https://doi.org/10.26460/jm.v611.196

Porter, M. E. (2008). The five competitive forces that shape strategy. Harvard Business
Review, 86(1), 78-93.

Ramadhan, R. P., Bela, O. L., & Prasetyo, H. D. (2022). Analysis of marketing strategies
in an effort to increase sales in the Kriukzz macaroni business. Journal of Bina
Bangsa Ekonomika, 15(1), 277-281. https://doi.org/10.46306/jbbe.v15i1.153

Ranti, R. F., Nuraini, P., & Firmansyah, R. (2022). Promotion Strategies on the TikTok
Shop Application to Increase MSME Sales. Journal of Struggle Economics, 4(2),
76—80. https://doi.org/10.36423/jumper.v4i2.1121

Sekaran & Bougie. (2016). Research Methods for Business: A Skill Building Approach.
Wiley. https://books.google.co.id/books?hl=id&Ir=&id=Ko6bCgAAQBAJ&oi=fnd
&pg=PA19&dg=sekaran+dan+bougie&ots=2D0L_4MZIU&sig= MYamcq
KFkcErd7eWaBU6Y 2QIE&redir esc=y#v=onepage&q=sekaran dan
bougie& f=false

Septiani, V. A., Wijayanti, C. 1., Larasati, U., Nazhiifah, A. K., & Zuhri, S. (2024).
Analysis of consumer behavior on mobile coffee as an alternative to the lifestyle of
gen z. 5(4).

Shabastian, M., & Samuel, H. (2013). The Influence of Price Strategy and Product
Strategy on Brand Loyalty at Tator Café Surabaya Town Square. Journal of
Marketing Management, 1(1), 1-9.

Siti Nurul Ma’rudloh, M. Isa Anshori, (2025) Mempengaruhi Keputusan Pembelian
(Strategi Pemasaran yang Efektif untuk produk Hanasni di Era Digital); Jurnal
Ekonomi Bisnis dan Akuntansi (JEBAKU) e-ISSN: 2827-8372; p-ISSN: 2827-
8364, Hal. 389-401

Subhan, M., & Fatmala, C. (2018). The Influence of Marketing Strategy on the Increase
in Sales of Anlene Dairy Products at PT. Fonterra Brands Indonesia Jambi Branch.
Faculty of Islamic Economics and Business Sharia Economics UIN Sulthan Thahah
Saifuddin Jambi, 1-15.

Suggestion. (2016). Communication Research Method Book. In Journal of Economic
Dynamics of Development (Vol. 1, Issue 3). https://doi.org/10.14710/jdep.1.3.35-
45

Wibowo, D. H., Arifin, Z., & Sunarti. (2015). MSME Strategy Analysis (Studyon Batik
Diajeng Solo). Journal of Business Administration (JAB), 29(1), 59-66.

Wijaya, H., & Sirine, H. (2016). Segmenting, Targeting, Positioning and Price Strategy
at Kecap Blekok Company in Cilacap. 4jie, 1(3), 175—

190. https://doi.org/10.20885/ajie.voll.iss3.art2

Zebua, D. P. F., Gea, N. E., & Mendrofa, R. N. (2022). Analisis Strategi Pemasaran
Dalam Meningkatkan Penjualan Produk Di Cv. Bintang Keramik Gunungsitoli
Marketing Strategy Analysis in Increasing Product Sales in Cv. Bintang Keramik

60 | Journal of Economic Management and Accounting VOL. 1, NO. 1, APRIL 2026


https://doi.org/10.26460/jm.v6i1.196

e-ISSN: 3123-8599; p-ISSN: 3123-8564, Pages 46-61

Gunungsitoli. Journal of Research in Economics, Management, Business and
Accounting , 10(4), 1299-1307.
https://ejournal.unsrat.ac.id/v3/index.php/emba/article/view/43982

61 | Journal of Economic Management and Accounting VOL. 1, NO. 1, APRIL 2026



