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Interview Sheet 

Research Day/Date: Monday, March 28, 2022 

Interviewees: Mrs. Sandra Suldirah Septiana (Manager junior P3 PT. Esaputlii 

Prakarsa Utama) 

Types of Marketing 

Strategy 

 

Question 

 

Answer 

Product 1. What types of products are 

produced in the company? 

2. How many products are 

produced each year? 

3. What are the product 

strategies implemented in 

the company? 

4. How can the company 

increase its sales volume in 

this product strategy? 

1. The products we produce are vannamei shrimp 

seeds (fry) & milkfish seeds (nener). However, 

what is in great demand from our company is 

vannamei shrimp seeds. 

2. In 2017, the company produced 1,470.666 

billion vannamei shrimp seeds. 

In 2018, there were 1,519.218 billion vannamei 

shrimp seeds. 

In 2019, there were 1,606,416 billion vannamei 

shrimp seeds. 

In 2020, as many as 2,036.976 billion 

vannamei shrimp seeds. 

In 2021, as many as 2,352,613 billion 

vannamei shrimp seeds. 

3. The product strategy applied by the company is 

the trademark, product quality, and also the 

packaging. 

4. To increase sales volume, the company 

increases its production of vannamei shrimp 

seeds every 

year. 

 

Price 1. What is the price of the 

product the company 

supplies each year? 

2. How does the company 

set its selling price? 

3. What is the company's 

consideration in setting 

prices? 

4. What is the company's 

goal in pricing? 

5. From the data provided, 

1. In 2017, Rp. 41.8/head In 2018, 

Rp. 43.27/head In 2019, Rp. 

43.74/head In 2020, Rp. 

48.17/head In 2021, Rp. 

48.06/head 

2. The company sets the selling price by 

looking at the target market, so that the 

products produced by the company can be 

well received by buyers. 

3. Judging from the quality of the products 

produced, whether the products produced 
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why does the selling price 

increase every year? 

are appropriate or not, and based on the 

costs incurred by the company during the 

production of the product. 

4. The goal is to get maximum profit so that it 

can return investment funds taken from 

company funds, and also to reduce existing 

competition. 

5. The price increases every year according to 

the products 

produced each year. 

 

Promotion 1. What types of promotions 

are used by the 

company? 

2. How much does the 

company spend on 

promotion? 

3. How important is 

promotion for this 

company? 

4. Who is the target of the 

promotion of PT. Esaputlii 

Prakrasa Utama? 

1. 1. There are two types of promotion used 

by the company, namely by advertising 

through radio media (RRI Makassar and 

Mesrah Pare- Pare), television media 

(TVRI TV) and also social media, namely 

the company website (Benur Kita). And 

carry out promotions through personal 

selling, which introduces the products 

produced directly / face to face to buyers. 

In the process of personal selling, the 

company has a regional coordinator to 

introduce the purchase of vannamei 

shrimp seeds. 

2. In 2017, Rp. 625,033,000 

In 2018, Rp. 721,629,000 

In 2019, Rp. 763,048,000 

In 2020, Rp. 1,561,682,000 

In 2021, Rp. 2,431,033,000 

3. It is very important because with 

promotion, the company will be known so 

that the company will experience 

increased sales. 

4. The company's promotional targets are 

buyers who are the company's target 

market. 
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Place/Distribution 1. Where does the company 

sell and market its 

products? 

2. What distribution strategy 

does the company use? 

3. Where are the vannamei 

shrimp seed distribution 

areas? 

4. How many vannamei 

shrimp seeds are 

distributed by the 

company each year? 

1. In the company PT. Esaputlii Prakarsa 

Utama which is located on Jl. Axis 

Makassar Pare-pare KM 138 and in 

each area determined by the company. 

2. 2 distribution strategies used are 

indirect distribution and direct 

distribution. For indirect distribution, the 

company sends the products produced 

by means of transportation by plane, 

car, and ship, while for direct 

distribution, buyers directly buy 

their products at the company. 

3. Its territory is in West Sulawesi 

(Donggala,     Mamuju,      North 

Mamuju,     Central      Mamuju, 

Polman,     Pinrang,     Majene), 

Central     Sulawesi       (Parigi, 

Mountong,   Toli-toli,   Gorontalo, 

Palu, Poso), Southeast Sulawesi 

(North  Kolaka, Kolaka     City, 

Bombana,     Kendari,      South 

Konawe, North Konawe, Raha, 

Buton),   Region I  (Pare-pare, 

Barru, Pangkep, Maros), Region II 

(Wajo,       Bone,        Sinjai, 

Bulukumba/Selayar), Luwu Raya 

(East Luwu , North Luwu, Luwu, 

Palopo,    Morowali),     Intensive 

Ponds   (Takalar,  Bulukumba, 

Jeneponto,   Parigi,    Lingadan, 

Sinay, Jalang'e (Plots   7,8,9), 

Jalang'e (Plot 3), Luwuk Banggai), 

Makassar),        Inter-island 

(Yogyakarta,    Ternate, Gresik, 

Sumbawa/Lombok, Tuban/Surabaya,        

Berau, Tarakan/Nunukan,   

Pontianak, Balikpapan/Samarinda,    
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Batu Licin,                           Semarang, 

Papua/Jayapura, Pangkal 

Pinang, Bengkulu, Manado) 

4. In 2017, 1,311,344 billion 

vannamei   shrimp seeds  were 

distributed. 

In 2018, 1,164.734 billion vannamei 

shrimp seeds were distributed. 

In 2019, 1,123,586 billion vannamei 

shrimp seeds were distributed. 

In 2020, 1,001,513 billion vannamei 

shrimp seeds were distributed. 

In   2021,    941,045    vannamei 

shrimp seeds were distributed. 
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Organizatinal Structure 
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Multiple Linear Regression Analysis 

Variables Entered/Removeda 

Variables 
Model Entered 

Variables 
Removed 

 
Method 

1 Distributor, 
Promotion Fee, 
Selling Pricelb 

. Enter 

a. Dependent Variable: Sales Volume 
b. Tolerance = .000 limit reached. 

 
Model Summaryb 

 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

Durbin-Watson 

1 1.000a 1.000 1.000 4152301.12174 2.348 

a. Predictors: (Constant), Distributor, Promotion, Price 
b. Dependent Variable: Sales Volume 

 
ANOVAa 

 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 4071160900253 
94370.000 

3 135705363341 
798128.000 

7870.808 .008b 

Residual 1724160460558 
5.870 

1 172416046055 
85.870 

  

Total 4071333316299 
99940.000 

4    

a. Dependent Variable: Sales Volume 
b. Predictors: (Constant), Distributor, Promotion, Price 

 

Coefficientsa
 

 

 
Unstandardized Coefficients 

Standardized 
Coefficients 
Beta 

 
 
t 

 
 
Sig. 

 
Collinearity Statistics 

Model B Std. Error Tolerance VIF 

1 (Constant) -1599328973.948 183065569.439  -8.736 .073   

Harga Jual 46876189.184 2690453.228 .439 17.423 .036 .067 14.981 

Biaya Promosi .341 .007 .827 48.666 .013 .147 6.823 

Distributor 506.986 60.566 .247 8.371 .076 .049 20.557 

a. Dependent Variable: Sales Volume 

 

Coefficientsa
 

 
Unstandardized Coefficients 

Standardized 
Coefficients 
Beta 

 
 
 
t 

 
 
 
Sig. 

Model B Std. Error 

1 (Constant) -80692370.415 14466946.820  -5.578 .113 

Harga Jual 1114835.311 212615.862 3.034 5.243 .120 

Biaya Promosi .001 .001 .459 1.176 .449 

Distributor 27.739 4.786 3.929 5.795 .109 

a. Dependent Variable: abs_error1 
 
 
 
 
 
 



59  

One-Sample Kolmogorov-Smirnov Test 
Unstandardized 
Residual 

N 5 

Normal Parametersa,b Mean -.0000002 

Std. Deviation 2076150.560869 
40 

Most Extreme Differences Absolute .190 

Positive .190 
 

 
 

Negative -.167 

Test Statistic .190 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 
d. This is a lower bound of the true significance. 

 
Simple Linear Regression Analysis Variables Entered/Removeda 

 

Variables 
Model Entered 

Variables 
Removed 

 
Method 

1 Total 
Productionb 

. Enter 

a. Dependent Variable: Sales Volume 
b. All requested variables entered. 

 
Model Summaryb 

 

 
Model R 

 
R Square 

Adjusted R 
Square 

Std. Error of the 
Estimate 

 
Durbin-Watson 

1 1.000a 1.000 1.000 251.73723 2.435 

a. Predictors: (Constant), Total Production 
b. Dependent Variable: Sales Volume 

 
ANOVAa 

 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 4071333316298 
09790.000 

1 407133331629 
809790.000 

642453584503 
3.371 

.000b 

Residual 190114.901 3 63371.634   



60  

Coefficientsa 
 

 
Unstandardized Coefficients 

Standardized 
Coefficients 
Beta 

 
 
t 

 
 
Sig. 

Model B Std. Error 

1 (Constant) 1252.205 601.495  2.082 .129 

Total Produksi .833 .000 1.000 2534666.811 .000 

a. Dependent Variable: Sales Volume 
 

Total 4071333316299 
99940.000 

4    

a. Dependent Variable: Sales Volume 
b. Predictors: (Constant), Total Production 

 
 
Coefficientsa 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients 
Beta 

 
 
t 

 
 
Sig. 

ModelS B Std. Error 

1 (Constant) -355.759 251.266  -1.416 .252 

Total 
Produksi 

2.808E-7 .000 .763 2.044 .133 

a. Dependent Variable: abs_error 
 
One-Sample Kolmogorov-Smirnov Test 

Unstandardiz 
ed Residual 

N 5 

Normal Parametersa,b Mean .0000000 

Std. 
Deviation 

218.0168815 
9 

Most Extreme 
Differences 

Absolute .271 

Positive .271 

Negative -.149 

Test Statistic .271 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 
d. This is a lower bound of the true significance. 

 
 


