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Abstract: Micro, small, and medium enterprises are one of the leading driving forces in 

economic development in Indonesia. Marketing strategy is a form of plan that is outlined in 

the field of marketing. To obtain optimal results, this marketing strategy has a broad scope 

in the field of marketing, including strategies for facing competition, price, and promotion 

strategies. The purpose of this research is to analyze product marketing strategy for 

maximizing sales. The research approach used in this research is a quantitative approach. 

The population in this study was 50 Micro, Small, and Medium Enterprises in Medan City. 

Sampling was taken using a saturated sample of 50 Micro, Small, and Medium Enterprises 

entrepreneurs in Medan City. To answer the problem formulation in research using partial 

(t) testing. The results of research using the t test show that there is a partially significant 

effect of price on maximizing sales in Micro, Small, and Medium Enterprises in Medan 

City. There is a partially significant effect of promotion on maximizing sales in Micro, 

Small, and Medium Enterprises in Medan City. 
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1. INTRODUCTION  

 

The increasingly rapid economicidevelopmentiiniIndonesiaimakesicompetitionibetween 

companies increasingly tight. Starting from the developmentiofitechnological advances, 

trading systems, and increasingiconsumeriinterest. Thisicompetitionioccurs as a resultiof 

globalization and the existenceiof aifreeimarketieconomy. Economicidevelopmentiis 
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characterized by changesithaticause companiesitoifaceivariousiobstaclesiinitheiribusiness 

developmenti(Alimuddin et al., 2023). 

Micro, ismall, iand imedium ienterprises iare ione iof ithe ileading idriving iforces iin ieconomic 

development iin iIndonesia. Considering ithe ilarge irole ishown iby ithe iexistence iof ithis 

business, iefforts imust ialways ibe imade ito idevelop iit iso ithat ievery ibusiness iof ithis itype 

is iable ito iovercome ithe iproblems iit ifaces iand idevelop iin ia ibetter, imore iadvanced 

andiindependent idirection iso ithat iits irole iin ieconomic igrowth ibecomes igreater. The 

movement iof ithe imicro, ismall, iand imedium ienterprise isectors iis ivery ivital ito icreate 

growth iand ijobs. Able ito icreate ijobs ifaster ithan ilarge ibusiness isectors. 

Medan iCity ias ithe icapital iof iSumatera iUtara iProvince iis ithe ilargest icity iin ithe ieastern 

region iof iSumatra iIsland. Medan iCity iarea iborders idirectly iwith iDeli iSerdang iRegency 

to ithe iwest, ieast iand isouth iand ithe iMalacca iStrait ito ithe inorth. Administratively, Medan 

City iconsists iof i21 isub-districts. In ithe inational iurban isystem, iMedan iCity ihas been 

designated ias ithe icenter iof inational iactivities. 

Empowering imicro, ismall, iand imedium ienterprises iis ione iof ithe iMayor iof iMedan iCity 

priority iprograms. The iMayor iof iMedan iCity ihas imade ivarious iefforts ito ipromote iand 

revive imicro, ismall, iand imedium ibusinesses. Apart ifrom iproviding iguidance iin iproduct 

development ias iwell ias ibusiness imanagement iand itechnology iadoption, imarketing 

guidance iis icarried iout iby ithe iMayor iof iMedan iCity. iThe iform iof imarketing iguidance 

for imicro, ismall, iand imedium ienterprises icarried iout iby ithe iMayor iof iMedan iCity iis by 

holding iregular ievents iwhich ican ibecome ia iforum ifor imicro, ismall, iand imedium 

enterprises ito imarket itheir iproducts. iAs iin ithe iseries iof ievents iheld ito icelebrate iMedan 

City's ibirthday, ivarious iactivities iranging ifrom ifashion icarnivals, ifolk ientertainment iand 

collaborative igymnastics, ihave ia ipositive iimpact iand ibring iblessings ito imicro, ismall, 

and imedium ibusinesses. 

Medan iCity iis ivery idensely ipopulated, ivarious ibusinesses iand iventures iare irun ito iearn 

money. iOne iof ithe imost icommon ibusinesses iis ithe iculinary ibusiness. iThis iis ibecause 

the iculinary ibusiness iis iconsidered ito ihave ipromising iprofit ipotential. iThe ilarge inumber 

of ipeople iopening iculinary ibusinesses ihas icaused icompetition ito ibecome iincreasingly 

fierce. iNot ia ifew ibusinesses ido inot idevelop ibecause ithey iare iunable ito icompete iand 

cannot ifollow imarket itastes. iTherefore, ibusiness iactors imust ihave iadvantages iand 

improve ithe imarketing iperformance iof itheir iproducts. 

Marketing istrategy iis ia iform iof iplan ithat iis ioutlined iin ithe ifield iof imarketing. iTo 

obtain ioptimal iresults, ithis imarketing istrategy ihas ia ibroad iscope iin ithe ifield iof 

marketing, iincluding istrategies ifor ifacing icompetition, iprice, iand ipromotion istrategies. 

Marketing istrategy iis ia ifundamental itool ithat iis iplanned ito iachieve ia icompany's 

competitive iadvantage ithrough ithe imarkets iit ienters iand ithe imarketing iprograms iused to 

serve ithe itarget imarket i(Hendro, i2017). 

Sales iis ian iactivity ior ibusiness iin iselling iproducts ior iservices. iSales iactivity iis ivery 

important ifor ithe icompany. iSales iis ian iactivity ithat iaims ito ifind ibuyers, iinfluence iand 

provide iguidance iso ithat ibuyers ican iadjust itheir ineeds ito ithe iproduction ioffered iand 
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enter iinto ian iagreement iregarding ia iprice ithat iis iprofitable ifor iboth iparties. iSales iare 

transactions iinvolving igoods ior iservices isent iby icustomers iin iexchange ifor icash, ian 

obligation ito ipay i(Nitisusantro, i2016). 

The ipurpose iof ithis iresearch iis ito ianalyze iproduct imarketing istrategy ifor imaximizing 

sales. 

 

2. RELATED iWORKS 

 

Marketing iis ia isystem iof ibusiness iactivities idesigned ito iplan, idetermine iprices, ipromote 

and idistribute iproducts ithat ican isatisfy idesires iin iachieving icompany igoals. iThe 

elements iin iconsumer-oriented imarketing iprinciples imust ibe iable ito idetermine iconsumer 

wants iand ineeds, iselect icertain itarget igroups ias isales itargets, idetermine igood imarketing 

programs, iconduct iresearch ion iconsumers iabout itheir icharacter iand iattitudes, idetermine 

and iimplement imarketing istrategies. iWell-coordinated imarketing ican iprovide isatisfaction 

to iall iparties i(Riofita, i2015). 

Price iis ian iexchange irate ithat ican ibe iequated iwith imoney ior iother igoods ifor ithe 

benefits iobtained ifrom ia igood ior iservice ifor ia iperson ior igroup iat ia icertain itime iand iin 

a icertain iplace. iPrice iinteracts iwith iall iother ielements iin ithe imarketing imix ito 

determine ithe ieffectiveness iof ieach ielement iand ithe ioverall ielement. iCompanies iset 

prices ito imaximize iunit isales, ibecause ihigher isales ivolumes iwill iresult iin ilower iunit 

costs iand ihigher ilong-term iprofits i(Firmansyah, i2019). iMarketers ican idetermine ithe 

level iof iflexibility iof iresults iby idetermining ia isingle iprice ipolicy ior ia iflexible ipricing 

policy ior idifferent ivariables. iOne iprice ipolicy imeans ithat iproducts iare isold iat ithe isame 

price ior isales iterms ito iall iconsumers iwho iare iat ithe isame idistribution ichannel ilevel. 

Seller iterms imean itime iand imethod iof ipayment iand idiscounts iallowed. 

Promotion iis ione iof ithe iimportant ifactors iin idetermining isuccess iin ia icompany. iNo 

matter ihow igood ia iproduct iis imade, iif iconsumers idon't iknow iit, ithey iwon't ibuy ithe 

product, iso ipromotion iis ineeded ito iintroduce ithe iproduct ito iconsumers iso ithat 

consumers iare iinterested iin ibuying. iBecause ipromotional iactivities iare ia iform iof 

marketing icommunication iactivity ithat iseeks ito idisseminate iinformation, iinfluence, 

remind ithe itarget imarket ito ibe iwilling ito iaccept, ibuy iand ibe iloyal ito ithe iproducts 

offered iby ithe icompany iconcerned. iPromotion iis ione iof ithe ivariables iin ithe imarketing 

mix iwhich iis ivery iimportant ifor icompanies ito imarket itheir iproducts iin iorder ito increase 

sales ivolume. iPromotional iactivities inot ionly ifunction ias ia icommunication itool ibetween 

the icompany iand iconsumers, ibut ialso ias ia itool ito iinfluence iconsumers iin ipurchasing ior 

using iproducts iin iaccordance iwith ineeds iand idesires. iPromotional iactivities iand 

promotional icosts iare iclosely irelated iand imust ibe iconsidered. iThe iimplementation iof 

promotional iactivities icarried iout iby ithe icompany iincludes iadvertising, ipersonal isales 

sales ipromotions, iand ipublicity. iThis ipromotional iactivity iis iexpected ito imaintain ibrand 

fame iby iusing ithe iright istrategy i(Pakpahan, i2009). I 
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3. METHODOLOGY 

 

The iresearch iapproach iused iin ithis iresearch iis ia iquantitative iapproach. iA iquantitative 

approach iis ia isystematic, ifactual, iand iaccurate idescription iof ian iactivity iin ia iparticular 

area i(Pandiangan iet ial., i2023; iTambunan iet ial., i2024). iQuantitative iresearch imethods 

can ibe idefined ias iresearch imethods ithat iare ibased ion ithe iphilosophy iof ipositivism, used 

to iresearch icertain ipopulations ior isamples, icollecting idata iusing iresearch iinstruments, 

and iquantitative ior istatistical idata ianalysis, iwith ithe iaim iof itesting ipredetermined 

hypotheses. 

Population iis ia igeneralized iarea iconsisting iof iobjects ior isubjects ithat ihave icertain 

qualities iand icharacteristics idetermined iby ithe iresearcher ito ibe istudied iand ithen 

conclusions idrawn i(Pandiangan, i2023). iThe ipopulation iin ithis istudy iwas i50 iMicro, 

Small, iand iMedium iEnterprises iin iMedan iCity. iSampling iwas itaken iusing isaturated 

samples. iSaturated isampling iis ia isampling itechnique iwhen iall imembers iof ithe 

population iare isampled, ithis iis idone iwhen ithe ipopulation iis irelatively ismall, ior ithe 

research iwants ito imake igeneralizations iwith ivery ismall ierrors i(Pandiangan iet ial., i2024). 

So, ithe isample iin ithe iresearch iwas i50 iMicro, iSmall, iand iMedium iEnterprises 

entrepreneurs iin iMedan iCity. 

To ianswer ithe iproblem iformulation iin iresearch iusing ipartial i(t) itesting. iThe it itest 

basically ishows ihow imuch iinfluence ian iexplanatory ior iindependent ivariable iindividually 

has iin iexplaining ithe idependent ivariation i(Kurdhi iet ial., i2023). iIn ithis istudy, researchers 

conducted ia it itest iby icomparing ithe isignificant it ivalue iwith ialpha i(0.05) ito itest whether 

the iindependent ivariable iwas isignificantly irelated ito ithe ipartially idependent ivariable. 

 

4. RESULTS iAND iDISCUSSION 

 

General  Description 

Medan iCity ias ithe icapital iof iSumatera iUtara iProvince iis ithe ilargest icity iin ithe ieastern 

region iof iSumatra iIsland. iThe iMedan iCity iarea iborders idirectly iwith iDeli iSerdang 

Regency ito ithe iwest, ieast, iand isouth iand ithe iMalacca iStrait ito ithe inorth. 

Administratively, iMedan iCity iconsists iof i21 isub-districts. iIn ithe inational iurban isystem, 

Medan iCity ihas ibeen idesignated ias ithe icenter iof inational iactivities. 

Micro, ismall, iand imedium ienterprises iplay ia ivery ilarge irole iin iadvancing ithe 

community's ieconomy. iApart ifrom ibeing ian ialternative inew ijob iopportunity, imicro, 

small, iand imedium ienterprises ialso iplay ia irole iin iencouraging ithe irate iof ieconomic 

growth iand iemployment iopportunities ifor ithe icommunity. iAn ientrepreneur imust iknow 

how ito imake ihis ibusiness idevelop iand ibe isuccessful iaccording ito ihis idesired igoals. 

One iway iis ito iunderstand ithe imanagement istrategy ithat iis isuitable ifor ithe ibusiness. 

Strategy ihas ithe isame imeaning ias itactics ior itactics. 

The itypes iof imicro, ismall, iand imedium ibusinesses iin iMedan iCity iare ibusinesses iin ithe 

culinary, ifashion, iand iservice isectors. iWith ithe idevelopment iand iempowerment iof micro, 
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small, iand imedium ienterprises icarried iout iby ithe igovernment, ithe icontinued ithreat iof 

population igrowth, iespecially iin iMedan iCity, iwill ibe iovercome iand iwill iplay ian 

important irole iin iaspects iof ieconomic igrowth. iTherefore, iof icourse, iwith ithe 

development iand iempowerment iof imicro, ismall, iand imedium ienterprises icarried iout iby 

the igovernment, iespecially iMedan iCity, iit iis iable ito igive ihope ito ithe icommunity ito ibe 

able ito idevelop itheir ibusinesses. 

Number iof imicro, ismall, iand imedium ibusiness iunits iregistered ias iassisted ibusinesses iby 

Medan iCity iMicro, iSmall, iand iMedium iEnterprises iOffice. iData ishows ithat ithe 

development iof imicro, ismall, iand imedium ibusinesses iin iMedan iCity, imicro ibusinesses 

are ithe ihighest iand ion ithe iother ihand ithere iare ivery ifew imedium ibusinesses. iThis iis ia 

joint itask iwith ithe igovernment ito ibe iable ito iraise ithe iclass iof ibusiness iactors ifrom 

micro ibusinesses ito ismall ibusinesses iand ifrom ismall ibusinesses ibeing imaximized ito 

medium ibusinesses, ithis ican ibe iachieved iwhen ithe igovernment iis iserious iabout icarrying 

out iits ivision iand imission. Medan iCity iconsists iof i21 isub-districts, iof iwhich ithere iare i3 

isub-districts iwith ia number iof imedium ibusinesses, inamely iMedan iJohor iDistrict, iMedan 

iBaru iDistrict, iand Medan iTembung iDistrict. iThe ifollowing iis ithe idevelopment iof ithe 

inumber iof imedium- sized ibusinesses iin iMedan iJohor iDistrict, iMedan iBaru iDistrict, iand 

iMedan iTembung  District. 

The iculinary ibusiness iin iMedan iCity iis iquite ilarge, ithis ican ibe iseen ifrom ithe ilarge 

number iof imicro, ismall, iand imedium ibusiness ientrepreneurs iwho iare iopening businesses 

in ithis ifield, ithis ishows ithat ithe ibusiness iopportunities ifor ithe iculinary ibusiness iare 

quite ipromising. iHowever, iif iyou ilook iat ithe idata, iculinary ibusinesses iin iMedan iBaru 

District iare istill ibelow ithose iof imicro, ismall, iand imedium ibusinesses iin iMedan iJohor. 

It ican ibe iseen ithat icompetition ifor iculinary ibusinesses iis istill ivery itight, iso iit iis 

necessary ifor ibusiness iactors ito icome iup iwith iinnovative iideas iin iorder ito idevelop their 

business iand iremain iviable iin irunning itheir ibusiness. 

Micro, ismall, iand imedium ibusinesses ithat isell ifood iin ithe iMedan iBaru iDistrict iarea 

already isell ia ilot iof ifood, iwhere iseveral imicro, ismall, iand imedium ibusiness 

entrepreneurs ifeel ithat ithe iopportunities ifor ithe ibusinesses ithey irun iare iquite ilarge. iThis 

is idue ito ithe ilocation iin ithe ibusy iMedan iBaru iDistrict iarea iwhich iis ivisited iby imany 

people, ihowever ithe ilevel iof icompetition ifor ibusinesses iselling iother ifood iis ialso iquite 

high. iSo, imicro, ismall, iand imedium iculinary ibusiness iactors ineed ito icarry iout istrategies 

by ideveloping icreative iideas iin iselling ifood iso ithat ithey iare iable ito isurvive iand ican 

develop itheir ibusinesses ito imove ifurther iforward. 

 
Partial i(t) iTest 

 

Table i1. Partial i(t) iTest 

Variable Sig. 

Price 0.045 

Promotion 0.033 

http://journal.hmjournals.com/index.php/JPOME
https://doi.org/10.55529/jpome.43.30.36
http://creativecommons.org/licenses/by/4.0/


Journal of Production, Operations Management and Economics 

ISSN: 2799-1008 
Vol: 04, No. 03, April-May 2024 

http://journal.hmjournals.com/index.php/JPOME 

DOI: https://doi.org/10.55529/jpome.43.30.36 

 

 

 

 

Copyright The Author(s) 2024.This is an Open Access Article distributed under the CC BY 

license. (http://creativecommons.org/licenses/by/4.0/)                                                            35 

The iresults iof iresearch iusing ithe it itest ishow ithat ithere iis ia ipartially isignificant ieffect of 

price ion imaximizing isales iin iMicro, iSmall, iand iMedium iEnterprises iin iMedan iCity. 

Price iis ithe iamount iof imoney icharged ifor ia iparticular iproduct. iCompanies iset iprices iin 

a ivariety iof iways. iIn ismall icompanies, iprices iare ioften iset iby itop imanagement. iIn these 

companies, itop imanagement iestablishes igeneral ipricing igoals iand ipolicies iand ioften 

approves iprices iproposed iby ilower-ranking imanagement. iCompanies iset iprices ito 

maximize iunit isales ibecause ihigher isales ivolumes iresult iin ilower iunit icosts iand ihigher 

long-term iprofits. 

There iis ia ipartially isignificant ieffect iof ipromotion ion imaximizing isales iin iMicro, Small, 

and iMedium iEnterprises iin iMedan iCity. iPromotion iis icommunicating iproduct superiority 

and ipersuading itargets ito ibuy ia iproduct iand iservice ioffered. iThis iactivity icannot ibe 

separated ifrom ithe icosts iincurred ito iachieve ieffective iresults, itherefore icompanies imust 

budget ipromotion icosts ias ibest ias ipossible ito iavoid ilosses iby iadjusting ithe iform iof 

promotion. iwhich iis iconducted. iPromotion iis ione iof ithe ivariables iin ithe imarketing imix 

that iis ivery iimportant ifor icompanies ito imarket itheir iproducts ito iincrease isales ivolume. 

Promotional iactivities inot ionly ifunction ias ia icommunication itool ibetween ithe icompany 

and iconsumers, ibut ialso ias ia itool ito iinfluence iconsumers iin ipurchasing ior iusing 

products ineeds, iand idesires. iPromotional iactivities iand ipromotional icosts iare iclosely 

related iand imust ibe iconsidered. iThe iimplementation iof ipromotional iactivities icarried out 

by ithe icompany iincludes iadvertising, ipersonal isales isales ipromotions, iand ipublicity. iIt is 

hoped ithat ithis ipromotional iactivity ican imaintain ithe ibrand's ifame iby iusing ithe iright 

strategy. 

 

5. CONCLUSION iAND iSUGGESTION 

 

The iresults iof iresearch iusing ithe it itest ishow ithat ithere iis ia ipartially isignificant ieffect of 

price ion imaximizing isales iin iMicro, iSmall, iand iMedium iEnterprises iin iMedan iCity. 

There iis ia ipartially isignificant ieffect iof ipromotion ion imaximizing isales iin iMicro, Small, 

and iMedium iEnterprises iin iMedan iCity. 

Suggestions ithat ican ibe igiven ifrom ithis iresearch iare ifor iMicro, iSmall, iand iMedium 

Enterprises iin iMedan iCity ito imaintain isales ivolume iby imaintaining icompetitive iprices 

and iincreasing ipromotions ibecause iit ihas ibeen iproven ito iinfluence isales ivolume. 
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