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Abstract

The FMCG marketing phenomenon plays all elements of the marketing mix (4P's), so that each element is thought to
have a high degree of complexity. The first objective of this research was to uncover the responses of buyers in the
business market to the offering of a new product related to the marketing environment situation - P: promotion and
other environments; and next, detecting product performance and its parameters as an evaluation tool for the success
of new products. Qualitative research methodology was applied, and was designed using a grounded theory strategy
and an interpretative approach, constructivism and pragmatism. Data was collected from the phenomenon of FMCG
competition in traditional markets in Indonesia. The results of the research identified buyers' responses reveal that the
marketing - promotion environment was directly taken into consideration by purchasing decisions; marketing
environment - promotion is valued by the buyer in relation to the marketing environment - price, and the expected
impact on the competitive environment - activity and results of promotion. The concepts from the results of this
study have implications for the practice of corporate strategies regarding new product launches, marketing and
financial budgeting, brand strategy, and marketing market performance. All these matters show that the depth of the
purchasing behavior perspective, as well as the performance and success of a product based on promotional
strategies is the originality of this paper.

Keywords: business buyer behavior, corporate strategy, fast moving consumer goods (fmcg), marketing mix, new
products and competition, promotion strategy

1. Introduction

Promotion consists of several types of mix, namely advertising, personal selling, propaganda or mass publication,
sales promotion or trade promotion (Trihatmoko, 2016; Kotler & Armstrong, 2013; Evans & Berman, 1992; Ziliani
et al., 2019). Trihatmoko et al. (2016a) identified that the salesperson's role in the product marketing function is very
complex. Therefore, this paper does not explore or promote the promotion of personal selling types. Moreover,
promotion is related to supply chain management (Xiao et al., 2005; Jin et al., 2015; Tsao & Sheen, 2012; Power et
al., 2001; Jin et al., 2015; Breiter & Huchzermeier, 2015). Self promotion is classified as above the line (ATL) and
below the line (BTL) activities for advertising activities (Siddiqi et al., 2015). In addition, promotional programs in
the context of sales activities consist of two types of activities, namely promotion for traders (trade promotion) and
promotion for consumers of product users (consumers promotion) (Kotler & Armstrong, 2013; Evans & Berman,
1992). Generally, it is commonly understood that promotion has impacts on increasing sales (Chaudhuri et al., 2018;
Jallow & Dastane, 2016). However, different promotional roles are intended to create customer awareness about their
products, and also try to increase customer satisfaction (Siddiqi et al., 2015). Trihatmoko's (2016) research identified
that promotion programs had a direct impact on the sale of new products. The results of the study are based on the
judgment of buyers (wholesaler FMCG) about promotional strategies by their suppliers, so that their conceptions are
understood in the purchasing policy in the business market. The results of the Trihatmoko’s (2016) study were used as
preliminary data for this study, since theorizations (research propositions) are minor or detailed which are seen as
providing opportunities to be re-examined. Business buyer behavior or organizational purchasing behavior describes
that environmental factors constitute buyer stimulus decisions in various purchasing situations (Stern & Reve, 1980;
Achrol et al., 1983; Sashi, 2009; Peter & Donnelly Jr., 2011; Solomon, 2013; Kotler & Armstrong, 2013). The situation
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of purchasing new products here is mix-purchase type, since suppliers offer new products (new-task purchace) together
with existing products that are already established (straight re-purchasing) (Robinson, Faris & Wind, 1967; Jackson, Jr.,
Keith & Burdick, 1984; Sashi, 2009; Peter & Donnelly Jr., 2011; Solomon, 2013).

The first objective of this research was to uncover buyers' responses to the offer of a new product related to the
marketing environment situation - P: promotion and other environments. The promotion strategy by FMCG
companies is estimated to be one of the factors that determine the success of a product. However, the tight market
competition is estimated to be a "challenge or opportunity” to the success of the product itself. Some of the following
previous studies have sought to explore various types of promotions and advertising. Siddigi et al. (2015) examined
the BTL activities on product customer satisfaction. Gautam, A. (2013) conducted a study of the "BTL" promotion
strategy for the Telecommunications industry. Buil, de Chernatony & Marthez (2013) examined the role of
advertising and sales promotion in the creation of brand equity. Asad & Gillian (2010) explore the sales promotion
programs used by wholesalers to channel products to their customer relations network. Baggen et al.'s (2010) study
deepened the addition of advertising expenditures related to the success of line extensions. Verbeke, Bagozzi, and
Farris (2006) explored key account programs for commitment and promotion of resource allocation, namely self
space. Orth, McDaniel, Shellhammer & Lopetcharat (2004) examine the benefits of promoting brands related to
consumer lifestyles. Dawes (2004) examined the effect of successful price promotion (trade promotion) on the
consumer goods category. Tang, Wang & Huang (2014) examined the promotion strategies carried out by FMCG
retailers in the modern market. Pongiannan and Chinnasamy (2014) explore consumer responses to the
implementation of advertising carried out by the FMCG industry. Rampier (2012) explores the sales promotion of
FMCG promotion. Chen, Monroe, and Lou (1998), Wahyuni and Ginting (2017) examined the effect of price
promotion related to consumer's perception and purchase intention.

Previous studies illustrates that the intensity of the promotion is very diverse in objectivity, but it is indicated that it
has not yet perceived the process and success of a new product from the results of the promotion strategy itself. On
the other hand, the promotion strategy is very relevant to the phenomenon of FMCG companies that tend to
aggressively create product innovation (Trihatmoko & Mulyani, 2018), because the company applies brand strategy
namely line extensions, brand extensions, multi brands, and new brands (Nijssen, 1999; Mart fez & de Chernatony,
2004; Nijssen & Agustin, 2005; Kotler & Armstrong, 2013; Trihatmoko, 2016; Trihatmoko et al., 2018; Trihatmoko,
& Purnamasari, 2019). The second objective of this research was to detect product performance and its parameters as
an evaluation tool for the success of new products in market competition. Particularly, the results of this study are
expected to contribute to the development of business buyers' behavior and marketing mix - p: promotion. This
conception has implications for the practice of corporate strategies regarding planning and implementing new
product launches, planning and evaluating the promotion budget and performance of a product, as well as brand
strategy design or planning.

2. Methods

The research method used here was similar to the method practiced by Trihatmoko and Mulyani (2018), or similar to
Trihatmoko's research and colleagues about FMCG. The research design applied was a grounded theory approach
with its interpretations of constructivist and pragmatic. In the explanation above, it has been stated that this research
is a follow-up to Trihatmoko's (2016) research, so that the results of his research were used as the preliminary data of
this paper. The methodological combination between research strategies and interpretations was applied to overcome
the complex formulation of study problems. Qualitative experts explain various data collection and analysis
techniques for simple or comprehensive research that lead to this research (Proctor, 2005; Creswell, 2009; Jonker &
Pennink, 2010; Fatchan, 2011).

In this paper, it is deemed necessary to explain methodological understanding in detail, although substantively it has
been presented in the Trihatmoko's prior paper. Trihatmoko's (2016) uses a phenomenological and constructivism
approach to buyer responses (wholesale in traditional markets) related to promotion policies carried out by suppliers
(distribution companies and principals). The research data was obtained through interviews with wholesale owners
and salespersons from FMCG distribution companies in the marketing area of Surakarta, Central Java, Indonesia. In
the context of this paper, it is considered that there is no need to quote the results of interviews with the informants,
but it is enough to present the results and complete the results of observations. Trihatmoko's (2016) research was
processed and re-analyzed (not “recycled") using a grounded theory, constructivist and pragmatism approach to
provide new perspectives on the focus of this research.

The first focus of this research was to uncover environmental factors, therefore, grounded and reconstruction
analyzes were carried out on the results of previous studies. It is different from the deepening of the intensity of the
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promotion strategy from the point of view of the interests of the company (principal) need to be completed with new
data, namely interviews with market informants from national and multinational companies, and completed with
notes on observations. This was done as well as a confirmation to undermine the results of Trihatmoko's (2016)
research. Such methodological procedures and techniques are called abstractions or construct theories from the
ground up to produce new findings in research (Creswell, 2013; Fatchan, 2011).

Creswell's (2013) direction was applied in the research, an attempt to make a "bottom up" abtraction of the
phenomenon of the intensity of promotional strategies in market participation as a creation to build new theories and
conceptions. Conception was developed using constructivism analysis with a complementary technique (Fatchan,
2011; Creswell, 2013; Taylor et al., 2016), so that it can lead to pragmatic interpretation. Researchers have the
freedom to build basic thinking from pragmatism, so that a grounded theory approach - a conditional matrix was
used to analyze the research data (see, Trihatmoko & Mulyani, 2018; Trihatmoko et al., 2018). The results of data
processing and analysis were interpreted or described textually and structurally (Creswell, 2013; Taylor et al., 2016).
In this context, new findings are formulated descriptively in the form of propositions and described as constructs as a
form of conception of the results of this study (Cresswell, 2013). Furthermore, the results of this research were
theoretically discussed in the previous literatures that were relevant to the research findings in which the implications
for marketing and business practices were known.

3. Results
3.1 Promotion Strategy and Product Performance

Promotional activities of a product are intended by marketers to achieve a product performance. The supplier's
promotion strategy policy provides the possibility of the buyer's response to "buy or reject" the product offer by the
supplier. Likewise, buyers assess "whether" programs or product promotion activities have an impact on the success
of products in competing with products that already exist in stores and in the consumer market. This finding
identifies that first of all the promotion strategy policies by companies fall into the business market competition. The
phenomenon of promotional strategies by suppliers explains that promotions enter the realm of customer market
competition "wholesalers: buy or reject”, and the consumer market. This phenomenon illustrates that the program or
product promotion activities by companies - companies have the potential to change the situation of business
competition and consumers, as well as product prices. In the end, the good or bad performance of a product is very
dependent on the competitive situation affected by the promotion program carried out by the product owners. This
description is a confirmation that the performance of a product from the results and activities of a promotional
strategy has the same rating, both from the point of view of the supplier and by the buyer. Thus, the arrangement or
structuring of the promotion strategy description is theoretically in the form of a performance proposition of the
following product (grounded theory - 1), and conceptualized as in Figure 1.

P1: Marketing environment - P: promotion of companies in initiating product promotion strategies has an impact on
business market competition.

P2: Marketing environment - P: promotion of companies in carrying out promotional strategy initiatives has an
impact on the competitive environment of the consumer market.

P3: Marketing environment - P: promotion of companies in initiating promotional strategies has an impact on the
marketing environment - P: price about product pricing strategy initiatives.

P4: Marketing environment - P: the price of price strategy initiatives impacts on the competitive environment of the
consumer market.

P5: The environment of business market competition affects the competitive environment of the consumer market.
P6: The environment of consumers' market competition influences the environment of business market competition.
P7: Business market competition environment and consumers determine the performance of a product.
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Figure 1. Performance of a product based on promotional strategies in market competition

Analysis of the content of Figure 1 directs to take a range of variables in Figure 1 to identify the performance
parameters of a product in market competition. Inter-variable relationships are identified as indicators of measuring a
product's performance, based on the intensity of the product promotion strategy.

Based on advertising and promotion analysis, as well as the above description of the promotional strategy theme,
therefore, the grounded theory produces performance parameters for a product (Figure 1). The conception of product
performance parameters needs to add a theorization of the brand image and image, which is different from the
business buyer behavior concept. By analogy that image and brand reliability - products can have an impact on the
creation of product demand by consumers, then, the minor propositions are:

P: Brand image and reliability - products drive the level of product demand.
3.2 Configuration of Promotional Strategies in Supply Chain Management

The success of a product from the determination of promotional strategies is to detect variables in Figure 2. The
assessment uses pragmatic interpretation, and is arranged in a matrix form. There are two characteristics of product
performance parameters, namely quantitative (measured mathematically) and qualitative (measured by perception).
Promotional programs and their measurable impacts or outcomes are chosen as "conditional” matrix analysis tools.
Advertising programs, sales promotions and consumer promotions require expenditure, thus the promotion
expenditure becomes the first parameter. Second, the round of sales is the result of the company's sacrifice in
financing marketing activities "promotional strategies”. So, relative quantities of promotion expenditure and product
sales rounds are identified as reflections to evaluate the success of a product in a certain period of time (Figure 3).
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Figure 2. Parameters of the performance of a product are based on promotional strategies in
market competition

Price structure

The success or failure of product is described as following. High round sales performance with relatively low
promotional costs making the product tend to be considered successful. This happens, for example when a new
product uses a brand that is attached to a previously established product, so the advertising and promotion program is
not too aggressive or costs are low. Conversely, a product tends to fail, namely a product that supports advertising
and promotion costs is relatively small, and is not followed by a round of sales movements. Such a situation occurs,
for example, the new product itself uses a new brand and does not have many product items in one family. Such
products are generally due to the size of the company's product owners being relatively small-medium, while the
competitors of the product belong to giant companies.

The product is likely to succeed or fail: Products that absorb advertising costs and promotions are high and are
followed by a high sales progress round, and then it is likely to succeed in competing in the market. This happens
because of the effectiveness of an intensive promotion program for a product at a certain period during the product
launch period. Cost efficiency occurs when the brand's image and reliability are considered strong / good by the
market, so the cost of advertising can be lowered or simply focus on sales promotion or consumer. In the condition
that the cost of advertising and promotion is very large, but does not increase the volume of sales, it is likely that the
product will fail to compete in the market. The possibility of product failure in such situations is caused by
inaccuracies in product strategy, price, and distribution (Figure 3: conditional matrix).
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Figure 3. Evaluation of the success of products based on promotional strategies in the market competition

4, Conclusion

The research findings and discussion discussed previously provide conclusions and recommendations in response to
the first problem of this paper. Buyers responding to new product offerings directly consider marketing
environmental factors - P: promotion about advertising promotion programs, as well as trade & consumer
promotions. Reasons for buyers to: (1) find out that sales promotions have an impact on the marketing environment -
P: price about price structures and profit opportunities for buyers, and consumer promotions provide an attraction for
consumers to market these products; (2) assessing the promotion of advertising "ATL and BTL" to compete in its
area in product display activities and brand image development and reliability; and (3) expect their knowledge and
assessment of the marketing environment and product competition to have the opportunity to create product sales
demand and rotation in the competitive environment in general. The buyers' argument in the general trading business
perspective is that they want to benefit from the product sales prospects and the value-added benefits of the program
and promotional activities that are carried out and offered by their suppliers.

Hence, it is recommended to top management in compiling a corporate strategy, hamely: (1) initiating a new product
promotion strategy must be in accordance with the balance between the sales budget and the total marketing costs of
the business; (2) in each brand strategy choice plan (line extensions, brand extensions, multi brands, or new brands)
it is necessary to calculate the promotion cost budget for the period of product development in the market (advice, at
least 2 years). Analysis of the average amount of promotional budget realization with the achievement of sales
rounds becomes a strategic tool in product marketing for the next time. The techniques and types of promotional
strategy initiatives need to be chosen in the future "where and what they are like" identified and assessed the
effectiveness and efficiency of the success of the product itself. For this reason, the next recommendation is an
assessment of organizational performance in the promotion department, referring to the evaluation of the
achievement of the sales cycle with the realization of promotional costs, on each unit and categorical product. This
assessment is deemed appropriate because it is open, measurable and objective, so it does not cause
misunderstandings between organizational lines in the context of the overall corporate strategy.

5. Limitations and Future Research Agenda

The advantage of this paper is to present the depth of intensity of new product promotion strategies in the FMCG
market competition in the business and consumer environment according to the target and market segmentation.
However, the marketing strategy depth is not only limited to promotional strategies, but also on pricing and
placement strategies, and product innovation strategies themselves. In this context, the results of research or new
research projects on price, place and product can provide new colors in the knowledge of marketing mix and buying
behavior in the business market or consumer market. As a concern, understanding both marketing mix and buying
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behavior, both of which are interrelated in the realm of marketing strategies, especially for mass products that use the
channel management approach.

The intensity of the promotion strategy in this research is the object of marketing new products. Market phenomena
indicate that the intensity of promotional activities is not only for new products, but also for products that are already
established in the market. This points out that the market leader in contemporary market, will be threatened by
product newcomer as it challengers. Reflections on the illustration of the statement suggest that the position of the
product in market competition is not enduring or the dynamics of its journey are difficult to predict. So, future
research opportunities can use the conceptual framework of the results of this research as hypotheses in quantitative
research, or as a guide in qualitative research to research products that have been established in the market. New
results for future research are expected to contribute in generalizing foundation or conceptions in this paper.

The limitations of this study rely on the consideration that the salesperson's role as part of the promotion mix has not
been touched by the deepening of this paper. The salesperson phenomenon itself has a variety of different functions
and types of assignments according to the strategic policies set by the company. For this reason, research on the role
and function of salespersons in the context of promotion mix is still open to researchers in the future.
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