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Abstract: The quantitative research approach and descriptive analysis were employed in this
research. The research hypothesis approach is to analyze using associative quantitative methods
which are carried out to connect one variable to another variable, the purpose of this research method
is to determine the influence between two or more variables. Based on the results of the analysis to
analyze the effect of distribution channels consisting of the number of distribution channels (Agents,
Semi Agents, Retailers) on the sales volume of The BotolSosro at PT. SinarSosro, Rangkas bitung
Sales Office, Lebak Banten, used simple and multiple correlation analysis through SPSS Version 17.0
program. The simple correlation results produce a correlation value of -0.646 on the distribution of
agents, -0.118 on the Semi-Agents and 0.900 on the distribution of retailers. So it can be concluded
Ha and reject Ho. Because, The sales volume of the The Botol Sosro brand at PT. Sinar Sosro
Rangkasbitung Sales Office Lebak Banten is influenced by the distribution channels of Agents, Semi-
Agents, and Retailers.

Keywords : Distribution Channel, Sales Volume, PT. SinarSosro.

INTRODUCTION

Marketing strategy is a decision-making process on how to allocate marketing costs and
the marketing mix in accordance with the predictions of the market environment and
competitor conditions. One of the operations carried out by an organization to achieve its
goals is a marketing strategy. One of the strategies is the marketing mix. The marketing mix
is a tactical marketing tool that includes product, price, place and promotion.

One of the strategies of marketing activities in its implementation is place, which
includes location, transportation, and distribution channels. The distribution channel is an
important component of the marketing mix in bringing the product to the target market. This
place element marketing strategy makes the company's products available to target
consumers.
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Decisions in the marketing strategy of the place element include distribution channels,
which can make it easier for consumers to reach the products marketed by the company.
When the distribution channel is implemented properly, it becomes one of the strategies to
achieve sales success and will increase sales volume in accordance with the achievement
target.

Sales volume is the result of sales activities. Companies In implementing marketing
tactics to increase sales volume, one of which is contained in the marketing mix, which
consists of product, price, place, and promotion. The company's sales volume is usually an
indicator of the success or failure of the company's marketing strategy.Based on table 1.1
shows the sales volume of bottled tea brand Sosro at PT. Sinar Sosro Rangkasbitung Sales
Office from 2012 to 2016.

Table 1. Sales Volume

Year Volume Penjualan Perkembangan
(%)

2012 234.303 -

2013 227.046 3

2014 182.656 (20)

2015 190.073 4

2016 176.335 (7)

Source: PT. Sinar Sosro Rangkasbitung Sales Office, 2021

Based on table 1 sales volume at PT. SinarSosro Sales Office RangkasbitungSosro
bottled tea brand fluctuates every year. The sales volume of the bottled tea brand Sosro
decreased in 2013 by a percentage of 3%, in 2014 it decreased by 20%, in 2015 it increased
by a percentage of 4%, in 2016 it decreased again by 7 The decrease in sales volume at PT.
Sinar Sosro Rangkasbitung Sales Office, followed by a reduction in the number of
distribution channels implemented by PT. SinarSosroRangkasbitung Sales Office. The
decrease in the number of distribution channels has been noted as having an impact on
sales volume.

PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten uses three distribution
channels, namely distributors (agents), sub distributors (semi agents), and retailers
(retailers). The distribution channel used by PT. The Sales Office of Sinar Sosro
Rangkasbitung Lebak Banten is shown in Table 1.2.

Table 2. Distribution Channels

Year Dister SubDister Retailer Total/ Tahun
(agen) (Semi agen) (Pengecer)
2012 2 93 1.147 1.242
2013 2 217 955 1.174
2014 2 203 774 979
2015 4 137 900 1.041
2016 4 135 807 946
Jumlah 14 785 4. 583
Grand Total 5.382

Source: PT. Sinar Sosro Rangkasbitung Sales Office, 2021

Table 2 shows the fluctuations in the number of distribution channels applied by PT
SinarSosro, the Rangkasbitung Sales Office, especially in the distribution channels of sub
distributors (semi agents) and retailers (retailers). In 2013 distribution channels decreased
due to a decrease in the number of distribution channels at retailers . Another drop occurred
in 2014, which was driven by a fall in the number of Semi agents and shops. The number of
distribution channels at agents and merchants increased in 2015, whereas semi-agent
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distribution channels decreased. The number of semi-agent and store distribution channels
decreased in 2016. (retailers).

According to the findings of pre-research interviews, the decrease in the number of
distribution channels carried out by PT SinarSosroRangkasbitung Sales Office was caused
by a number of factors, including distribution channel breakers, distribution channel selection
that did not go through distribution channel selection, and distribution channel locations that
consumers did not reach. As a result, the distribution channel chosen must be appropriate.

The goals of this study are to investigate the influence of distribution channels on sales
volume at PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten in accordance with the
subject matter. This research is expected to provide theoretical and practical benefits while
the theoretical benefits of this research are expected to add insight and experience for
researchers regarding the influence of distribution channels on sales volume at PT.
SinarSosroRangkasbitung Sales Office LebakBanten. While the Practical Benefits For the
authors of this study, it is hoped that it can collect information as material for contributing
ideas to PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

Distribution channel

According to Tjiptono in DamasWahyuNugroho (2015) distribution channel is a route or
series of intermediaries, both managed by marketers and independent in delivering goods
from producers to consumers. The company must determine the right distribution channel so
that the distribution channel really becomes a company channel to distribute its products to
consumers. According to BasuSwasta in DesiWita Sari (2014) distribution channel is a path
traversed by the flow of goods from producers to intermediaries and finally to consumers.

Intermediary Institutions
In general, the purpose of using intermediaries is to help improve distribution channels

to be efficient and effective. The intermediary institutions that can be used are as follows:

1. Agents, according to C. Glenn Walters in BasuSwasta and Irawan (2008:286) agents are
institutions that carry out trade by providing services or special functions related to the
sale or distribution of goods, but they do not have the right to own the goods traded.

2. holesaler is a business unit that buys and resells goods to retailers and other traders and
or to industrial users, institutional users, and commercial users who do not sell in the
same volume to final consumers.

3. Retailer, is an institution that conducts business activities selling goods to final
consumers for personal (non-business) purposes.

Sales Volume

Sales is an activity in marketing as an effort to transfer property rights that are not
involved in the manufacture of products. Sales volume, according to Freddy Rangkuti
(2009:207), is a quantitative achievement stated in terms of physical or volume or units of a
product. According to Anorga, in DamasWahyuNugroho (2015) sales volume is the number
of sales that a company has achieved or wants to achieve within a certain period of time.
Meanwhile, according to FandieTjiptono in DesiWita Sari (2014), sales volume is the
number of goods and services sold in a given period based on quantitative data.

Based on the various interpretations of the concept of sales volume, it can be concluded
that sales volume is the number of sales achievements in the form of goods and or services
that a company has achieved in a given period based on quantitative data and measured
using physical volume or product units.

The Effect of Distribution Channels on Sales Volume

Marketing activities and activities carried out by producers or companies are one of the
important things to do. Because the marketing activities carried out are successful or not,
see from the number of product sales in the form of goods or services of the company itself.
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The company's marketing program is where demand is influenced by a number of
controllable elements, particularly the marketing program. Demand will show how many
levels of elasticity in relation to prices in an industry, promotion, product improvement and
distribution efforts.

According to DesiWita Sari (2014) Distribution channels as one of the marketing
activities, play an important role in the distribution function and product availability in the
market. Distribution channels can be used when companies formulate market segments,
consumer needs, and product development. So that the accuracy in the selection of
distribution channels aims to support the company by increasing sales relations so that the
targets that have been set can be achieved.

Determination of distribution channels is important, because it can affect the
smoothness of sales, the level of profit, capital, risk and so on. Distribution is an activity that
must be carried out by producers to distribute, send, distribute and deliver the products they
market to consumers.

Thus, the more products sold in the market through an increase in the number of
distribution channels such as agents, wholesalers, retailers owned by the company or
manufacturer, the more sales volume will be generated. Because the more distribution
channels, the higher the level of contact with consumers, who promote products and provide
more information. Actively wholesalers will encourage retailers to increase their sales so that
it affects the sales volume of the company or producer.

Based on the explanation above, that distribution channels affect sales volume, because
distribution channels are an important component of marketing activities, namely to deliver
products to consumers and expand the reach of marketing areas to increase the number of
distribution channels and increase sales.

METHODS

Methods used in this research are quantitative research methods and descriptive
analysis. As for the proposed hypothetical approach, the authors analyze using the
associative quantitative method, which is a research conducted to connect one variable to
another, the purpose of this research method is to determine the effect between two or more
variables. Descriptive analysis, used to describe and explain the results of interviews
conducted and presented with data obtained from interviews conducted during the research
process.

The types of data used in this research are primary data and secondary data. Primary
data, namely data obtained directly related to the problems to be studied by conducting
interviews with employees at PT. SinarSosro, Rangkasbitung Sales Office, was chosen as
the respondent. In this study, secondary data became the main data in the form of numbers,
the results of the calculation of the number of distribution channels and sales volume of the
bottled tea brand Sosro at PT. SinarSosroRangkasbitung Sales Office LebakBanten.

RESULT AND DISCUSSION

Correlation Analysis

To analyze the effect of distribution channels consisting of the number of distribution
channels (Agents, Semi-Agents, Retailers) on sales volume, simple and multiple correlation
analysis was used through the SPSS Version 17.0 program. The following shows the
recapitulation of overall data acquisition starting from Variable X Distribution Channels
(Number of distribution channels of Agents, Semi Agents and Retailers) and variable Y sales
volume of PT. Sinar Sosro Rangkasbitung Sales Office in table 3.
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Table 3. Recapitulation of Overall Data Acquisition of Distribution Channel Variables and
Sales Volume of PT. Sinar Sosro Rangkasbitung Sales Office 2012 — 2016

Distribution Channels Volume

Year Dister Sub Dister Retailer Sales
(Agent) ( Semi Agent) (Retailer)

2012 2 93 1,147 234,303
2013 2 217 955 227,046
2014 2 203 774 182,656
2015 4 137 900 190,073
2016 4 135 807 176,335

Source: PT. Sinar Sosro Rangkasbitung Sales Office, 2021

Calculation of the effect of agent distribution channel (X,) on sales volume (Y)

Based on the results of a simple correlation calculation of the agent's distribution
channel variable on sales volume produce a correlation value of -0.646. This means that
there is a negative and strong correlation between the agent's distribution channel variables
and sales volume. This means that the fewer the number of distribution channels applied by
agents, the more sales volume is generated. Then the accepted research hypothesis is Ha
and rejects Ho. Because, there is an influence between the agent's distribution channel on
the sales volume of the bottled tea brand Sosro at PT. Sinar Sosro Rangkasbitung Sales
Office Lebak Banten.

The effect of the distribution channel Semi agent (X;to sales volume (Y)

Based on the results of a simple correlation calculation of the semi-agent distribution
channel variable on sales volume produce a correlation value of -0.118. This means that
there is a negative and very low correlation between the semi-agent distribution channel
variables and sales volume. This means that the fewer the number of semi-agent distribution
channels that are applied, the more sales volume is generated even though the effect is very
low. Then the accepted research hypothesis is Ha and rejects Ho. Because, there is an
influence between the semi-agent distribution channel on the sales volume of the bottled tea
brand Sosro at PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten.

The influence of Retailer distribution channels (X3) on sales volume (Y)

Based on the results of a simple correlation calculation of the Retailer distribution
channel variable on sales volume produce a correlation value of 0.900. This means that
there is a positive and very strong correlation between retailer distribution channel variables
and sales volume. This means that the more the number of retail distribution channels
applied, the more sales volume.

Then the accepted research hypothesis is Ha and rejects Ho. Because, there is an
influence between retailer distribution channels on the sales volume of the bottled tea brand
at PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten.

Based on the analysis of correlation calculations, it can be seen that the influence of the
most dominant distribution channel is thedistribution channel RetailerRetailer orof 0.900
which means it is very strong and has a positive effect on sales volume.

Multiple Correlation

Based on results of multiple correlation analysis, the influence of distribution channel
variables (Agents, Semi-Agents) and Retailers) simultaneously to the sales volume of 0.996.
This means that the distribution channel variables (Agents, Semi-Agents and Retailers)
together have a very strong influence on the sales volume variable. If there is an increase or
decrease in the number of distribution channels used by the company, then simultaneously
there will be an increase or decrease in sales volume. Then the accepted research
hypothesis is Ha and rejects Ho. Because, there is an influence between distribution
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channels (Agents, Semi-Agents, Retailers) simultaneously on the sales volume of the bottled
tea brand Sosro at PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten.

Coefficient of Determination

Based on coefficient of determination (R?) distribution channel variable (agent) to sales
volume is 0.417. That is, the significant influence in percent between distribution channels
(agents) on sales volume is 41.7%. The results of the analysis of the coefficient of
determination between the semi-agent distribution channel variables (X,;) and the sales
volume are as follows:

Table 4. The results of the Coefficient of Determination analysis

Adjusted R Stid. Error of
Mod el R R Square quare the Estimate
1 1180 014 -315 30584 .47588

Based on table 4 coefficient of determination (R?) distribution channel variables (semi
agent) to sales volume of 0.014. That is, the significant effect in percent between distribution
channels (Semi-Agent) on sales volume is 1.4%.The results of the analysis of the coefficient
of determination between the retailer distribution channel variables (X3) on sales volume are
as follows:

Table 5. Results of the Coefficient of Determination analysis

Adjusted R Std, Error of
Modeal R R Sgquare Square the Estimale
1 800 B10 T46 1343579640

Based on

table 5 coefficient of determination (R? distribution channel variables (

retailers) to sales volume of 0.810. That is, the significant influence in percent between
distribution channels (retailers) on sales volume is 81%.The results of the analysis of the
coefficient of determination between the variables of distribution channels (Agents, Semi-
Agents, Retailers) simultaneously on sales volume are as follows:

Table 6. Results of the Coefficient of Determination Analysis

Adjusted R Std. Error of
| Model R R Square quare the Estimate
1 Hogt Bo? A67 487591738

Based on table 6 coefficient of determination (R® distribution channel variables
(Agents, Semi-Agents, Retailers) simultaneously to the sales volume of 0.992. That is, the
significant influence in percentage terms between distribution channels (Agents, Semi-
Agents, Retailers) together is 99.2% and can be said to be very influential on sales volume.

Descriptive Analysis Distribution
channels are activities that function and play an important role in distributing products
to the hands of final consumers. The inhibiting factors that influence the selection of bottled
tea distribution channels in PT. Sinar Sosro Rangkasbitung Lebak Banten sales office,
namely:
1. Market considerations
The obstacle is a decrease in the number of purchases of consumers or consumers
which are relatively small, as a result of the decline in the number of consumers causing
a decrease in sales volume. Efforts to overcome the obstacles are to pay attention to
how the conditions and strategic places are or not to be used as distribution channels
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(dister), affordable by consumers or not and monitoring each distribution channel the
state of the market at the time of the survey. (Interview Results, May 22, 2017).

2. Consideration of Goods
Barriers to purchasing products, namely the problem of product limits in glass bottle
packaging. Efforts to overcome the limited distribution of bottled Sosro tea products in
glass bottles are for agent and semi-agent distribution channels, for retail distribution
channels only outlites certainare provided with glass bottle packaging products.
(Interview Results, May 22, 2017). Loss of glass bottles is also one of the effects of the
limitations of the packaging, the efforts made by PT. Sinar Sosro Rangkasbitung Sales
Office is the application of compensation if the distribution channel eliminates the glass
bottles, with the price of one bottle Rp. 500, - (Five hundred Rupiah) and if the crates
are Rp. 25.000.- (Twenty thousand Rupiah) and for disters (distribution channels) who
will supply products with glass packaging, a minimum of 20 crates must be purchased in
advance. (Interview Results, May 22, 2017).

3. Company Considerations
Barriers to the company's considerations are on the distribution channel supervision
factor, consisting of distribution channel conditions, capital, product storage or
warehouse, vehicle resources and bank guarantees for agent distribution channels
(Dister), human resources. To overcome obstacles in the selection of distribution
channels PT. Sinar Sosro Rangkasbitung Sales Office Lebak Banten conducted a site
survey first. The process starts from receiving information in the field from sales. In this
determination, the supervisor sales pays a visit to the distribution channel location, or
the distribution channel candidate registers directly with the Sales Office, and after a
survey and negotiation, an agreement is reached (if there is an agreement)..

4. Intermediary Considerations
The obstacle to intermediary considerations is the service factor provided by the
intermediary, the amount of capital owned by the prospective distribution channel as
one of the distribution channels has equipment in customer service. Efforts to overcome
these obstacles are adjusting the distribution channel level according to the capital
owned by the distribution channel. Provision of storage facilities needed by distribution
channels, but still imposes requirements, namely in the form of achieving targets. The
existence of a motorized loan financing program for selected distribution channels, in
the form of providing interest payments on credit installments will be paid by PT. Sinar
Sosro.

CONCLUSION

Based on the results of research and discussion, it can be concluded as follows:

1. The influence of the distribution channel of agents or distributors (X1) on sales volume is -
0.646, meaning that it has a negative effect and has a strong influence on sales
volume. Analysis of the determinant coefficient of 41.7% means that the significant effect
in percent between the variables of the distribution channel of agents or distributors on
the sales volume variable is 41.7%.

2. The influence of the semi-agent distribution channel or sub-dister (X2) on the sales
volume is -0.118 which means it has a negative effect and the effect is very low on the
sales volume. Analysis of the determinant coefficient of 1.4% means that the significant
influence in percent between the variables of the distribution channel Semi agent or sub-
dister on the sales volume variable is 1.4%.

3. The influence of the distribution channel reseller or retailer (X3) on sales volume that is
equal to 0,900 means a positive and very strong impact on sales volume. Analysis
determinant coefficient of 81% means meaningful influence in percent between the
variable distribution channel resellers or retailers to variable sales volume by 81%.

4. According to multiple correlation study, the influence of the distribution channel used,
which includes distributors (agents), sub distributors (semi agents), and retailers
(retailers), on sales volume is quite strong, r = 0.996, which is close to +1.. This means
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that the influence of distribution channels on sales volume is very strong and
unidirectional (positive), every change in the distribution channel used will simultaneously
affect the increase in sales volume. Analysis of the determinant coefficient of 99.2%
means that the significant influence in percent between the variables of distribution
channels consisting of agents, semi agents and retailers on the sales volume variable is
99.2%. The remaining 0.8% is influenced by other factors not examined.

5. The inhibiting factors that influence the selection of distribution channels and the efforts to
overcome these obstacles by PT. Sinar Sosro Rangkasbitung Sales Office are as follows:

a. Market considerations, namely the inhibiting factor for choosing distribution channels
are the relatively small number of potential buyers and efforts to overcome these
obstacles by researching the feasibility analysis as a distribution
channel, monitoring distribution channels on the state of the market.

b. Consideration of goods, namely the inhibiting factor for the relatively low value of
units sold, efforts to overcome these obstacles, namely the distribution of products
that have a large sales trend that will be sold in the distribution channel. Factors
limiting product limitations on glass bottles packaging. Efforts to overcome the
obstacle is by choosing the distribution channel for bottled tea, bottled glass, only
distributed to certain distribution channels.

c. Company considerations, namely the distribution channel control factor. Supervision
on changes in the state of capital and the amount of debt distribution channels are
large. Efforts to overcome these obstacles are the sales supervisor of PT. Sinar
Sosro Rangkasbitung Sales Office conducted a survey of distribution channel
locations first, to overcome changes in the classification of changes in distribution
channel conditions, PT. Sinar Sosro Rangkasbitung Sales Office provides assistance
in the form of a policy of changing the distribution level by adjusting the capital
capacity and facilities owned by the distribution channel.
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