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Absiract

Le-Fluffy Dessert is a food and beverape company that offers podding and milk made fiom soy and
milk withouwt preservatives. This smdy aims to determine the imfioence of events, word of mouth, direct
marketing on purchasing decision This resesrch nsed a quantitative approach with population mclading
Le-Fluffy Descert’s consumers buying the products more than tedce. Slovin formmla was wsed to obtzin 74
samples. The independsant variables in this research were events, word of mouth, and divect matketing The
dependent variable in this ressarch was consnmen porchasing decision. The method of data collection in this
research was questionnaire with Likert scale measurement. Analysis tool of this research is multiple linear
repression. The event, word of mowth direct marketing have a sigmificant positive effect on consumer

Eeyworde: Event, direct marketing, purchazing decizion, word of mourh

Infroduction

Business in Imndomesia has improved a
great oppormity to grow, one of which is fiood
and beverage mdustres. The Assodiation of
Indomesian Food and Beverages (GAPMMT) said
sales of food and beverape products m 2015
exresded 8% fo IDE 1.0 bilkion Ome type of
food mnd drink commonly consumed by people
with middle class income people lifestyle are
canned preserved fiopd, and it has zrowmm by

16.Ta. The prowth of middleclass income
accompanied with the imwTessed purchasine
power ha: pushed demsmds for food and
beverage industry (World Indnsiry, 2015).

The gprowth of the imdustty has opened
opporiumities for Le Fluffy Dessert to mm
busineszs in the feld of food snd beveraze. Le
Floffy Desseri has main producks soch as
pudding made from soymilk They are served
with a wvanefy of flavers most people like to
consume. When mmning the business, Le Fhaify



Diesseri hes experienced flochesfine sales. The
company hopes the sale can be stable or even
; L

One of the ways o increase the sales is
dome through promotions]l activities. Promotions
according to Eotler and Feller (2012: 498) covers
eight elementc suwch 3z advestsing =sales
promotion, personal selling, public relations,
direct merketing, events and experiences
inferactive markefing, snd word of mowh
marketing. In each semester, Le Fluffy dessert
uzes different combinatons of promotional toeels
as attached in Table 1. Based on these data the
mast optimal promotional activities used by La
Fluify Dessert is events, word of mouth and
direct marketing

Asc showm in Table 2 Le Fluffy Dessert
has slso joined some frod exhibinons such as
Food Eartel where pumbers of visitors came to
. Many copsumers kmow Le Fluffy
Dipssert”s products as they comverseThis is knowm
as word of mouth marketing. Information
obtzined from other people’s products shouwt Le
Fluffy Dessert i= very helpful to help potential
costomers o make their decision to purchase the
products.
used during barzar, as well as sales thronsh
BlackBerry mescags Line, amd Whatsapp.
Promofion is an importsnt factor of 8 marketing
program.  Promotions can mcresse sales by
aftracting consuwmers to to buy products. They
will leave the competitors' products, and decide to
the products from Le Floffy Dessert. Parchasing
decisioms by buyers consists of pumbers of
factors (Marryanti and Bahanatha, 2015).

Bazed on the aforementioned rationales
, the research questions are formmulated as follows:
1) Dioes the event infloence consumer purchase

wisit
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decisions Le Floffy Dessert? 2) Does word of
mouwth influence Consumer purchase decisions Le
Floffy Desseri? 3) Does direct marketing
influence comsumer purchase decisions Le Fluffy
Diessert?

Theoretical Basis

Setadi (2015) describes the purchase
decizion as the selection process that imvelves
two or more different sction alternatives. There
are seweral aspects that infloence comsumer
purchace decisions such as knowledze, meanings,
beliefz of memory and attention to the process of
undersianding the pew nformation im the
emvironment Fozkin e al. (2015) suggests some
(1) the oeeds smd desites of a product, (2) the
desire to iy, (3) the stability of the guality of a
product, (4) the purchase decision.

Event

Events are activiies spoosored by
company designed o specific Trand-related
interactions with customers (Fotler amd Eeller,
2012: 2246). There are some varsbles that affect
event marketing { f al_, 20146), : (1) compliznce
of the event with the hope (2) the snitsbility of
the time snd place of the svemt, (3) the
information ofered (4) mpress visitors, (3) the
value of benefits, (§) an emthpsizstic visitor, (7)
the frequency of the company's support in
spomsoring  the ewvemt actvides, (8) the
mvolvement of direct compmmication with the
event amd the participants, {9) the knowledze of
participemts on the sponsor's brand
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Word Of Mouth

Word of mouth coomumication is
Commumication oral, written, and electronic infer-
commumnity that related experience of buying or
wsing 3 product or service (Fotler amd Eeller,
2012 254). Wilson in Dewier al. (2015) menfions
that the indicstors of word of mowth include five
things such 35 (1) promoting the relishility of a
product [ service, (I) Telling the positve things
about your prodocts / osemwvices, (3) giving
recommendation of the products / services 1o
people other, (4) Encowraging and persuading
other customers to uwse the product / service
spacific, (5) making purchasing decisions for
products / services.

Dvirect Marketing

Direct marketing is 3 marketing cheanme]
that functions to reach out consumers and deliver
goods or services to them Direct sales are made
to interact with consumers, either throuzh
catalops, mail / direct mailing snd telemarketing
(Eoder and Eeller, 2013: 557). Mpsdedi e al
{2015} have proposed some indicators of the
marketing system of divect marketing, among
others: (1) more quickly and efficiently. (2)
{3) Ordering a product thronzh coline sasier

Evemt Imflnence On Comsumer Purchase
Decision

The evemt is a pered of actvity
underiaken by the company to bring prospective
buyers to a place that they obtain information or
experience is importsmt 23 well as  other
ohjectives expecied by the organizers (in Sukoco,
2014). Estilier al. (2016) suzgestad that the svent
sigmificantly infleences comswmer purchasing
decisions. Princess & al. {2016) also showed that

the variable event has a direct and sigmificamt
positive effect oo consumer purchasing decisions.

Word Of Moudth Imfluence On Comsumer
Purchase Decrsion

Arcording to Dewi & ai. (2013), word of
mouth iz an activity where the consumer gives
mformation abowt & brand to other consumers.
Bfonath promotion can be regarded a5 3 promotion
for fiee and also bring good results for service
providers/goods, for markefing im this way is
more musted by comsumers, afier seeing the
resulic that have been obtamed by them and also
other consumers who already feel it Fahayn and
Edwrard (2014} suggested that the word of mouth
sipnificantly imfluence consumsr puarchasing
Effect of Diect Maketing Infleence on
Consumer Purchase Decision

Darect sales e made to imteract with
consumers, either throwgh catalogs, mail / direct
mailing amd telemarketing (Eotler and Eeller,
2013: 557). Hendria (2014) suggested that direct
marketing has 3 positive and sizmificant fmpact
Pralina (2014) also stated that direct merketing
has a sipmificant infleence on

CODSUITRET

Eesearch Method

Population And Sample

The populstion in the sdy inchade the
overall objects of smdy as  defined by the
researchers to be studied. The population is set at
consumers who have ever bouzhi Le Fluffy
dessert that has made a repeat order. The sample
is part of the number snd characteristics of the

population have (Sugiyono, 2015: 149). Samples



with a population of 90 people doring the last tan
semesters conmnencing fom May 2015 o July
2016, The emor rate in the desired sampling of
5%, so that the results obimined by 74

respondents.

Method Of Collecting Data

Primary dats is data obtzined directly
from the respondents and processed by
researchers through a guestionnaire Bespondents
were ziven A list of questions about the varables
that determine consmmer baying 3 product Le
Fluffy Dessert Secondsry data is data obtzimed
through observation shadiesliteranmre, books,
articles, jowrnsls research and previouns research
Meathods of collecting data from this smdy psing
questionnaires and using 3 Likert Scale. Sogiyono
{2015: 168) explains that the sim Likert scale to
measure attimdes, opinbons, and perceptions of a
person or group of people about a phenomenon.
Provisioms for the assessment and score Likert
scale is as follows:
a. Strongly Agree (55) by a score of 5
b. Agres (S5) by 3 score of 4
. Mewral {3) by a scome of 3
d. Disagres (T5) by a score of 2
e Strongly Disazree (ST5) were given 8 score of
1

Date Amalysis Method

The process of data analysis in this sody
uses multiple linear regression equation formmala
the method of smdying 3 dependent varisble that
hultiple linear regression equation formomls in the
stdy is presented as follows:

I=a=§.X BX~p X+

a7-
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Informsation:

Y: Variahle porchasing decisioms

X1: Varisble event

fl: coefficient regression event

F2: Varisble word of mouth

(i2: regression coefficient word of mowth
E3: Varisble direct marketing

;- regression coefficient direct marketing
o Constants

& Besidnal {other variables not examimed)

Resuliz and Discossions

Respondent’s Charecieristics

About s memy 2z 58 peopls (TB.4%)
become the respondents of the smdy since they
know Le Floffy dessert products through friemds
or other persons are the respondents in this stdy,.
Futhermore, 11 (14.9%) through socisl media
and five people (14.9%%) through the exhibitions.
Bazed on the answers to the abowve, it can be seen
that the media marketing comes from word of
mouth from friends is very helpfiul for prodoct
cales Le Fluffy Dessert The questionneite that
has been deployed is as many as 74 people, as
many as 44 people or 59.5% of the respondents
were famale and 3z mamy as 30 people or 40.5%
were males Ac mamy 8s 42 people or 56.8% of
the respondents in thizs sdyars 21 years old
Fimthermore, respondents aged 20 years consist
of 13 people or 17.6%. 65 people or 87.8% of
total respondents are the stedents. Furthermore, @
people or 12 2% of respondents in this siudy have
jobs . This is supported by research conducted by
Suhaily (2014) which states that the sdent is a
target impulse purchazes. A4z many as 57 people
(77.0%) of the totsl respomdents hawve high
school education background. Furthermore, as
maEmy a5 13 people (17.6%) of respondents in this
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smdy had 3 recent education jumior level

Furthermore, 4 people {5.4%) of respondents in
this stdy last education level 51.

Validity And Reliakilify

The resuliz of testing the validity of the
event varisbles show that all indicstors of the
variable event hawve sig <= 0.05, smountng to
0, (W) so that all indicators of variable events can
be declared walid. Test the validity of the variahle
word of mouth indicates that all the ndicators of
a variable word of mouth have szig < 005,
amounfing to 0,000 so that all mdicators of the
variable word of mouth can be declared walid
The test the walidity of the wariabls direct

marketing show that all imdicators of the varshle
direct marketing have sig. < 0.05, to 0000 so
that all indicators of direct marketing wariables
can be declared valid Test the validity of the
purchase decizion varisbles showed that all
indicators of the varishle purchase decision hewe
gig. < 005, smounting o 0,000 so that all
indicators of the purchase dedision wariables can
be declared valid The resulis of relisbility testing
on all instroments m all the wvansables (events,
word of mouth direct marketing, puchasing
decisions) show that all values of the Alpha
Cronbanch=critical walue (iez 06). So the
mstmument on each varsble is declared ralishle

Tahle 1
Eesnlts of Multiple Linear Regression Testing
\odd Unstandardized Coefficients
B
(Comstant) 4461
.E'Lm:ma'qge A30
ﬁ:rﬂ'.@"ﬂwﬁ dVETTER 207
Direcr Marketing average 167
Source: Primary Diata, Attachments 20146

that when the value of the variable events, word
of mouth, snd divect marketing is 0.430; 0.297;
0.147 then the value of the purchase decisions of
{0.45]. Based on the rezression equation which
hac been stated it appears that the repression
coefficient varishle event i= equal to 0430, so it
can be nnderstocd that aoy increase n consumers'
assessment of the varisble event, the comsumer
purchasing decisions Le Fluffy Dessert amoumnted
to 0430 sssoming other independent variables of
word of mowth and divect marketing fixed value.

28

The varahle coefficient evemt is positive,
indicating that the event wvarishle positive
influence on consumer porchasing decisions.
Based on the regression equation which
has been stated it appesrs that the regression
cosfficient variable word of mouth iz equosl to
0.167, so it can be undarsinod that sny ncresse in
consumers’ assessment of wariable word of
mouwth, the consomer purchasing decisioms Le
Fluffy Diessert amounted to 0.297 assoming other
independent varisbles event and divect marketing
fixed value. Variable coefficient word of moath is




positive, it also shows that the varable word of
moeh positive influence on consumer purchase
decisions Le Fluify Dessert.

With regard to the regression equaton
it appears that the regression coefficent varshle
direct marketing iz equal to 0297, =o it can be
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consumes purchasing decisions Le Fluffy Dessert
amounted to 0,297 assuming other independemt
variables eveni and word of mouth fived value.
Variable coefficient direct markefing is positive,
o it also showrs that the variable direct marketing
on  comsumer purchase

positive  influence

undersiond that aoy increase o Cconsumers decisions La Fluffy Diescert
assessment of the varable direct marketing the
Table 2
Test Resnlts Statistics F
ANOFA"
Model Sum of Squares | 4f Mean Square | F SiE.
1 Regreczion | 0,000 3 0,000 0,000 1,000"
Razidual | 6,272 70 0,000
Total 6,278 3

a. Predictors: (Lonstans), Event, ord of Mouth, Direct Marketing

b. Dependent Variahle: Panchase Tecisions

Source: Primary Diata, Attachments, 2016
Based om Table 2, siz Test F < 0,05 (ie 0,000), so
it can be concladed that the independent variable

events, word of mouth and divect marketing

The results of the partial sipnificance test (f-test)

sinmltanecusly sipnificant effect on comsumes

Table 3
Test Resalts of t

Model t Sig.
{Constan) 1.461 0.148
Event Average 1099 0.000
Word of Mouth Average 3719 0.000
Diirect Markering Average 2516 0.014

Source: Primary Diata, Attachments, 2016

The significantvalnecfthe varable f-test
event is 0,000 (=g < 0.05), s0 it can be
concloded that the event wamiable (1) hac a

-39_

sipnificant effect individually or partially to the
purchace decision warable (YY) consumers Le
Floffy Dessert The sigmificant wvaloe of the
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varisble t-fest wond of mouth is 0000 (sig. <
0.05), s0 it can be concluded that the wariable
word of mowh (3¥) have 3 sigpificant effect
indivicdually or partially to the purchaze decision
varisble () consumers Le Floffy Dessert The
sizmificant value of the varisble direct marketing
ttest of 0014 (siz = 005), s0 it can be
conchoded that the varsble direct marketing (33)
have 3 sizmificant effect individually or partially
to the purchase decision varable (V) consumers
L& Fluify Dessert.

Classical Assumpiion Tesi Resulis

Bazad on festing mmificollinsarity, VIF
value to the three mdependent varisbles <10
whereas the wahlies of tolerance om  bath
independent wariables = 0.1 so that it can oot
varisbles im the regression model Testing
heteroscedasticity shows the test results obtained
by the valoe of the vanable significant event (K1)
is 0,200 3 varishle word of mouth (X2) is 0.TE9,
and the varisble direct marketing (K3) is 0.T74
Al three of thess varisbles have a sipnificance
value greater than §.05 0 it can be conchoded that
oo beferockedssticity. Dharbin-Watson walue is
2.131 and the fizore is between 1. 7079 to 2 2001
Thus, it can be concluded that there is Do
sntocorrelation. Testing for normality shows the
sizmificance of the test for nommality is 0.2, The
sigmificance valwe = .05 so that it can be stated
that the residusls wers pommally distribufed
These resulis also confirm the feasibility of the
regression analysis is mm and make research
remlts more feasible fo nse as a reference for Le
Fluify Dhessert in bosiness. Wormality test showed
that the three independemt wvarishlez that event
(1), word of mowth (32) and ditect marketing
(Z3) can be expressed linearly relsted o the
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dependent variable are the purchase decision (Y7)
becmse it has a significance vahe <2005,

Di F

Fespondents consist of 74 people who
are consumers of recorded Le Fluffy dessert ewver
Ty more than 2 fimes. The resulits showed that
consumers who know Le Fheffy dessert products
through fmends or other people, 35 maoy as 58
people (TE.4%:).

Based oo the dsta charactenstcs of the
Tespondents in this stody, it can be seen that the
media markefing comes from word of mowth
from friemds is very helpfol for product sales Le
Flnffy Deszert

Inflwence Eventon Purchasng Decisions

The sipnificant value of the varshle t-
test event is 0,000 (sig <10.0%). Based on these
data it can be concluded that the event varsble
(1) hzz a szipnificant inflnence on purchasze
decisions (Y) consumers Le Fluffy dessert, so the
first hypothesis (H1), is accepted. The resulis of
this research have in commoen with the previous
research conducted by Eatli e al. (2016) who
arpued that the evemt has a significant influence
on purchasing decisions, so it can be concloded
that the resulis of this research can strengthen the
resulis of previous studiss. Bvent has the sreatest
impact, namely the partial comelaton value is
0440

At the fime of Le Fluffy Dessert follows
exhibitions, Le Floffy Dessert was always using
different innorvation both in terms of booth desizn
and products. The majority of respondents agree
that oustomers come becase of nformation
provided by the Le Fluffy Dessert will all
actvities and products Le Floffy Dessat st the
fair. This makes Le Fluffy Dessert should know



consumers will come to the exhibifon becswse of
information provided by the Le Floffy Dessert.
consumers will come to the exhibiton The
company oot only market the ewvents that
followed on social media companies but nfilize
other media that can belp mfo to others. Based on
the amswers of respondents, companies need fo
participate im more events S0 that more
consumers know the product Le Fheffy Dessert.

Word &f Month Infinence Om Purchasing
Decivdomny

The simmificant valne of the vamshle t-
test word of mounth is 0,000 (=g =0.05). Based on
these data, if can be concheded that the variable
word of moath (337 has a3 significant infloence on
purchase decisions (¥) coosumers Le Fluffy
dessert, o that the second hypothesis (HI) is
received. The resulis of this research have in
conmnon with the previows research comdwcted by
Bazri @f al. (2018) who arzned that the word of
mosh has 3 sipnificant imfluence on purchasing
decisions, 50 it can be concleded that the results
of this researchcan meinforce the results of
previous sdies. This is supporied by a mean of
422 which mesns that the majonty of
respondents agres and the hizhest will be the
indicator varisble of internal information on werd
of mouth.

With regard to the characteristics of the
respondents, the majority of consumers know the
product Le Fluffy Dessert from friends or others.
This finding supporis the notion that the word of
mowth is an effective form of merketing to be
dome by Le Fluffy Desseri. Many people who Tty
and recommend it to others abowi Le Fluffy
Diessert. Therefore, the need o increase the La
Fhuify Dessert extensive networking so that more
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and more people are recommending the prodoct
Le Fluffy Dessert One way that conpanies can
do to improve metworking is by way endorse
through the marketing of food blogger sccount
with the words attractively packaged.

Direct Markering Imfluence On Purchasing
Diecivions

The significant walue of the varisble
direct marketing t test was 0014 (sig <0.05).
Based on these data, it can be conclnded that the
varishle direct marketing (33) had a sizmificant
mfluence on the purchase decizion (Y) consumers
Le Fluffy dessert, so the third bypothesis (H3) is
received. The results of this research hawe in
commen with the previous research conducted by
Abdullsh (2014) who arpoed thar direct
marketing has a8 significamt
purchasing decisions. It can be conchoded that the
resulis of this research can strengthen the results
of previons siedies. Le Fluffy Dessert market
their products throngh socdal medis companies
have, by giving a broadcast message to the
consumer. This is supporied by a mean of 4.19
which means that the majority of respondents
azree and the highest will be an indicator of
internal information on varishle divect merketing

Based on respomdents ‘ancwers, Le
consumers by providing faster response, that is,
in response to questions on the part of consumess”
Le Fluffy Dessert Consumers will be mome
comiortable and satisfed if Le Fluffy Dessert can
provide service in accordsmce with her wishes,
The latest information shouwt Le Fluffy Dessert
confimes to be updated so that consmmers can
find the latest information on the development of
Le Fluffy Dassarnt

inflzence on
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Conclusions

Based on the research that has been
dome. it can be comchided that the event variahls
iz a sigmificantly positive effect on product
purchasing decisions Le Fluffy Dessant. The first
hypothesis in this sdy ic that  the event hac an
Fluify Dessert accepisble. Varnsble word of
mowh in this smdy is the sipnificantly positive
influence on purchasing decisions, it can be stated
that the secomd hypothesis in this stady, which
states word of mowth ha: an infloence on
consurmer purchasing decicions can be accepted.

“arisble direct markefing hss a
sizmificant positive effect on purchasing decisions
Le Fluffy Dessert. It can be siated that the third
hypothesiz smting direct merketing has an
Fluify Dwessert acceptable. The results of ressarch
on the impact of direct marketing on consumer
purchasing decisioms which are companies Le
Fluify Dessert can create accommts LINE @
official Le Floffy Dessert. It sims o faciliate the
marketing and delivery of timely information to
the follower account by sending a brosdcsst
meszage with information about the exhibition
zsles promotion, and new product bnmches Later.
Conmpanies can create an interesting catalog, so it
can be distriboted snd offered fo comsurmers
direcity.

Limitations And Seggestions

Based on the conchisions that heve been
put forward, there are some suzgestions that can
be submitted. Fessarch on the effect of the svent
on purchasing decsions Le Fluffy Dessert,
expected in the firture the conpany may be more

32

to follow events in Sursbaya or ouisids the iy Ti
aims fo nfroduce snd expand market reach Le
Fluffy dessert products o consumers who are ot

The second suggestion is shout word of
mth on  consumer purchasing
decisions. The company makes a npew provision
that buyers who offer new products to consumers
pudding large quantities, the company will grve a
bomns to the bayer. Le Finffy Dessert companies
also cooperate with Sweet Comer project, which
includes pudding or milk products on oostomers
that wse the services of its sweet cormer.

This stedy i= linnited to the scope of the
company Le Fluffy Dessert. Therefore, the results
may Dot necessamnly be applied to  other
companmes. A mesearcher ooly using  three
varishles in this smdy.

Fumre stdies are recommendsd to do
some research by considering other variables
swch a5 advertising, sales promotion, public
online

wvariabbes
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ATTACHMENT

Table 1 Activity Prometion Le fhuffy dessert that has been dope for temo years ninning (2014-2018)

MODEL
HO | PROMOTION PROMOTIONLE FLUFFY DESSERT EBESULTS OF FROMOTION
MTY
1. | Advertising ot to promotion through print medis (LewSpapers and Le Flufty company decided not o
magazines), electromic media (soumd recordings, video use advertising bacase the costs
recordings, etc.), broadrast media (radio and television], are guite high
and media exhibition in the form of billboards.
2 Sales Promodion | What has been done is giving discounts / rebates when Less received a positive responss
Trying in bulk and certain types of products and the from consmmers
provision of free (Fiveaway) for the person who zot the
highest when likers upload product photos Le Flhaffy
Dazsart.
3. | Evenis Theat has been done by following a few exhibitions, amonz | Visitors to the stand Imowing and
others, is Art Festival SHIME, Food Earisel Conguetor keen o buy products Le Floffy
Bazaar, London Ot Lond, Car Free Diay, Fon Bike, Desseti.
Carsnival Market, T Point Market.

4. | Public Relations | Mot to promotion throuzh public relanons and publicity are | Le Floffy company decided not to

and Publiciy mmbereshed. use public relations and poblicity
becanse there is o cormespondines
oMty

5. | Personal 5elline | Has done a good personsl selling directly o relstives, Consumers tend to mind when

frends, or through the sale of the PO system performed by | each member of the project
each member of the project on a regmlar basis. Sales of presented the product.
personal selling is also done by the reseller.

6. | Direct Markefing | That has been done by marketing directly to consumers Consumer relstionships ouiside of

while following the bazaar, deals via chat divectly through | relations and friends so they know
BEM, Line and WA a direct offer o the reseller, the use the product Le Fhoffy and

of email and infernet. obtaining feadback in the form of influence purchasing decisions Le
comment | testimonial directhy. Fluffy products.

7. | Interactive Companies Le Flufy Dessert 1ot 4o marketing via Le Flufty company decided not to
Online elecironic chanmels use inferactive marketing because
Marketing consumeTs tend to book through

socizl media

S Ford qf Mouth Diirect marketing by word of mouth between friends, Fesults endorsement on Instapram
Marketing estimonials from oostomers, post photos on Instapram reminds others know Le Fluffy

products and endorsements, other than that when dessert products, a5 evidenced by
consumers Le Fluffy Dessert invite other people she knew | the inressing momber of
to come to the barsar is being followed Le Floffy Descert folloravers and nomber of crders.
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Table 2 The events were followed by Le Fluffy Dessert for 2 years nmoimg

TIME THE EVENTS WERE FOLLOWED EVEMTS RESULTS
Semectar 2 -Launching Project EP' 2 - Many consmmers know and buy products Le Floffy
Dieszert
Semester 3 -Art Festival GMS - Consumers ny products memy drinks Le Fluffy
Diessert
- Food Eartel - Consumers are a lot of new ones, followed by sales
inrregses 5 the amount of visitors ammve in drowves to
stand
- SHIME - Mew consumers nry products amiving and Le Fluffy
Dessert
Semester 4 -El:lnquﬂur-EamI -Mmyrcnmsmimermdtuchﬁdrmmdhuy
products Le Fluffy
- Enreprenaur Fun Bike - Pameran Less suitsble followed for fun bike
participants predominamtly elderhy .
Semester 5 - Carsnival Market - Lots of new customers who were invited by friends
came to the stand and by
[~ LOL Market = Visitors domimated by younz people, interested i
coming to the booths, buy products, and endorse Le
Fluffy
- Sari Boga — Many new Cusiomers mierested IO COMIDE to the
booth and Ty becamse of the oniqueness of prodocts.
Semester 6 |- I-Poinr Market - Visitors aTe many invited by iends and associates
relation Le Fluffy Descert .
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