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This study aims to determine the most effective promotional strategy in 
marketing Cocomesh and Cocofiber products at the Center for Technology 
Excellence (PUT) of Manado State Polytechnic. The method used is SMART 
(Simple Multi-Attribute Rating Technique), a multi-criteria decision-making 
technique that considers several alternatives and important attributes in the 
evaluation process. The five main criteria analyzed include cost, reach, 
effectiveness, ease of implementation, and sales impact. The results showed 
that promotion through social media was the most effective alternative with the 
highest score (4.80), followed by MSME partnerships (3.80). These findings 
provide strategic recommendations for PUT in optimizing a digital-based 
promotional approach that is cost-effective and reaches a wide market. This 
study also contributes to data-based decision-making in the coconut-based 
product innovation sector 
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INTRODUCTION 
The Center for Technology Excellence (PUT) 

of Manado State Polytechnic has a strategic role in 
encouraging innovation of local resource-based 
products, especially in the utilization of coconut 
waste. One of the innovations produced is the 
Cocomesh and Cocofiber products, which are 
processed coconut fiber products with high added 
value. These products have great potential in the 
fields of land reclamation and erosion control, as 
well as other applications in the agricultural and 
construction sectors (Mait et al., 2024). 

Despite having significant potential, efforts to 
promote Cocomesh and Cocofiber products at PUT 
still face various challenges. The marketing 
strategies implemented have not been able to reach 
the market widely and effectively. This is in line with 
findings showing that product innovation needs to be 
supported by the right branding and marketing 
strategies to achieve success in the market 
(Kemenperin, 2022). Limitations in this promotional 
strategy result in low levels of consumer awareness 
and interest in the product, thus inhibiting the 
increase in sales volume. 

In this context, a systematic approach is needed 
in decision making to determine the most effective 
promotional strategy. One method that can be 
applied is the Simple Multi-Attribute Rating 
Technique (SMART). The SMART method is 
known for its simplicity in handling multi-criteria 
problems and has been applied in various decision-
making contexts (Mahdy et al., 2023). By 
considering various criteria such as promotion costs, 
market reach, communication effectiveness, ease of 
implementation, and visual appeal, this method can 
help in evaluating and selecting optimal promotion 
strategies.  

This study aims to analyze and determine the 
most effective promotion strategy for Cocomesh and 
Cocofiber products at PUT Manado State 
Polytechnic by applying the SMART method. 
Through this approach, it is hoped that 
recommendations for promotion strategies can be 
obtained that not only increase product visibility but 
also encourage increased sales and product 

competitiveness in the market. In addition, the results 
of this study are expected to contribute to the 
development of strategic decision-making models in 
the field of marketing innovative products based on 
local resources. 

 
METHODS 
SMART Method in Multi-Criteria Decision 
Making 

Simple Multi-Attribute Rating Technique 
(SMART) is a decision-making method developed to 
assist in selecting the best alternative based on 
several predetermined criteria. This method is based 
on the theory that each alternative has a number of 
criteria with certain values and weights that reflect its 
level of importance compared to other criteria 
(Edward, 1997). The main advantage of the SMART 
method lies in its simplicity and flexibility in 
handling multi-criteria problems, making it easier for 
decision makers to evaluate various alternatives 
objectively (Filho, 2005). 

The application of the SMART method has 
been widely used in various fields, including in 
determining promotional strategies. For example, 
research by Mahdy et al. (2023) shows that the 
SMART method is effective in selecting recipients 
of productive business assistance by considering 
various relevant criteria. This shows that the SMART 
method can be widely applied in decision making 
involving many criteria. 
Promotion Strategy for Cocomesh and Cocofiber 
Products 

Cocomesh and Cocofiber are coconut fiber 
derivative products that have great potential in the 
construction and agricultural industries. Cocomesh is 
used as a material for land reclamation and erosion 
control, while Cocofiber is used in the manufacture 
of products such as mattresses, vehicle seats, and 
insulation materials (Rodriguez & Perez, 2019). 

However, despite their significant benefits, 
marketing these products still faces various 
challenges. An effective promotional strategy is 
essential to increase product visibility and sales. 
Santoso (2021) emphasized the importance of 
implementing an integrated promotional strategy in 
increasing sales of consumer products in the 
Indonesian market. These strategies include the use 
of social media, participation in exhibitions, and the 
development of a wide distribution network. 
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On the other hand, research by Mait et al. (2024) 
at PUT Manado State Polytechnic shows that the 
production and promotion of Cocomesh and 
Cocofiber require a structured and data-based 
approach to achieve optimal results. The application 
of decision-making methods such as SMART in 
designing promotional strategies can help in 
choosing the most effective promotional alternatives 
based on predetermined criteria. 
Integration of SMART Method in Promotion 
Strategy 

The integration of SMART method in 
determining the promotion strategy of Cocomesh and 
Cocofiber products allows a systematic evaluation of 
various promotion alternatives. By considering 
criteria such as cost, market reach, communication 
effectiveness, and ease of implementation, the 
SMART method can help in choosing the promotion 
strategy that best suits the needs and resources 
available. This is in line with research showing that 
the use of multi-criteria decision-making methods 
can increase the effectiveness of promotion strategies 
and ultimately increase product sales (Saminathan et 
al., 2020). 

This study uses a descriptive quantitative 
approach, which aims to describe the phenomenon of 
decision-making in determining the promotion 
strategy of Cocomesh and Cocofiber products 
systematically and objectively, by applying the 
SMART (Simple Multi-Attribute Rating Technique) 
method as the main tool in the evaluation and 
decision-making process. 
1. Type and Research Approach 

This research is applied research because it is 
used to solve practical problems, especially in 
choosing the right promotion strategy. The approach 
used is descriptive quantitative, because the data 
collected is in the form of numbers and is analyzed 
to describe the calculation results systematically. 
2. Location and Time of Research 

The research was conducted at the Center for 
Technology Excellence (PUT) of the Manado State 
Polytechnic, with an implementation period of 3 
months, starting from July to September 2025. 
3. Sources and Data Collection Techniques 

Primary Data: Obtained through direct 
observation, interviews, and distribution of 
questionnaires to parties involved in product 
promotion (PUT team, lecturers, promotion 
practitioners, and consumers). 

 
Secondary Data: Obtained from internal PUT 
documents, previous promotional activity reports, 
and supporting literature such as scientific journals 
and books. 
4. Identification of Criteria and Alternatives 

The researcher together with the respondents 
determine: 

• Criteria: Cost, communication effectiveness, 
promotional reach, ease of implementation, and 
impact on sales. 

• Alternative promotional strategies: 
o Social media promotion 
o Promotion through local/national 

exhibitions 
o Partnership with MSMEs 
o Direct offers to rehabilitation 

projects/government agencies 
5. SMART Method Stages 

The SMART method is carried out through the 
following stages: 

• Determination of Criteria and Weight 

• Each criterion is given a weight based on its level 
of importance (using a scale of 0–1 or 
percentage). 

• Assigning Alternative Values 

• Each alternative strategy is assessed against each 
criterion using a rating scale (for example a scale 
of 1–5 or 1–10). 

• Total Score Calculation 
The final score is calculated using the forla: 

𝑆𝑖 = ∑ (𝑤𝑗
𝑛
𝑗=1 × 𝑥𝑖𝑗) 

Where: 
𝑆𝑖= total score of the i-th alternative 
𝑤𝑗  = weight of the j-th criterion 
𝑥𝑖𝑗  = value of the i alternative against the j 

criterion 
6. Research Flowchart 
The following is the research flow diagram: 
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Figure 1. Research Flow Chart 

 
RESULTS AND DISCUSSION 

This study produces a ranking of promotional 
strategies based on the SMART method. The five 
alternatives assessed are: 

1. Promotion through social media, 
2. Partnerships with MSMEs, 
3. Promotion through exhibitions, 
4. Marketing via government projects, and 
5. Direct outreach to the community. 

Each alternative was evaluated using five main 
criteria: cost, reach, effectiveness, ease of 
implementation, and sales impact. The results are 
presented below: 
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Table 1. Alternative Strategies and SMART Scores 

Promotional Strategy Alternative Final Score (SMART) 

Social Media 4.80 

MSME Partnerships 3.80 

Exhibitions 3.20 

Government Projects 2.70 

Direct Outreach 2.30 

The findings show that social media is the most 
effective strategy, considering the combination of 
low cost, wide reach, and ease of implementation. 
The high level of engagement or user interaction 
(likes, shares, comments) on social media platforms 
enhances the promotional impact of eco-friendly 
products such as Cocomesh and Cocofiber 
(Rahmawati et al., 2022). 

MSME partnerships rank second, reflecting 
potential in establishing local distribution networks, 
although requiring more time and coordination. 
Strategies such as government projects and direct 
outreach tend to have limited impact and are often 
short-term in nature. 

The application of the SMART method in this 
context proves effective in simplifying data-based 
decision-making with clear criteria. This aligns with 
Mustajab (2021), who stated that the SMART 
method is suitable for evaluating multiple 
alternatives and criteria efficiently. 

 
CONCLUSION 

Based on the results of the study using the 
SMART (Simple Multi-Attribute Rating Technique) 
method, it can be concluded that the most effective 
promotional strategy for Cocomesh and Cocofiber 
products at PUT Manado State Polytechnic is social 
media promotion, with the highest score (4.80) 
compared to other alternatives. This strategy excels 
in terms of low cost, wide reach, and ease of 
implementation. 

Partnerships with MSMEs ranked second, 
indicating potential to expand local distribution. 
Meanwhile, strategies such as exhibitions, 
government projects, and direct outreach showed 

lower effectiveness and limitations in terms of reach 
and long-term impact. 

This study demonstrates that the SMART 
method is effective in supporting strategic decision-
making processes based on clear and measurable 
criteria. The results are expected to serve as a 
reference for PUT in designing more structured and 
data-driven promotional strategies, especially in 
driving the commercialization of coconut-based 
innovation products. 

Recommendations for future research include 
integrating the SMART approach with other methods 
such as AHP or Fuzzy Logic to gain deeper analysis. 
Moreover, field testing the effectiveness of the 
selected strategy is suggested as a follow-up step in 
the continuous evaluation process. 
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