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ABSTRACT

THE IMPACT OF ‘MANTRA STRATEGY’ TOWARDS CONSUMER TRUST AND SALES
PENETRATION UNITED TRACTORS TRUCK PRODUCTS IN WEST KALIMANTAN
AREA

By
Yusuf Syifaurrohman,

Assoc. Prof. Dr. rer. nat. Filiana Santoso,
Assoc. Prof. Dr. Ir. Gembong Baskoro, M.Sc., IPU, ASEAN Eng, APEC Eng

SWISS GERMAN UNIVERSITY

This study examines the effectiveness of the MANTRA Strategy in rebuilding customer trust and
enhancing truck sales penetration at United Tractors in the West Kalimantan region. The decline in
truck sales between 2019 and 2020 was influenced not only by adverse macroeconomic conditions but
also by unfavorable customer perceptions related to product performance and after-sales support in
bauxite mining operations. In response, United Tractors introduced the MANTRA Strategy, an
integrated recovery framework grounded in Service-Dominant Logic and Relationship Marketing,
consisting of Product Support Superiority, Enhancement Performance Package, and Financial
Package. Adopting a mixed-methods approach, this research integrates qualitative strategic analysis
using the 4C and TOWS frameworks with quantitative analysis employing Partial Least Squares to
evaluate the relationships among strategic initiatives, customer trust, and purchase decisions. In
addition, sales performance data from 2022 to 2025 are analyzed to assess post-implementation results.
The findings reveal that all components of the MANTRA Strategy have a significant positive impact
on customer trust and purchasing decisions, with customer trust serving as a key mediating factor.
Overall, the study demonstrates a clear recovery in sales performance and offers a practical strategic

framework for brand recovery in B2B industrial markets.

Keywords: Mantra Strategy, Consumer Trust, Service-Dominant Logic, Partial Least Square, Heavy

Equipment
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