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Abstract. The national cement industry is facing significant challenges due to VUCA
(Volatile, Uncertain, Complex, Ambiguous) conditions, the occurrence of oversupply
which has led to tight competition and declining sales performance. This study aims
to analyze the marketing strategy of PT Semen Indonesia (Persero) Tbk in responding
to these dynamics, especially in the B2B customer segment. The method used is a
descriptive qualitative case study with data collection techniques through in-depth
interviews, documentation studies, and indirect observations. Respondents were
selected from internal and external sources (Employees, Channel Distributors,
Support, Customers and Stakeholders Project Owners) including managers and senior
staff directly involved in the formulation and implementation of the company's
marketing strategy. A good strategy requires in-depth analysis of sales strategies. To
determine the right strategy for a business, the strategy must be tailored to the
business environment, both internally and externally. By analyzing the business
environment, it is hoped that the implemented strategy can help the company
overcome competition and perform sustainably. The analysis was conducted using a
SWOT approach developed into the IFAS, EFAS, SWOT, IE, BCG, Grand Strategy, and
QSPM matrices. The results of the study indicate that SIG is in a strategic position to
implement a growth strategy, particularly through environmentally friendly product
innovation, regional market expansion, and strengthening digital customer service.
The QSPM matrix indicates that the most feasible strategy to implement is expanding
market share through a strategic partnership approach and increasing service added
value. The implications of this research demonstrate the importance of adaptive and
innovative capabilities in developing marketing strategies relevant to rapid external
changes. These findings are expected to serve as a reference for similar industries in
managing market uncertainty more strategically and sustainably.

Keywords: Expanding Market; growth strategy; Increasing service & Value;
Oversupply; Strategic partnership.
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1. Introduction

The cement industry is basically divided into two, namely multinational cement producers
and local/regional cement producers. Competition between these cement producers has
become increasingly fierce in the last 10 years, including in Asia and Southeast Asia.
According to sources from several sources, including a report from Global Cement, in 2019,
several major global cement producers such as Lafarge-Holcim, Heidelberg Cement, and
Cemex experienced a decline in cement sales globally. Lafarge Holcim experienced a decline
in sales of around 2.7% in 2019 compared to the previous year, while Heidelberg Cement
experienced a decline in sales of around 1.5%. On the other hand, several local/regional
cement producers such as those in Malaysia, Vietnam, and Thailand actually experienced an
increase in cement sales. For example, Semen Indonesia (SMGR) experienced an increase in
sales of around 1.7% in 2019 compared to the previous year, while Siam Cement
experienced an increase in sales of around 3%.

Another interesting development is that the Chinese cement industry has experienced
oversupply in recent years, as production capacity has exceeded domestic market demand.
As quoted from the article "Global Cement Industry and Condition of Cement Industry in
Indonesia"(Henmaidi P. , 2023)Data from the National Bureau of Statistics of China (2022)
shows that cement production capacity reached 3.3 billion tons in 2021, while cement
consumption was only 2.3 billion tons. This resulted in a production capacity surplus of 1
billion tons, or factory utilization of only around 70% of total production capacity. This
situation has resulted in lower prices and lower company profit margins.

To address this oversupply, Chinese cement companies have adopted several strategies,
including industrial restructuring, business diversification, and expansion into overseas
markets. The Chinese government is encouraging cement industry restructuring through
production capacity reductions and company mergers. In 2017, the Chinese government set
a target of reducing cement production capacity by 150 million tons over three years. This
target was achieved in 2019, with a total capacity reduction of 218 million tons.

The Indonesian cement industry experienced rapid business growth between 2000 and
2015. This was evident in the high EBITDA margins achieved. Some companies even
achieved EBITDA margins of over 35%. It's rare for large businesses in other sectors to
achieve this level. This occurs when production capacity is balanced with demand. This is a
driving force that attracts global cement players to Indonesia. Europe and several other
countries, particularly China, the world's largest cement producer, have seen a significant
market decline since 2007, and Indonesia has become a destination for foreign cement
companies, including China, to expand.

Global cement players have entered the Indonesian market through various means. In the
early 2000s, Indonesia began opening up to foreign investment in the industrial sector,
including the cement industry. Several foreign cement companies then entered the
Indonesian market to capitalize on the country's significant growth potential. One of the
first foreign cement companies to enter the Indonesian market was Holcim (later known as
Lafarge Holcim), a Swiss cement company. In 2001, Holcim acquired a majority stake in PT
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Semen Cibinong Tbk, the third-largest cement producer in Indonesia at the time. In the
same year, Heidelberg Cement Group acquired a majority stake in Indocement Tunggal
Perkasa, with a 61.7% stake.(Henmaidi, 2023).

Chinese companies are also aggressively entering the Indonesian market, such as Conch
Cement, Jui Shin, Pan Asia, Haohan Cement, Cement Hippo or Sun Fook Cement, and
Hongshi Holding Group. Anhui Conch Cement Company Limited, one of the largest cement
companies in China, is targeting a production capacity of up to 25 million tons. The
company's low-price, economical brand strategy aims to quickly and significantly gain
market share in Indonesia, paving the way for its entry into the Indonesian cement market.
The entry of these foreign cement companies has significantly impacted the Indonesian
cement industry. This situation has led to intense competition and high uncertainty, often
referred to as "VUCA."

In the past 10 years, competition has intensified. Global cement companies have become
aggressive and demonstrated a desire to expand their market share in Indonesia.
Consequently, in recent years, from 2018 to the present, the Indonesian cement industry
has experienced an oversupply. This is due to increased cement production from local and
global producers. According to an article titled "Indonesia's 58 million tons of cement
production capacity is unused, being eroded by foreign products."(Darisman, 2023), in 2024,
cement production capacity in Indonesia will reach more than 120 million tons per year,
while domestic cement consumption will only reach 62 million tons per year.

Several local cement companies, such as Semen Indonesia and Indocement, have taken
steps to reduce production and export to other countries to address the domestic
oversupply. However, this has not been able to increase sales volume, given the global
market's oversupply. Competition in the international market is also intense, as the
international market is also targeted by Chinese manufacturers, which face significant
oversupply.

Indonesia is a developing country that still requires various efforts to capture market share
and "go international." One way to achieve this is by ensuring that the management of each
organization meets the minimum standards set by other countries. This ensures that exports
to various countries do not encounter significant obstacles. On the other hand, Indonesia
still feels the effects of foreign policy, which directly impacts the value of the rupiah.(Herdi,
2024).

The head of economics at the Permata Institute for Economic Research (PIER), Josua
Pardede, explained that several of Donald Trump's policy plans, if elected president, could
have both direct and indirect impacts on Indonesia's economy. One such plan is to cut
corporate taxes from 21% to 15% for companies producing domestically (in the US), while
maintaining no changes to capital gains taxes. "This policy will make investment in the US
more attractive, thus creating a risk of capital outflow from emerging markets, including
Indonesia, to the US. This could affect the rupiah exchange rate due to the potential for
capital outflow," Josua explained when contacted by detikcom. Furthermore, if Trump is
assumed to be US president again, there is the potential for the dollar to strengthen against
other currencies as a result of tariff revenues that might be allocated for fiscal stimulus. "A
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strengthening US dollar has the potential to put pressure on emerging currencies, including
the rupiah. This could increase import costs for Indonesia and increase domestic inflationary
pressures,” he explained.

The VUCA (Volatility, Uncertainty, Complexity, and Ambiguity) conditions resulting from
foreign political conditions are also felt by Indonesia, which has just held elections that have
shifted all focus in all fields, including the government budget, to the success of the 5-year
agenda. The economy is slowing due to slow transaction and financial channels. The election
of a new central government will certainly have an impact on policies, especially in the
infrastructure sector, which was a favorite area during Jokowi's administration. This is
evident in the 2025 budget structure, where the infrastructure budget is no longer the
largest budget as it was during the previous administration, as reported on the Ministry of
Finance news channel entitled "2025 State Budget Revenue Target Increases, State
Spending Encouraged to Improve Quality"(Ministry of Finance, 2024).

Massive outreach has been conducted for green technology-based products in accordance
with market 4.0 demands, but user awareness in Indonesia regarding environmental issues
remains relatively low. The majority of customers still have concerns about low prices as a
trigger. The Indonesian cement market, which should have reached level 4.0, is currently
still at stage 2.0/3.0, where product differentiation, service, human resources, and channels
are the main strategies. Increasing volume for B2B bulk cement is also still a gray area due
to conditions of high uncertainty (VUCA).

Changing external conditions are very difficult for PT. Semen Indonesia (PT.SIG) to continue
to win the competition in the cement industry. These changes in internal and external
conditions require PT. Semen Indonesia (PT.SIG) to reformulate the right business strategy
to be able to survive and win the competition amidst the increasing competition in the
cement industry and to realize the company's vision. This is in accordance with the
statement that to face a dynamic and competitive situation, strategy formulation is needed
in the company.(Porter, 1998)The strategic planning stages consist of 3 stages, namely
strategy formulation, strategy implementation and strategy evaluation.(David, 2015). In this
research, it is limited to the strategy formulation stage.

Strategy formulation begins with internal and external factor exploration to analyze key
internal factors, key external factors, and critical success factors. This is followed by the
determination of the External Factor Evaluation (EFE), Competitive Profile Matrix (CPM), and
Internal Factor Evaluation (IFE) matrices. The next stage is the creation of the Strengths-
Weaknesses-Opportunities-Threats (SWOT), Strategic Position and Action Evaluation
(SPACE), Internal External (IE), Boston Consulting Group (BCG), and Grand Strategy (GS)
matrices.(David, 2015).

From the description above, it can be concluded that management needs to create a
marketing strategy that can be used as a primary instrument in driving sales, where
capturing the market based on internal resources and external potential is the primary tool
for sales effectiveness.(Kotler, 2002), companies will be brilliantly successful if they carefully
select their target markets and prepare marketing programs specifically designed for those
markets.
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Overall, this research focuses on developing a marketing strategy creation model with an
effective SWOT method for the company as well as formulating a better strategy to capture
market niches in increasing sales volume and maintaining long-term relationships with
customers, especially B2B Corporate Customers at PT. Semen Indonesia (PT. SIG) in VUCA
conditions.

2. Research Methods

Choosing the right method in research is determined by the purpose and objectives of the
research. Based on the research objectives, the research method used is a Descriptive Case
Study. According to (Efferin, 2004) Descriptive research aims to provide a detailed picture of
a situation, social environment, or relationship. Qualitative research is research conducted
using an approach that emphasizes descriptions of what occurs naturally, as it is in normal
situations where the circumstances and conditions are not manipulated.

3. Results and Discussion

3.1. Analysis of Internal and External Strategic Factors of PT. SIG

From the results of the identification of the internal and external environments that have
been presented in the previous chapter, it can be identified that the internal and external
factors at PT. SIG are as follows:

3.1.1. Internal Strategic Factor Analysis (IFAS)

Internal environmental analysis is conducted by observing internal conditions related to PT.
SIG's strengths and weaknesses from the results of observations.

The results of the literature study and observations conducted by the researcher were then
validated with personnel inside and outside the company. The respondents used in this
study were 50 respondents selected to represent each function within the company and
external stakeholders who are strategic partners in running the company's operations.

3.1.2. External Strategic Factor Analysis (EFAS)

Internal environmental analysis is conducted by observing internal conditions related to PT.
SIG's strengths and weaknesses from the results of observations.

The results of the literature study and observations conducted by the researcher were then
validated with personnel within the company. The respondents used in this study were
Pareto customers. The selected respondents represented each function within the company
and were strategic partners of management in running the company's operations.

OPPORTUNITY FACTORS (OPPORTUNITIES)

1. Infrastructure growth in Indonesia opens up market opportunities.
2. The demand for environmentally friendly products is increasing.

3. New technology can improve PT. SIG's production efficiency.

4. PT. SIG's sales growth in the retail project market is still possible.
5

. Increasing PT. SIG's strategic partnerships with other companies can increase
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competitiveness.

THREAT FACTORS

1. Tight competition from other cement companies PT. SIG.

2. Fluctuations in raw material prices can affect PT. SIG's production costs.

3. A stagnant economy could reduce demand for PT. SIG's cement.

4. PT. SIG's cement customer shift from the infrastructure market to the industrial market
5. Changes in environmental and ODOL regulations that may increase PT. SIG's costs.

3.2. Determining IFAS and EFAS Matrices

The company's strategic factors obtained are then entered into the IFAS and EFAS tables,
and each strategic factor is then weighted. Internal and external weighting is based on the
calculation of value categories for each strategic factor. This determines which has the
greatest and least influence, which is used to determine the assessment.

From the data above, it can be seen that the average total score of the strengths and
weaknesses variables is 0.28, so that IFAS with a score of more than 0.28 can be concluded
that the dominant IFAS factors are as follows:

1. PT. SIG has a strong reputation in the cement market (strength factor) with a score of
0.31.

2. PT.SIG is the market leader in Indonesia (strength factor) with a score of 0.31.

3. Lack of strengthening of PT. SIG's distributor channels with bulk cement customers in the
area (weakness factor) with a score of 0.31

Of the total 20 factors of PT's strengths and weaknesses. GIS, there are 8 strength factors
and 5 weakness factors which are the dominant factors in IFAS and the total score is 2.85

From the data above, it can be seen that the average total score of the strengths and
weaknesses variables is 0.29. It can be concluded that the dominant IFAS factors are as
follows:

1. Indonesia's infrastructure growth is opening up market opportunities (opportunity
factor) with a score of 0.34.

2. Tight competition from other cement companies PT. SIG. (threat factor) with a score of
0.34

3. New technology can improve PT. SIG's production efficiency (opportunity factor) with a
score of 0.31

IFAS (Internal Factor Analysis Summary) is a tool for evaluating a company's internal factors,
namely strengths and weaknesses. Each factor is weighted based on its importance and
ranked based on how well the company responds to that factor. The total IFAS score
indicates the strength of the company's overall internal position.

a. An IFAS score > 2.5 generally indicates that the company has a strong internal position
(more strengths than weaknesses).
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b. An IFAS score < 2.5 generally indicates that the company has a weak internal position
(more weaknesses than strengths).

EFAS (External Factor Analysis Summary) is a tool for evaluating a company's external
factors, namely opportunities and threats. Similar to IFAS, each factor is weighted and
ranked. The total EFAS score indicates how well a company responds to opportunities and
threats in its environment.

a. An EFAS score > 2.5 generally indicates that the company is able to take advantage of
opportunities and/or face threats well.

b. An EFAS score < 2.5 generally indicates that the company is less able to take advantage of
opportunities and/or face threats.

3.3. SWOT Analysis Matrix

From the results of the IFEM, EFEM and competitive profile analysis, it can be used as a
reference for compiling a SWOT analysis matrix. The SWOT analysis matrix is presented as
follows:

3.3.1. Internal — External (IE) Matrix

The Internal-External Matrix is a strategy-building tool divided into nine cells. The
benchmarks used are internal strengths and weaknesses from the IFEM for the horizontal
line, and external opportunities and threats from the EFEM for the vertical line. The following
table illustrates the Internal-External (IE) matrix.

The IFEM Weight ScoRe = 2.85

Matrix IE Strong Average Weak
3.0t04.0 2.0t02.99 1.0to 1.99

High [
3.0t04.0 EETITNY Grow & Boll

Medium
20tn2.99 G

Low
1.0t 199

PictureError! No text of specified style in document..1internal-External (IE) Matrix

The IE Matrix is a strategic tool used to analyze and visualize the competitive position of a
business unit or company. It considers two main dimensions:

External Factor Analysis (EFE): Measures the attractiveness of the industry environment and
external opportunities/threats. In this context, "Growth & Build" indicates that the external
environment is highly attractive, opportunities are plentiful, and the market is growing. This
typically indicates a high EFE score.

Internal Factor Analysis (IFE): Measures a company's internal strengths and weaknesses.
"Hold & Maintain" indicates that while there are strengths, there are also areas that need to
be maintained or improved without major investment, or may indicate a moderate IFE score.
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PTSIG's "Growth & Build" position in the external sphere and "Hold & Maintain" in the
internal sphere in Cement Sales to B2B Customers demands a balanced strategic approach.
This means that expansion is carried out in detail and does not have to be carried out on a
large scale in all lines, but rather by capitalizing on existing growth opportunities efficiently
with optimal internal resources. By focusing on strengthening positions in key markets,
targeted innovation, tight operational efficiency, and careful risk management, SIG can
maximize growth potential in the infrastructure sector while maintaining the Company's
stability and profitability.

3.3.2. SWOT Quadrant Matrix

The SWOT Quadrant Matrix is a visual tool that helps analyze a company's strategic position
based on the results of an Internal Factor Analysis Summary (IFAS) and External Factor
Analysis Summary (EFAS). This matrix combines strengths, weaknesses, opportunities, and

threats to determine the strategic quadrant in which the company falls, which can then
guide the formulation of appropriate strategies.

The SWOT Quadrant Matrix is divided into four quadrants based on the combination of IFAS
and EFAS scores, with a midpoint (average) at 2.5 for each axis.

The X-axis in this matrix represents the internal factors (IFAS), where the right value
indicates a strong internal position (IFAS > 2.5) and the left value indicates a weak internal
position (IFAS < 2.5).

The Y-axis represents external factors (EFAS), where upper values indicate a good external
position (EFAS > 2.5) and lower values indicate a poor external position (EFAS < 2.5).

Here are the four quadrants:
1. Quadrant I: Aggressive (Strengths - Opportunities)
a. Position: IFAS high, EFAS high.

b. Characteristics: The company has strong internal strengths and is in an environment full
of opportunities.

c. Recommended Strategy: The company should adopt an aggressive strategy by fully
leveraging internal strengths to seize existing opportunities. This could mean expansion,
product innovation, or deeper market penetration.

2. Quadrant Il: Diversification (Weaknesses-Opportunities)
a. Position: IFAS low, EFAS high.

b. Characteristics: The company has internal weaknesses but is in an environment full of
opportunities.

c. Recommended strategy: Companies need to analyze and make improvements in areas of
internal weakness first in order to capitalize on opportunities. Possible strategies include
product/market diversification to reduce reliance on weak areas, internal improvements,
and/or external ones, one of which is by strengthening Strategic Partners (Engagement with
Customers, Influencers/Policy Makers in Customers/Projects) and Regulators.

3. Quadrant lll: Defensive (Weaknesses-Threats)
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a. Position: IFAS low, EFAS low.

b. Characteristics: The company has internal weaknesses and faces external threats.

c. Recommended Strategy: This is the most difficult position. Companies must adopt a
defensive strategy to minimize the impact of weaknesses and threats. This could mean
retrenchment (reducing the scale of operations), divestiture (selling assets), liquidation, or
focusing on cost efficiencies. The ultimate goal is survival and minimizing losses.

3.3.3. BCG Matrix

The Boston Consulting Group (BCG) Matrix is a strategic analysis tool used to evaluate a
portfolio of business units or products based on two key dimensions: Relative Market Share
and Market Growth Rate. In the context of this report, the BCG Matrix will be applied to
analyze the strategic position of the bulk cement segment of major players in Central Java in
2024.

The table below presents the key data used as the basis for the BCG Matrix analysis,
providing a comparative overview of the major players in the cement industry for the
B2B/bulk cement market in Central Java. The BCG Matrix requires two axes: relative market
share and market growth rate. Because specific market share data for the B2B/bulk cement
market in Central Java is not readily available, this table is valuable because it aggregates the
best available proxy data, such as market share in Java, production capacity in Central Java,
and company volume growth. By comparing each company's sales volume growth to the
growth of the national bulk cement market, it is possible to identify business units with the
potential to become "Stars" (high growth, high market share) or "Cash Cows" (low growth,
high market share). This table will serve as the basis for the BCG Matrix visualization,
providing a concise strategic overview of each player's competitive position in the Central
Java bulk cement segment.

Market Share Movement per Province: Central Java

—e 23 0 WA B VA
(Ms)
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PictureError! No text of specified style in document..2Market Share Movement in Central
Java Region

(Data source: ASI and other Cement Company MS Data)

The following is the BCG Matrix (Boston Consulting Group) based on the data in the table
above. The BCG Matrix uses two main parameters:

a. Market Share (share of market): represented by the column "Des (MS)".
b. Market Growth: represented by YoY (+/-) or MoM (+/-).

383



MAGISTER MANAJEMEN-UNISSULA

Vol. 2 No. 3 September (2025) B2b Customer-Based Sales Increase.......... (Akhmad Sujono & Heru Sulistyo)
As the national cement market leader with a domestic market share of 51.9% in June 2024,
SIG is estimated to have a dominant market share in the Central Java bulk cement segment.
With the Company Production Facility (PTSIG), namely PT. Semen Gresik in Rembang, Central
Java, with a production capacity of 3 million tons per year and a production target of 2.77
million tons in 2024, it further strengthens its dominance in the region. However, although
the national bulk cement segment demand grew 4.4% YoY, the total sales volume of the SIG
group as a whole showed a decline of 5.8% YoY in 2024. The decline in bulk cement volume
in Q4 2024 by 7.2% YoY also indicates volatility in maintaining growth in this segment. Given
the dominant market share but challenges in overall volume growth and volatility in the bulk
segment, SIG is in the Cash Cow quadrant. Where SIG generates significant cash flow from a
strong market position, but may not show explosive growth in the Central Java bulk cement
segment compared to more aggressive competitors.

3.2. Quantitative Strategic Planning Matrix (QSPM)

The Quantitative Strategic Planning Matrix (QSPM) is a strategic management tool used to
evaluate and prioritize alternative strategies. It provides a systematic approach to decision-
making, helping organizations make choices based on critical success factors and
attractiveness scores. The QSPM framework consists of three main components: Internal
Factor Evaluation (IFE), External Factor Evaluation (EFE), and the Quantitative Strategic
Planning Matrix itself. These elements work together to analyze an organization's strengths,
weaknesses, opportunities, and threats, and then prioritize the most appropriate strategies.
The process of developing a QSPM involves identifying these factors, assigning weights to
them based on their importance, and then evaluating the attractiveness of each strategy in
relation to the identified factors. This systematic approach ensures that the chosen strategy
aligns with the organization's objectives and capabilities.

While a full QSPM requires numerical attractiveness scores and weights not provided in this
analysis, qualitative prioritization can be done based on in-depth SWOT, BCG, and IE
analyses. Considering SIG's position as a "Cash Cow" facing current market challenges
(demand contraction, excess capacity, intense competition) but with strong long-term
growth potential, as well as the need to balance external "Growth & Build" opportunities
with internal "Hold & Maintain" prudence.

The QSPM analysis has provided a clear strategic roadmap for Semen Indonesia Group.
Prioritize strategies that leverage internal strengths and external opportunities. The shift to
"green" and "premium" cement demonstrates an adaptation to global sustainability trends
and increasingly sophisticated market demands. Meanwhile, maintaining regional dominance
and securing long-term contracts are key to stability and volume growth. Finally, a focus on
supply chain efficiency and niche development demonstrates efforts to manage risk and seek
higher-margin growth areas. Successful implementation will depend heavily on SIG's ability
to continuously innovate, adapt to market dynamics, and effectively manage its resources
within Indonesia's competitive cement industry landscape.

Here are some alternative strategies with the highest score values which are more than 50%
of the total accumulated score value;

384



MAGISTER MANAJEMEN-UNISSULA

Vol. 2 No. 3 September (2025) B2b Customer-Based Sales Increase.......... (Akhmad Sujono & Heru Sulistyo)
1. ST 1: Development of environmentally friendly products (green cement) to provide value
for customers and environmental sustainability (Score 11.119)

This strategy aligns closely with the concept of Product Differentiation popularized by
Michael Porter. Porter (1985) in his book Competitive Advantage: Creating and Sustaining
Superior Performance states:

Increasing Environmental Awareness and Regulation: In Indonesia, the push towards
sustainability is growing stronger. The government continues to issue regulations related to
carbon emissions (e.g., Minister of Environment and Forestry Regulation No. 20 of 2020
concerning Control of Air Pollution from the Industrial Sector), the use of renewable energy,
and cleaner production practices. Consumers, especially those involved in large projects
(sustainable infrastructure, green buildings, data centers), are increasingly prioritizing
suppliers with a low carbon footprint. For example, the Indonesian National Capital Project
(IKN Nusantara) places a strong emphasis on sustainability in the selection of construction
materials.

Market Demand for Eco-Friendly and High-Performance Products:

a. Green Cement: Demand for cement that uses alternative fuels (biomass, waste), reduces
the clinker ratio, or utilizes industrial waste materials (fly ash, slag) continues to grow.
Developers seeking green building certification (such as Greenship from the Green Building
Council Indonesia) explicitly seek these materials. SIG, through innovations such as the use of
biomass waste in its factories, is well-positioned to achieve this.

b. Premium Innovation: Complex infrastructure projects (undersea tunnels, long-span
bridges, offshore construction) and high-rise buildings require cement with special
specifications: very high strength, fast setting time, resistance to extreme conditions (sulfate,
chloride), or self-compacting properties. SIG, with its R&D capabilities and extensive
experience, has the potential to develop and market these premium niche products. There is
less competition in this segment and higher profit margins compared to standard cement.

SIG's Innovation Capacity: SIG has demonstrated a commitment to R&D and sustainability.
Investments in more efficient kiln technology, the use of alternative fuels, and the
development of cement derivative products demonstrate SIG's readiness to implement this
strategy. The challenge lies in accelerating commercialization and educating the market
about the benefits of these products.

2. SO 3: Strengthening Regional Market Dominance through acquisition and KAM strategies
in areas targeted for market development (Score 11.118)

This strategy reflects the Market Penetration concept proposed by Igor Ansoff in his product-
market matrix (Ansoff Matrix). Ansoff (1957) explains in his article Strategies for
Diversification:

"Market penetration is the effort to increase market share in existing product markets with
existing products." (Ansoff, 1957, p. 113).

385



MAGISTER MANAJEMEN-UNISSULA

Vol. 2 No. 3 September (2025) B2b Customer-Based Sales Increase.......... (Akhmad Sujono & Heru Sulistyo)
This strategy leverages SIG's internal strengths (e.g., extensive distribution network,
production capacity, brand reputation) to seize external opportunities (regional economic
growth, infrastructure projects outside Java).

Infrastructure Development Outside Java: The Indonesian government continues to promote
equitable development through infrastructure projects.

a. SIG Distribution and Logistics Network:

SIG has a strong competitive advantage in its network of factories and distribution points
across Indonesia, including in remote areas. This allows it to supply cement at a more cost-
effective logistics cost than competitors who might focus solely on Java.

b. Key Account Management Optimization:

KAM's contribution is greatly needed to measure the market and the performance of
competitors growing in several regions, the scale of operations and efficiency of SIG are
often a concern. The Market Area that is the Target Market Development will be a reference
for the SIG Initiative Strategy to be able to identify areas with high growth and Competition
Quadrant Level, and optimize "Product Presented in Area" and its marketing efforts in the
Region. This can be in the form of increasing delivery frequency, Trading Ter, 4Ps and
Aftersales as well as a competitive Engagement Program, or improving after-sales service.

3. WO 3: Developing new cement products for special applications with high economic value
(Score 10.809)

This strategy is rooted in niche marketing, which emphasizes focusing on narrow market
segments with specific needs that are often underserved by larger players. Philip Kotler
(2000) in Marketing Management states:

"Niche marketers understand the needs of very specific customer groups and develop
products or services that uniquely meet those needs." (Kotler, 2000, p. 202).

This strategy is an attempt to overcome internal weaknesses (for example, lack of product
diversification for very specific segments) by taking advantage of external opportunities (the
existence of an unserved market niche).

Specific Infrastructure Development: Indonesia faces the need for increasingly complex
infrastructure development. For example:

a. Geothermal Projects: Requires heat and corrosion resistant cement.
b. Underwater/Maritime Construction: Requires waterproof cement and marine chemicals.

c. Oil and Gas Well Injection: Requires cement with special rheological properties and high
pressure resistance.

d. Precast/Prestressed Concrete: Requires cement with high early strength and excellent
consistency for mass production.

4, Conclusion

Based on the synthesis of the results of the SWOT analysis, IE Matrix, and BCG Matrix, this
study succeeded in formulating six main strategic alternatives for the Semen Indonesia
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Group which were validated through the Quantitative Strategic Planning Matrix (QSPM) as
follows: 1. Differentiation Through the Development of “Green Cement Products” and
Sustainable Innovation: This strategy emphasizes the development and marketing of
environmentally friendly (green cement) and innovative cement products with accurate
Value & Efficiency according to customer needs. This will help SIG capitalize on sustainability
trends and market demand for high-quality, environmentally responsible products. 2.
Strengthening Regional Market Dominance through measurable market penetration (Area,
Product, Target, Cluster): Companies need to focus on strengthening market share in
strategic areas through a more targeted penetration approach, including increasing
distribution networks, number of customers, cycles/repeat orders, industry/retail/project
segments and effective customer loyalty programs. 3. Developing Cement Products for High
Value Segments: This strategy focuses on identifying and developing bulk cement products
tailored to specific market segments with specific needs and the potential for higher profit
margins. 4. Optimizing Supply Chain Resilience and Cost Control (in relation to production
raw materials and energy): Improving operational efficiency, managing a more resilient
supply chain, and ongoing efforts in cost control are crucial to maintaining SIG's
competitiveness amidst market fluctuations.
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