
Marketing Strategy Development 42 
 

 JPSB Vol. 10 No. 1, 2022 

MARKETING STRATEGY DEVELOPMENT AND MARKET 
SEGMENTATION ANALYSIS OF PT. WIJAYA KARYA ON 

GOVERNMENT POLICIES IN THE BUILDING EPC CHAMPION 
PROGRAM 

 
Arga Bima 

School of Business and Management, Bandung Institute of Technology 
E-mail: arga_bima@sbm-itb.ac.id 

 
Atik Aprianingsih 

School of Business and Management, Bandung Institute of Technology 
E-mail: atik.apri@sbm-itb.ac.id 

 
ABSTRACT 

The Indonesian government's efforts to synergize state-owned enterprises 
continue to be intensifying. The Ministry of State-Owned Enterprises continues to 
streamline and improve the portfolio of the number of SOEs through corporate 
restructuring with a holding system, mergers, and acquisitions. As an initial step 
towards creating an infrastructure SOES holding, the Ministry of SOES launched a 
"Building EPC Champion" program which aims to regroup companies in the EPC 
sector based on their business strengths to become market segment leaders. 
Through the program of the Ministry of SOEs, PT. Wijaya Karya (Persero) Tbk 
will become the industrial sector market segment champion, including the 
Industrial and Metals and Mining markets. By referring to the company's 
historical financial data, and its operational performance, there must be an 
evaluation of WIKA's ability to become a champion in the industrial sector. The 
object of research in this final project is the condition of the industrial market. 
This final project research uses internal and external environmental analysis to 
find company business solutions. The internal analysis uses Resource Analysis, 
Capabilities Analysis, and Value Chain Analysis. Meanwhile, the external analysis 
uses PESTEL analysis, Porter's Five Forces Analysis, Market Analysis, Competitor 
Analysis, and Consumer Analysis. Analysis of IFE and EFE Matrix was carried out 
to analyze the company's Strengths, Weaknesses, Opportunities, and Threats 
and through TOWS Analysis to obtain the development of marketing strategies 
from this research. The IE Matrix and the QSPM Matrix assessment show that 
carrying out a cooperation strategy with competent foreign companies can 
increase the company's capabilities and competencies as capital to compete in 
the Indonesian industrial market. 
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INTRODUCTION 
SOEs Strategy Overview 

Indonesia is predicted to become one of the world's leading economic powers in 2045. 
More optimal efforts are needed to realize this hope by utilizing all existing resources, 
including State-Owned Enterprises or commonly abbreviated as SOEs. The Indonesian 
government's efforts to synergize state-owned enterprises continue to be intensifying. 
Establishing a sector-based holding is a step taken by the government to expand investment 
and increase company synergy. The holding strategy is expected to make SOEs solid in 
managing the company. The formation of synergies between subsidiaries through 
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coordination, control, and management carried out by the parent company can strengthen 
finances, assets, and business prospects. The establishment of the holding has enormous 
hope for the progress of the nation and state. In line with government strategy and to 
increase performance and added value, the Ministry of State-Owned Enterprises continues 
to streamline and improve the portfolio of the number of SOEs through corporate 
restructuring with a holding system, mergers, and acquisitions. The development of the 
restructuring focus is carried out starting in 2020, which will make the number of SOEs 
companies more efficient with less than 70 SOEs companies in 2025, as shown in Figure 1. 
 

 
Figure 1. Target of Downsizing of SOEs Companies. 

 
Establishing a SOEs holding is not easy, and a comprehensive study is needed to 

determine part of a national strategic project holding company. The coordination strategy 
from the Ministry of SOEs and several related state-owned companies is needed to 
determine the holding company to make suitable decisions. This holding strategy is 
expected to make SOEs more developed to reach the global market and improve their 
corporate performance to create market value. The long-term goal in establishing this 
holding is to increase the contribution of SOEs in contributing to state revenue, simplify 
corporate management, efficiency, synergy, increase production, diversification, leverage, 
and cost-saving. Following the long-term strategy of the Ministry of SOEs, the companies 
under the auspices of SOEs will be grouped into clusters according to their respective value 
chains and core businesses to improve value chain strengthening and efficiency 

From 2014, infrastructure has become one of the government's flagship programs to 
carry out national strategic projects, expecting to accelerate national economic growth. The 
government's concentration on infrastructure is a form of the equitable development 
program in Indonesia. Equitable development is a big step towards economic equity. With 
better economic capacity, a region or a country can support itself. After achieving good 
infrastructure, all will have the same opportunity to be involved in the economic process. 
When the state of infrastructure in a country is weak, it means that the economy in that 
country is running inefficiently. To support the government's program, it is hoping that 
companies in this infrastructure cluster can become an engine for accelerating infrastructure 
development in Indonesia.  

 
Building EPC Champion Program 

In establishing an SOE’s holding, the Government needs to take prudent steps by 
conducting a comprehensive study that considers macro and microeconomic variables and 
involves many parties in the decision-making process. Likewise, in the formation of holdings 
in infrastructure clusters with significant business complexity. As an initial step towards 
creating an infrastructure SOE’s holding, the Ministry of SOE’s launched a “Building EPC 
Champion” program which aims to regroup companies in the EPC sector based on their 
business strengths to become market segment leaders. Technically, the Building EPC 
Champion program is divided into four categories: Champion, Focus, Common, and 
Opportunistic.  
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State-owned companies selected to participate in the Building EPC Champion program 
will be separated and grouped according to four-level categories, namely Champions, Focus, 
Common, and Opportunistic categories. At the Champion level, there is only one company 
involved in one market segment. The company with the Champion category will control a 
market share of around 30-40% of the total market share in that market segment. In the 
future, the company will become the market leader and go-to company in Indonesia. At the 
Focus level, two to three companies are involved in each market segment. Some of the 
companies involved have special abilities to compete in the same market. Each company in 
the Focus category will control a market share of around 20-30% of the total market share 
in a market segment. At the Common level, four to five companies are involved in each 
market segment. This market is a significant segment where all companies are needed for 
national development. Each company in the Focus category will control a market share of 
around 10-20% of the total market share in a market segment. On an opportunistic level, 
almost any company can be involved in every market segment. Each company in the 
Opportunistic category will control a maximum market share of 10% of the total market 
share in a market segment. Companies sometimes tend to take up this market segment 
under certain circumstances. There are five sectors with 12 market sectors that are the 
market coverage of companies in the Building EPC Champion program and PT. Wijaya Karya 
(Persero) Tbk with the industrial sector has two market segments, namely industrial plant, 
and metal & mining. The Grouping of Market Segments in Each Infrastructure Cluster 
Company can be seen in Table 1. 

 
Table 1. Market Segment Grouping in Each Infrastructure Cluster Company. 

Sector Segment 
      

Building Residence & Commercial    Focus Focus Focus 

Infra 

Road & 
Related Buildings 

Focus Common Champion Common Common Common 

Water Infrastructure Champion Focus Focus Common Common Common 

Dams Focus Champion Focus Common Common Common 

Rail & 
High-Speed Railway 

Focus Opportunistic Opportunistic Champion Opportunistic Focus 

Seaport Opportunistic Opportunistic Opportunistic Focus Champion Focus 

Airport Champion Opportunistic Focus Opportunistic Focus Opportunistic 

Power 

Power & 

Renewables 
Focus Opportunistic Focus Opportunistic Champion Focus 

Power (specialized) Opportunistic Opportunistic Opportunistic Focus Opportunistic Opportunistic 

Industrial 
Industrial Opportunistic Opportunistic Opportunistic Focus Focus Champion 

Metal & Mining Focus Opportunistic Opportunistic Opportunistic Focus Champion 

Building 

Material 
Precast Focus Opportunistic Focus Opportunistic Opportunistic Focus 

Note:       Champion Segment ;       Focus Segment ;       Common Segment 

Source: BCG Analysis Report for the Ministry of SOE’s 

 
Based on the results of the analysis of the Ministry of SOEs, PT. Wijaya Karya 

(Persero) Tbk become a champion in the Industrial sector market segment, including the 
Industrial and Metal and Mining markets. SOE’s Ministry decision-making considers the five 
factors on historical revenue & confirmed pipeline, investment value, resources, market 
reputation, and track record of execution. As described in Table 2, based on the Ministry of 
SOEs to place WIKA as the Champion in the Industrial sector, the company's business will 
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inevitably have a portion of 30-40% market share for the future the Industrial sector. WIKA 
is still allowed to enter the market segment with the Focus Segment category in the 
Building, Rail & High-Speed Railway, Seaport, Power & Renewables, and Building Materials 
segments with a market share of 20-30%. For the Common Segment category, WIKA can 
participate in the Road & Related Building, Water Infrastructure, and & Dam segments with 
10-20% market share. With a government policy implementing the Building EPC Champion 
Program, WIKA should measure its ability to dominate the industrial market and reduce the 
market share in the infrastructure and building segments. The main issue that is of 
particular concern to WIKA is the assessment from the Ministry of SOEs that currently 
reflects WIKA's actual condition to become a leader in the industrial market. For this reason, 
it is necessary to look at the company's historical data regarding market growth that WIKA 
has owned. 

 
Table 2. WIKA's Market Segment Category in the Building EPC Champion. 

Sector 
Market 

Segment 
Category 

Market 

Share 

Company 

Involved 

Building Residence & Commercial Focus 20-30% 2-3 

Infra 

Road & Related Buildings Common 10-20% 4-5 

Water Infrastructure Common 10-20% 4-5 

Dams Common 10-20% 4-5 

Rail & High-Speed Railway Focus 20-30% 2-3 

Seaport Focus 20-30% 2-3 

Airport Opportunistic 0-10% 5 

Power 
Power & Renewables Focus 20-30% 2-3 

Power (specialized) Opportunistic 0-10% 5 

Industrial 
Industrial Champion 30-40% 1 

Metal & Mining Champion 30-40% 1 

Building Material Precast Focus 20-30% 2-3 

Source: BCG Analysis Report for the Ministry of SOE’s 

 
Business Issue 

Referring to WIKA's new contract acquisition in each of its market segments as of 
January to June 2021, the growth of the infrastructure and building market has a more 
significant acquisition of new contracts than the energy & industrial plant segment. It was 
recorded that until the end of the semester in June 2021, the infrastructure and building 
segments received new contracts of 6,538 billion IDR, while the energy & industrial plant 
sector only received new contracts of 1,214 billion IDR. Based on these data, it is known 
that the difference in the acquisition of new contracts from the two market segments is very 
significant. In line with the data that shows the acquisition of new contracts in 2021, when 
compared to the industrial market segment, the acquisition of new contracts and order 
books in 2019 and 2020 in the infrastructure and building market segment also remains the 
highest when compared to the growth of the others market segment. The advantage of 
market growth in obtaining new contracts and order books in the infrastructure and building 
sector market segment is the highest compared to the industrial sector. By referring to the 
data for the last five years, the infrastructure market segment dominates and has a 
significant growth every year, as shown in Figure 2. Every year from 2017 to 2021, it can be 
concluded that WIKA does not have a significant growth in the industrial market segment 
compared to the infrastructure and building market segment. 
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Figure 2. WIKA’s Order Book and New Contract of Each Segment from 2017 – 2021. 

 
After looking at the market growth indicators in WIKA's internal business, which shows 

that the infrastructure and building market segment has a more significant and dominant 
growth than the industrial market segment. By referring to this company's financial data, 
and its operational performance, of course, there must be an evaluation related to 
government policy directions to make WIKA a champion in the industrial sector. WIKA needs 
to make a comprehensive marketing strategic plan to survive in business even though the 
market share of the leading infrastructure and building sector will be reducing due to the 
policy of the Ministry of SOEs. 
 
RESEARCH METHODOLOGY 
Research Design 

Research methodology is a systematic way of solving research problems. Research 
procedures to explain, predict, and describe phenomena aim to plan work in research 
(Goundar, 2012). The method used in this study is a quantitative research method because 
the data obtained from the company's internal data, data from the Ministry of SOEs, and 
secondary data will be correlated in a quantitative approach. Research analysis with 
quantitative methods is based on the fact that the data to be processed is a ratio, and the 
data that is the focus of the research is to determine the magnitude of the influence 
between the variables studied. To strengthen the quantitative analysis, the authors combine 
it with a qualitative research approach used to confirm the validity of the quantitative 
analysis so that the results of this study are expected to have good validity. 

The qualitative method used in this research is the in-depth interview approach. This 
research will use an interview method approach carried out at the customer analysis stage 
and in the assessment process in the Internal Factor Evaluation (IFE) matrix, and External 
Factor Evaluation (EFE) Matrix. Through this interview, the authors explore the research 
subject's data, information, and information framework. The interview is one technique that 
can be used to collect research data. An interview is an event or a process of interaction 
between the interviewer and the source of information or the person being interviewed 
through direct communication (Yusuf, 2014). The interview method is also a process of 
obtaining information for research purposes utilizing question-and-answer while face to face 
between the interviewer and the respondent/person being interviewed, with or without the 
use of an interview guide. These interviews are usually done individually or in groups, so 
that informative information can be obtained. In the consumer analysis section, the 
interviewer's target is focused on consumers who have used the company's services to 
understand and judge objectively. While in the IFE Matrix, IFE Matrix, and QSPM Matrix 
sections, the authors discuss with the company's internal management to provide a directed 
view in evaluating the analysis. 

Analysis of the research design will explain in more detail related to research ideas and 
problems related to the implementation of the Building EPC Champion Program with PT. 
Wijaya Karya (Persero) Tbk, as the champion in the Industrial market segment. In this case, 
the analytical analysis will use internal analysis, including resource analysis, capabilities 
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analysis, and value chain analysis. External analysis will use PESTEL analysis, Porter's five 
force analysis, market overview, competitor analysis, and consumer analysis. After 
conducting internal and external analysis, the conclusions of the business situation will be 
assessed using the IFE matrix, EFE matrix, and root cause analysis. The problems found that 
are obstacles to the company's business will be formulated using the TOWS matrix, IE 
matrix, and QSPM matrix.  

 
Literature Review 

The essential thing is to do an internal analysis using Resources Analysis. Analysis 
using The Resource-Based View (RBV) theory has become one of the most influential 
theories in the history of management theory, especially in strategic management theory. To 
measure the RBV strategy, Indicators consist of two indicators: resources and capabilities 
(Hitt, et al., 2001). Capabilities analysis is also needed to determine the core competency of 
a company. A capability is a capacity for a set of resources to perform a task or an activity in 
an integrative manner (Hoskisson, Ireland, and Hitt, 2007). Through resources owned by 
PT. Wijaya Karya (Persero) Tbk's capabilities can be achieved by exploiting those resources 
used as their core competencies. Value Chain analysis is also fundamental in a marketing 
strategy management analysis. According to Michael Porter, business consists of two 
activities: primary activities and support activities. The primary activities involved a product's 
physical creation, sale and distribution to buyers, and service after the sales. PESTEL 
analysis will be used as a risk management method to evaluate the external business 
environment in the external analysis aspect. Porter's Five Force Analysis is also used as a 
method used to determine the strength of the industry based on the company's external 
factors. This theory arises based on the view of the Industrial Organization, which is a 
management view that companies pay great attention to external factors to gain competitive 
advantage. Competitor Analysis is used to determine competitors' position in an industry to 
be considered by the company in determining its marketing strategy. The last is consumer 
analysis to support the company's business lifeforce development. 
 
Conceptual Framework 

Conceptual framework is a structure that researchers believe in can describe the 
natural development of the phenomenon that will be studied (Camp, 2011). Conceptual 
frameworks explain the relationship between the main concepts of research. This is 
arranged in a logical structure to help provide a visual representation of how the ideas in the 
study relate to each other (Grant & Osanloo, 2014). The conceptual framework is a graphic 
or narrative form that shows the variables to the studied (Miles & Huberman, 1994). The 
conceptual framework of proposed marketing strategy for PT. Wijaya Karya (Persero) Tbk, is 
described on Figure 3. 
 

 
Figure 3. Conceptual Framework. 
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There are four main variables to assess whether a company has sufficient resources to run 
the Building EPC Champion program and become a market leader in the industrial sector. 
Resource variable identification is obtained by identifying and classifying the resources 
owned by the company. In determining the competence variable, the authors identify by 
assessing the company's ability to analyze the company's internal and external capabilities of 
the industry. On the variable of competitive advantage in the industrial market, the author 
uses an assessment of the potential of resources and capabilities to assess the strength of 
the company's value chain. In the end, the internal and external analysis will lead to 
conclusions about the root causes that hinder companies from competing in the Indonesian 
industrial market. The root of the problem is based on an analysis of the resources currently 
owned by the company, how strong it can compete in the industrial sector, and how big the 
gap is in actual conditions with future development plans. A complete analysis will lead to 
WIKA's marketing development design concept to compete in the industrial segment market 
following the Building EPC Champion concept from the Ministry of State-Owned Enterprises. 
Alternative business solutions are also prepared to make the program of the Ministry of 
SOEs a success and transform PT. Wijaya Karya (Persero) Tbk to become a champion in the 
Indonesian industrial market. 
 
RESEARCH RESULT 
Internal Factor Evaluation Matrix (IFE) Matrix 

The Internal Factor Evaluation Matrix (IFE) is used to summarize the internal factors 
that have been explored in the previous sub-chapter. This IFE Matrix helps the author 
formulate strategies and summarize the main strengths and weaknesses of PT. Wijaya Karya 
(Persero) Tbk. In the process of analysis, this IFE Matrix tends to require intuitive 
assessment so that it requires discussion with the company's internals by using an in-depth 
interview pattern to the company's management so that the authors can develop ratings 
and weights on this IFE Matrix. The results of the in-depth interviews will be combined with 
a review of primary and secondary data and research that the author has done. Based on 
the Internal Factor Evaluation (IFE) matrix analysis, the total score of the IFE matrix at PT. 
Wijaya Karya (Persero) Tbk of 2.62. Thus, the value obtained more than 2.50 indicates the 
company's internal solid position to enter a business industry. Companies can utilize their 
strengths and abilities to overcome existing weaknesses to compete in the industrial sector 
market. In the internal analysis, the author has identified five strengths and five weaknesses 
of the company, divided into IFE and EFE matrices. The detailed results of the IFE Matrix 
analysis that the author has developed can be seen in Table 3. 

 
Table 3. The Internal Factor Evaluation Matrix (IFE). 

No. Variable Weight Rating 
Weighted 

Score 

A. Strengths    

1. 
Having integrated business lines from upstream, 
midstream to downstream that provide value chain 

advantages. 

0.20 4 0.80 

2. 
The company's reputation is trusted by stakeholders 
and it is easy to establish cooperation with foreign 

companies. 

0.12 4 0.48 

3. 
The company's brand awareness is the highest when 
compared to similar local companies. 

0.08 3 0.24 

4. 
Has a diversified business in addition to the 
construction sector but also in the concrete, steel, 

asphalt, and electric motor industries. 

0.10 4 0.40 

5. 
The company's management system is certified and 
internationally recognized. 

0.05 3 0.15 
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B. Weaknesses    

1. 
The company's competence in running the EPC 
business line is still seen as lacking in the Engineering 

and Procurement aspects. 

0.20 1 0.20 

2. 

The development of the company's human resources is 

still general and has not focused on increasing 

employee competence in the industrial sector. 

0.10 1 0.10 

3. 

Marketing in the industrial sector is not effective, so 

the growth in project contract acquisition is not 

significant. 

0.06 1 0.05 

4. 
Technological innovation is still lacking and does not 

have a dedicated research and development division. 
0.05 2 0.12 

5. 
The company's financial condition is less healthy 
during the Covid-19 pandemic so that the investment 

strategy policy on projects is very selective. 

0.04 2 0.08 

Total IFE Score 1.00  2.62 

 
External Factor Evaluation Matrix (EFE) Matrix 

This section will summarize the external factors of companies that will use the External 
Factor Evaluation (EFE) Matrix. The summary that will be included in the EFE Matrix includes 
PESTEL Analysis, Porter's Five Force Analysis, Market Overview, Competitor Analysis and 
Consumer Analysis. In the process of analysis, this EFE Matrix tends to require an intuitive 
assessment so that it requires discussion with the company's internal parties using an in-
depth interview pattern to company management so that the authors can develop ratings 
and weights on this EFE Matrix. Table 4, shows the ratings and weights obtained by 
discussing with the company's management and combined with primary and secondary data 
collected as data reasoning. From the EFE Matrix analysis, the total weighted score is 2.9, 
more than 2.5, which indicates the business of PT. Wijaya Karya (Persero) Tbk is running 
well and can take advantage of opportunities and avoid threats. However, since the highest 
possible total weighted score is 4.0, it can be concluded that the company still needs 
improvement. The strategy formulation in the next chapter will be derived from calculating 
the IFE and EFE matrices. 
 

Table 4. The External Factor Evaluation Matrix (EFE). 

No. Variable Weight Rating 
Weighted 

Score 

A. Opportunities    

1. 

Support from the Indonesian government prioritizes 

SOE companies to dominate the industrial market in 
Indonesia. 

0.18 4 0.72 

2. 

The projected industrial plant, power plant, and oil and 

gas market are projected to continue to grow in the 
future. 

0.15 3 0.45 

3. 
There are opportunities for cooperation with foreign 

companies to improve the company's competence. 
0.12 4 0.48 

4. 
Great contract value opportunity in every industrial 

project with the concept of EPC integration. 
0.04 2 0.08 

5. 
Market opportunities for existing consumers who are 
satisfied with using the services of companies in the 

industrial sector. 

0.06 3 0.18 

B. Threats    

1. 
The number of buyers is very limited in the Indonesian 

market. 
0.10 2 0.20 

2. 
Market conditions are highly dependent on the 
economy's stability, which is still affected by pandemic. 

0.05 4 0.20 
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3. 
Foreign competitors have better resources, technical 
capabilities, and competitive advantages than WIKA. 

0.15 2 0.30 

4. 
Business competition for obtaining Industrial EPC 

projects is very tight and challenging. 
0.12 3 0.36 

5. 
EPC employment contracts have a high complexity and 

risk of legal disputes. 
0.03 3 0.09 

Total EFE Score 1.00  3.06 

 
Root Cause Analysis 

Cause-and-effect diagrams, often known as fishbone diagrams by Ishikawa as their 
creator, were used in root cause analysis (1980). This tool is considered appropriate for this 
research because it can identify and categorize problems. Fishbone Diagram below shows 
the root cause analysis of PT. Wijaya Karya (Persero) Tbk in the industrial sector market 
situation. Figure 4, helps to summarize the fishbone diagram in which problems in each 
capability element of the EFE and IFE matrices are possible causes of PT. Wijaya Karya 
(Persero) Tbk has difficulty competing in the industrial sector. 
 

 
Figure 4. Root Cause Analysis. 

 
Root cause analysis using an approach by grouping four factors can be distinguished again 
based on the root causes of the problem. Environmental factors and suppliers are external 
factors that are rather difficult for companies to intervene in changes to the external 
environment. It is different from the system and skill factors which are internal factors, so 
the company can control that factors. Companies can analyze solutions to plan analytical 
strategies for root causes of system factors and skills. For this reason, the root causes of the 
factor system and skills in the analysis of determining business solutions will be derived so 
that the authors hope to be able to overcome the root causes of the company's problems to 
minimize or even eliminate the risk of companies having difficulty in competing in the 
industrial sector market. 
 
TOWS Matrix 

TOWS Matrix conceptually can develop alternative strategies, tactics, and actions by 
looking at the interaction of four variables, namely strengths, weaknesses, opportunities, 
and threats. As summarized in Table 5, the TOWS matrix has four strategy formulations 
based on Strengths and Opportunities (SO), Strengths and Threats (ST), Weakness and 
Opportunities (WO), and Weakness and Threats (WT). SO strategy is a strategy to maximize 
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its strengths and opportunities by leveraging its resources to increase revenue. The ST 
strategy maximizes strengths while minimizing threats, while the WT strategy minimizes 
weaknesses and threats. The last strategy is the WO strategy, which aims to maximize 
opportunities while minimizing threats. 
 

Table 5. TOWS Matrix. 
 Strength (S) 

1. Having integrated business lines 
from upstream, midstream to 
downstream that provide value 
chain advantages. 

2. The company's reputation is 
trusted by stakeholders and it is 
easy to establish cooperation 

with foreign companies. 
3. The company's brand 

awareness is the highest when 
compared to similar local 
companies. 

4. Has a diversified business in 
addition to the construction 
sector but also in the concrete, 
steel, asphalt, and electric 
motor industries. 

5. The company's management 
system is certified and 
internationally recognized. 

Weakness (W) 
1. The company's competence in 

running the EPC business line is 
still seen as lacking in the 
Engineering and Procurement 
aspects. 

2. The development of the 
company's human resources is 

still general and has not focused 
on increasing employee 
competence in the industrial 
sector. 

3. Marketing in the industrial sector 
is not effective, so the growth in 
project contract acquisition is not 
significant. 

4. Technological innovation is still 
lacking and does not have a 
dedicated research and 
development division. 

5. The company's financial condition 
is less healthy during the Covid-
19 pandemic so that the 

investment strategy policy on 
projects is very selective. 

Opportunities (O) 
1. Support from the Indonesian 

government prioritizes SOE 
companies to dominate the 
industrial market in Indonesia. 

2. The projected industrial plant, 
power plant, and oil and gas 
market are projected to 
continue to grow in the 
future. 

3. There are opportunities for 
cooperation with foreign 
companies to improve the 

company's competence. 
4. Great contract value 

opportunity in every industrial 
project with the concept of 
EPC integration. 

5. Market opportunities for 
existing consumers who are 
satisfied with using the 
services of companies in the 
industrial sector. 

SO Strategies 
SO.1. Develop a strategy of 
cooperation with foreign 
companies on the EPC project 
to improve employee 
resource capability (S2-S3-S4-
S5-O3-O4) 
 
SO.2. Development of target 
market priorities for 
consumers with the 
background of the Indonesian 
government (S1-S2-S3-O1-
O2-O5) 
 
SO.3. Development of the 
company's business 
diversification strategy to 
expand the company's 
competence in the industrial 
sector (S1-S4-S5-O1-O2-O4) 

WO Strategies 
WO.1. Develop the capabilities 
of the marketing division and 
form a marketing strategy that 
focuses on Indonesian market 
(W3-O2-O4-O5) 
 
WO.2. Development of 
employee capabilities focused 
on engineering and 
procurement in the EPC 
business sector (W1-W2-O3) 
 

WO.3. Establishing a Research 
& Development department in 
the company's organizational 
system with a focus on 
industrial technology 
development (W1-W2-W4-O2-
O4-O5) 

Threats (T) 
1. The number of buyers is very 

limited. 
2. Market conditions are highly 

dependent on the economy's 
stability, which is still affected 
by the Covid-19 pandemic. 

3. Foreign competitors have 

ST Strategies 
ST.1. Development of 
investment strategies and 
cooperation with clients in the 
aspect of financing the 
industrial EPC project (W1-
W2-W4-T1-T4) 
 

WT Strategies 
WT.1. Focus on penetration in only 
one area of expertise, such as the 

industrial plant market (W1-W2-W3-
T1-T3-T4) 

Internal 

External 
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better resources, technical 
capabilities, and competitive 
advantages than WIKA. 

4. Business competition for 
obtaining Industrial EPC 
projects is very tight. 

5. EPC employment contracts 
have a high complexity and 
risk of legal disputes. 

ST.2. Development of employee 
capabilities towards Indonesian 
and international legal aspects 

(S5-T3-T5) 

 
Based on the formulation of the TOWS Matrix analysis, it produces several alternative 

strategies that are expected to be a solution to the root cause of the company's business 
problems to compete in the industrial sector market. From the TOWS matrix, nine 
alternative strategies are obtained, grouped into two company internal factors, namely 
systems and skills. In addition, the WO.2 and ST.2 strategies are combined into one strategy 
to improve employee capability and competence to increase EPC contract acquisition. The 
two strategies are interrelated because the context achieved is the same, namely to increase 
the competence and capability of the company's resources to compete in the industrial 
sector market and increase the acquisition of EPC contracts for PT. Wijaya Karya (Persero) 
Tbk. 
 
Internal-External (IE) Matrix 

Internal External (IE) matrix is developed from the General Electric model. The 
parameters used include the company's internal strength and external influences the 
company faces. The IE matrix positions the company's strategic business units into a matrix 
consisting of nine cells (David & David, 2016). IE matrix where the size and circle indicate 
sales contribution percentage. The IE matrix is developed from the Grand Strategy model. 
The parameters used include the internal strength and the external strength it faces. The 
purpose of using this model is to obtain a more detailed corporate-level business strategy. 
The Internal-External (IE) Matrix will position the alternative business solutions described 
earlier. The IE matrix consists of two dimensions: the total score of the IFAS Matrix on the 
X-axis and the total score and the EFAS Matrix on the Y-axis. On the X-axis of the IE matrix. 
The score is divided into three parts: a score of 1.0-1.99 which indicates that the internal 
position is weak, a score of 2.0 - 2.99 is the average position, and a score of 3.0 - 4.0 is the 
strong level. This matrix is considered helpful in grouping several alternatives that have 
been formulated, which will be selected using the QSPM matrix. Figure 5 shows the IE 
matrix PT. Wijaya Karya (Persero) Tbk by considering the main external and internal factors 
available in WIKA's plan to become a champion in the Industrial sector market in Indonesia. 
 

 
Figure 5. IE Matrix. 
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According to the Internal-External (IE) matrix, the company's current position is in cell II, 
obtained from integrating the total IFE-weighted score of 2.62, with the total EFE-weighted 
score of 3.06. Cell II is included in region 1, which means growth and development 
strategies must be implemented. According to Rangkuti (2014), the position of cell II 
obtained by the company was also developed, and the growth strategy would be through 
horizontal integration. This growth strategy through horizontal integration is an activity for 
company expansion by developing markets and increasing products and services. With this 
strategy, if the company is in a desirable industry, the company will have the potential to 
increase sales and profits by utilizing economies of scale in both production and marketing. 
Companies in cell II can expand their market, facilities, and technology through internal and 
external developments through acquisitions or joint ventures with other companies in the 
same industry. Table 6 shows the grouping of alternative solutions developed by the author 
through the TOWS matrix into several strategies to sort these groupings and choose the 
best strategy for PT. Wijaya Karya (Persero) Tbk to win the competition in the Industrial 
market. The eight strategies are grouped into four parts: the market penetration strategy, 
which consists of five alternative strategies and one strategy for the related diversification 
strategy, market development strategy, and product development strategy sections. 
Strategy 7 will be excluded from the advanced analysis section because the investment 
strategy requires enormous costs and capital. Compared to the analysis results on the 
company's financial condition, which was not good enough during the Covid-19 pandemic, 
this strategy is irrelevant. 
 

Table 6. Strategic Grouping of Alternative Solutions. 
Alternative Strategies Strategy Grouping 

Strategy 1 

Develop a strategy of cooperation with foreign companies on the 

EPC project to improve employee resource capability 

Market Penetration 
Strategy 

Strategy 2 

Development of target market priorities for consumers with the 
background of the Indonesian government 

Market Penetration 
Strategy 

Strategy 3 

Improvement of employee capability and competence to increase 
EPC contract acquisition 

Market Penetration 
Strategy 

Strategy 4 

Develop the capabilities of the marketing division and form a 
marketing strategy that focuses on Indonesian market 

Market Penetration 
Strategy 

Strategy 5 

Focus on penetration in only one area of expertise, such as the 
industrial plant market 

Market Penetration 
Strategy 

Strategy 6 

Development of the company's business diversification strategy to 
expand the company's competence in the industrial sector 

Related Diversification 
Strategy 

Strategy 7 
Development of investment strategies and cooperation with clients 

in the aspect of financing the industrial EPC project 

Market Development 
Strategy 

Strategy 8 
Establishing a Research & Development department in the 

company's organizational system with a focus on industrial 

technology development 

Product Development 
Strategy 

 
QSPM Matrix 
QSPM is a framework for evaluating the feasibility of each strategy by revealing the 
attractiveness of each strategy and developing a basis for selecting alternatives (David & 
David, 2016). QSPM is a tool that is recommended for experts to evaluate alternative 
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strategy options objectively based on the previously identified internal-external key success 
factors. In principle, the QSPM matrix requires good intuitive judgment; Therefore, the 
authors provide an assessment based on the analysis results in the previous chapter and 
discussions with company management who act as experts in the company's industrial 
market to support the assessment of this QSPM matrix. This matrix was chosen as a tool in 
this research because this framework can help test a series of strategies sequentially or 
concurrently and integrate external and internal factors into the decision-making process. In 
this study, three main strategic groupings will be applied: Market Penetration Strategy, 
Related Diversification Strategy, and Product Development Strategy. Table 7 describes the 
calculation of the QSPM matrix used to determine the strategic priorities that PT Wijaya 
Karya (Persero) Tbk must be applied. 
 

Table 7. QSPM Matrix. 

 
 
Based on the QSPM analysis, an assessment rating of each alternative is obtained and 
ranked based on the highest value. The higher the rating obtained by a strategy, the better 
it is to implement it. On the contrary, if the alternative strategy that gets a lower value is 
not good and is not feasible to implement, the company. Based on the results of the QSPM 
assessment, it is known that two strategies tend to get low scores. The strategy establishes 
a research & development department in the company's organizational system with a focus 
on industrial technology development included in the product development, and the strategy 
development of the company's business diversification strategy to expand the company's 
competence in the industrial sector includes related diversification strategy. The two 
strategies that get a low score are due to the company's condition, which is currently 
impossible to carry out the two alternative strategies. The two strategies urgently require 
enormous financial resources while the company's financial condition is still unstable due to 
the impact of the Covid-19 pandemic that is still hitting Indonesia and globally. The 
company's relevant strategy is an alternative strategy included in the market penetration 
strategy grouping. This market penetration strategy is in line with the condition of the 
company and the company's portfolio. WIKA should implement a market penetration 
strategy to increase market share in the Indonesian industrial market. Five strategies will be 
analyzed further in the strategy implementation process. The five strategies will be 
described in more detail to understand each alternative strategy's action plan and follow-up. 
The implementation plan of the five alternatives will be discussed in the conclusion chapter 



Marketing Strategy Development 55 
 

 JPSB Vol. 10 No. 1, 2022 

and the implementation plan at the end of this research. The final calculation of the QSPM 
matrix provides a rating for each alternative strategy.Table 8 shows the order of priority or 
by ranking for each alternative strategy. 
 

Table 8. Strategy Alternatives Rank Based on TAS. 

 

Rank 
Alternative Strategy 

Total 
Attractiveness 

Score (TAS) 

1 
Develop a strategy of cooperation with foreign companies on the EPC 
project to improve employee resource capability 

7.16 

2 
Development of target market priorities for consumers with the 
background of the Indonesian government 

6.70 

3 
Develop the capabilities of the marketing division and form a 

marketing strategy that focuses on Indonesian market 
5.92 

4 
Improvement of employee capability and competence to increase EPC 
contract acquisition 

5.80 

5 
Focus on penetration in only one area of expertise, such as the 
industrial plant market 

5.72 

6 
Development of the company's business diversification strategy to 

expand the company's competence in the industrial sector 
4.81 

7 
Establishing a Research & Development department in the company's 
organizational system with a focus on industrial technology 

development 

4.29 

 
 
CONCLUSION 
The Building EPC Champion program initiated by the Ministry of State-Owned Enterprises 
and mandated several companies in the Infrastructure cluster, including PT. Wijaya Karya 
(Persero) Tbk, must be implemented properly so that the objectives are met of this program 
can be achieved. The impact of internal business problems in the company due to 
adjustments to this program must be analyzed to solve these business problems. The 
business problem described in this study is the potential difficulty for PT. Wijaya Karya 
(Persero) Tbk in competing in the Industrial market in Indonesia. Historically, WIKA has had 
advantages in the infrastructure sector compared to the industrial sector. Based on sales 
and marketing data on value chain analysis, it shows that the infrastructure sector has an 
order book and new contracts and a significant revenue contribution. Seeing this condition 
and referring to the Building EPC Champion program, the company must have a strategy to 
dominate the industrial market and become the industrial market leader in the future. After 
analyzing the business situation, it was found that the leading cause of companies' difficulty 
to compete in the industrial market stems from both internal and external factors of the 
company. The problems are grouped into two main parts on internal factors, namely 
systems and skills. In the systems aspect, the company is considered not to have the 
capability in technology as support in industrial competition. The company also does not 
have a specific employee development system to improve employee competence in the 
industrial sector. In terms of skills, the lack of available resources in engineering makes the 
company not fully capable of handling large-scale industrial EPC projects. The company's 
lack of marketing performance makes it difficult for companies to develop market share to 
get new EPC projects. Increasing the competence and capability of the company must be 
improved to adapt to the increasingly extreme and challenging business competition climate. 
 
The company's external problems analysis also shows that WIKA will find it challenging to 
compete in the industrial market. This difficulty is reflected in the results of customer 
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analysis that the company needs to increase competence in the engineering and 
procurement fields to win the market competition. Industrial, which includes power plant 
and oil & gas sector, is a potential market with intense competition because the market is 
filled by local competitors and foreign competitors from various countries. WIKA must 
handle foreign competitors who are currently intervening in the Indonesian industrial market 
in order to be able to compete and take advantage of the market situation. The company 
already has the primary capital to compete in this industrial market, the company's brand 
awareness that is seen both by stakeholders and consumers, and the government's support 
for state-owned companies makes WIKA have to take advantage of this strength to take 
market opportunities. It is just that the company must ensure that its capabilities are 
feasible in facing business competition in the industrial market. 
 
In the end, it can be concluded that the objective of this research has been achieved to 
identify and analyze the driving forces and critical uncertainties that will impact WIKA's 
business when it enters the industrial segment. The strategy formulation for each alternative 
business solution has also been determined as the company's consideration in carrying out 
the strategy implementation plan. Therefore, the market development strategy and market 
segmentation analysis will be described in the sub-chapters of this chapter. For further 
research, the authors recommend expanding the scope of research to be more 
comprehensive and focus on specific industrial markets. Future research should detail the 
specific market areas and broaden the analysis of consumer and competitor perspectives on 
the company. Further research can also focus on several targets of foreign companies that 
will become targets of cooperation for companies to improve the competence and 
capabilities of the company. This research is expected to be a reference for developing 
company strategies in the future for the success of the Building EPC Champion program 
from the Ministry of State-Owned Enterprises. 
 
REFERENCES 
Aritonang, R.L., (2005), Customer Satisfaction, Jakarta: Gramedia. 

Arnold, Erik. and Thuriaux, B. (1998), Developing firms’ technological capabilities. Working 

Paper, Technopolis, Brighton. 

Amir Taufiq, (2011), Manajemen Strategik: Konsep dan Aplikasi. Raja Grafindo, Jakarta 

A. Muri Yusuf. 2014, “Metode Penelitian Kuantitatif, Kualitatif & Penelitian Gabungan”. 

Jakarta: Prenadamedia Group. 

Barney, J. B., (1991), Firm resources and sustained competitive advantage. Journal of 

Management, 17: 99-120. 

Badan Pusat Statistik, (2020), Proporsi Tenaga Kerja Pada Sektor Industri Manufaktur 

(Persen), 2018-2020. https://www.bps.go.id/indicator/9/1217/1/proporsi-tenaga-

kerja-pada-sektor-industri-manufaktur.html 

Badan Pusat Statistik, (2018). Klasifikasi Industri Besar dan Sedang. 

https://www.bps.go.id/subject/9/industri-besar-dan-sedang.html 

Bogdan dan Taylor, 2012, Prosedur Penelitian. Dalam Moleong, Pendekatan Kualitatif. (him. 

4). Jakarta: Rineka Cipta. 

Bullinger, Hans-Jorg & Bannert, Marc & Brunswicker, Sabine, (2007), Managing innovation 

capability in SMEs: The Fraunhofer three-stage approach. Technology Monitor, pp. 

17-27. 

Chen, Ziguang & Wakabayashi, Mitsuru, (1997), Managerial Skill Requirments in China: A 

Comparative Study between Chinese Managers in Japanese JVCs and Chinese 

https://www.bps.go.id/indicator/9/1217/1/proporsi-tenaga-kerja-pada-sektor-industri-manufaktur.html
https://www.bps.go.id/indicator/9/1217/1/proporsi-tenaga-kerja-pada-sektor-industri-manufaktur.html


Marketing Strategy Development 57 
 

 JPSB Vol. 10 No. 1, 2022 

State-owned Corporations. Japanese Journal of Administrative Behavior Volume 1U 

No. 2, 59-80. 

Chiyoda Corporation, (2021), Index About Chiyoda. 

https://www.chiyodacorp.com/en/about/ 

Chiyoda Corporation, (2021), Index Chiyoda Financial Data and Corporate Annual Report. 

https://www.chiyodacorp.com/en/ir/achievement/ 

David, F. R., (2016), Strategic management: A competitive advantage approach, concepts 

and cases (16th ed.), Pearson. 

Davis, Charles H. & Sun, Elaine, (2005), Business Development Capabilities in Information 

Technology SMEs in a Regional Economy. To appear in Journal of Technology 

Transfer, Version 4.1, pp. 1-45. 

Goundar, S, (2012), Chapter 3-Research Methodology and Research Method, Retrieved from 

https://www.reserachgate.net/publication/333015026 

Hitt MA, Ireland RD., (1985), Corporate distinctive competence, strategy, industry, and 

performance. Strategic Management Journal 6 (3): 273–293. 

Hitt H., (2007), Strategic Management-Competitiveness and Globalization (Cases)-7th 

(Seven) Ed. South-Western College Pub, Nashville. 

Hitt, M., Hoskisson R. & Ireland, R. (2011), Strategic Management Competitiveness and 

Globalization 10th ed. South Western College Publishing Company. 

Jauch Lawrence R. & Glueck William F., (1989), Manajemen Dan Strategis Kebijakan 

Perusahaan. Jakarta: Erlangga. 

Kementrian Badan Usaha Milik Negara, (2020), Indeks Gambaran Jumlah Perusahaan 

BUMN. https://bumn.go.id/portfolio/overview 

Kementrian Badan Usaha Milik Negara, (2021), Indeks Portofolio Klaster Industri. 

https://bumn.go.id/portfolio/cluster 

Kementrian Energi dan Sumber Daya Mineral, (2020), Index Arsip Berita Industri Oil and Gas 

di Indonesia. https://www.esdm.go.id/id/media-center/arsip-berita 

Korhonen, Silja, (2006), A capability-based view of organisational renewal: combining 

opportunity and advantage seeking growth in large, established European and 

North American wood industry Companies. Department of Forest Economics, 

Faculty of Agriculture and Forestry, University of Helsinki. 

Kotler, P., & Armstrong, G., (2017), Principles of Marketing. Pearson. 

Kotler, P., & Keller, K., (2012), Marketing Management (14th ed.). Prentice Hall. 

Malhotra, N. K. (2010), Marketing research: An Applied Orientation. (6th ed.). 

Pazouki, M., Jozi, S., & Ziari, Y., (2017), Strategic Management in Urban Environment Using 

SWOT and QSPM Model. Global Journal of Environmental Science Management, 

3(2), 207–216. DOI: https://doi.org/10.22034/gjesm.2017.03.02.009. 

Porter, M. E., (1980), Competitive Strategy - Techniques for Analysing Industries and 

Competitors. New York: NY: The Free Press. 

Porter, M. E., (1985), Competitive Advantage: Creating and Sustaining Superior 

Performance, The Free Press 

Oktemgil, Mehmet & Greenley, Gordon, (1997), Consequences of high and low adaptive 

capability in UK companies. European Journal of Marketing, Vol. 31 No. 7, 1997, pp. 

445-466. 

https://www.chiyodacorp.com/en/about/
https://www.chiyodacorp.com/en/ir/achievement/
https://bumn.go.id/portfolio/overview
https://bumn.go.id/portfolio/cluster


Marketing Strategy Development 58 
 

 JPSB Vol. 10 No. 1, 2022 

Pawarrangan, Saltian Yulius. 2012. Analisis Value Chain dalam Meningkatkan Efisiensi Biaya 

pada PT Pelindo IV di Makassar. Skripsi. Program Studi Akuntansi Fakultas Ekonomi 

Universitas Hasanuddin. 

PT. Pembangunan Perumahan (Persero) Tbk. (2021), Index Tentang Perusahaan 

Pembangunan Perumahan. https://www.ptpp.co.id/about/milestone 

PT. Pembangunan Perumahan (Persero) Tbk. (2021), Indeks Annual Report 2020 and 

Financial Highlight. https://www.ptpp.co.id/investor-relation/annual-report 

PT. Rekayasa Industri, (2021), Index Marketing Information Refinery Oil & Gas. 

http://www.rekayasa.com/index.php/en/pf/refinery-oil-gas-2/ 

PT. Rekayasa Industri. (2021), Index About Manajemen Perusahaan Rekayasa Industri. 

http://www.rekayasa.com/index.php/en/2019/05/08/history/ 

PT. Rekayasa Industri, (2021), Index Annual Report 2020 and Financial Highlight. 

http://www.rekayasa.com/index.php/en/annual-reports/ 

PT. Wijaya Karya Persero Tbk. (2021), Indeks Strategi Perusahaan. 

https://www.wika.co.id/id/pages/strategy 

PT. Wijaya Karya Persero Tbk. (2021). Index Annual Report 2020 and Financial Highlight. 

https://investor.wika.co.id/ar.html 

Sitorus, B. P., Nursyamsi, I., & Sumardi, S., (2019), Competitive Advantage Strategy of PT 

Semen Tonasa Using SWOT and QSPM. Hasanuddin Journal of Business Strategy, 

1(1), 44-56. 

Skarzynski & Gibson, (2008), Innovation to the Core, Harvard business press: Boston 

Sugiyono, (2012), Memahami Penelitian Kualitatif, Bandung: ALFABETA 

Widiyarini, W., & Hunusalela, Z. F., (2019), Perencanaan Strategi Pemasaran Menggunakan 

Analisis SWOT dan QSPM dalam Upaya Peningkatan Penjualan T Primavista Solusi. 

JABE (Journal of Applied Business and Economic), 5(4), 384. 

https://www.ptpp.co.id/about/milestone
https://www.ptpp.co.id/investor-relation/annual-report
http://www.rekayasa.com/index.php/en/pf/refinery-oil-gas-2/
http://www.rekayasa.com/index.php/en/2019/05/08/history/
https://www.wika.co.id/id/pages/strategy
https://investor.wika.co.id/ar.html

