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Abstract. This study aims to determine: 1) sustainable marketing strategies to 

increase the market share of PT. Semen Tonasa amidst increasingly tight cement 

industry competition; 2) the most effective sustainable marketing strategy to 

increase the market share of PT. Semen Tonasa in the South Sulawesi and Eastern 

Indonesia regions. This study uses a qualitative research type with a descriptive 

analytical approach. The object of this study is PT. Semen Tonasa, while the 

subjects in this study were taken from the environment of PT. Semen Tonasa 

using the purposive sampling technique. Data collection techniques used in this 

study include interviews, observations, questionnaires, and documentation. The 

technique of organizing and analyzing data in this study was carried out in three 

stages, including data condensation, data presentation, and drawing conclusions. 

The results of this study indicate that Marketing strategy is a company's effort to 

increase profits and sales through the 7P elements (product, price, place, 

promotion, people, process, and physical evidence). PT. Semen Tonasa focuses 

on meeting domestic market needs with the STP strategy (segmentation, 

targeting, and positioning), and strengthening its position through digital 

marketing, multibrand strategy, large distributors, product development, and 

active marketing communications. The company also focuses on strengthening 

the export market and maintaining a market share of around 50% in Eastern 

Indonesia to maintain cement market share. 
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1 Introduction

Implementing  a  sustainable  marketing  strategy  to  increase  market  share  is  an
approach that combines conventional marketing principles with corporate social and
environmental responsibility. In an era where awareness of environmental and social
issues is increasing, companies are beginning to realize the importance of adopting
sustainable marketing practices to achieve their business goals while having a positive
impact on society and the surrounding environment.  In an era that is  increasingly
focused  on  sustainability  and  social  responsibility,  implementing  a  sustainable
marketing strategy has become a must for companies looking to expand their market
share and maintain their competitiveness. The concept of sustainable marketing is no
longer just an innovation, but a foundation that supports long-term business growth
[5].
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Implementing a sustainable marketing strategy is not only a moral imperative in
modern  business,  but  also  a  key  to  long-term  success.  Through  this  approach,
companies not  only pay attention to  short-term financial  gains,  but  also take  into
account how their operational operations may affect society and the environment in
the  long  run.  In  the  context  of  increasing  market  share,  a  sustainable  marketing
strategy  provides  a  significant  competitive  advantage.  Modern  customers  are
increasingly  aware  of  environmental  and  social  issues,  and  they  tend  to  choose
products and brands that represent the sustainability values they believe in [8].

According to Bari et al [1], the implementation of sustainable marketing strategies
requires companies to deeply understand the needs and preferences of consumers who
are  increasingly  inclined  to  choose  products  or  services  that  are  environmentally
friendly and have a positive social impact. In this context, companies need to conduct
comprehensive market research to identify consumer behavior trends and patterns, so
that they can formulate marketing strategies that are in accordance with sustainable
values. Furthermore, according to Kurniawan et al [2], companies must build strong
partnerships  with  various  related  parties,  including  the  government,  non-
governmental organizations, and local communities, to support the implementation of
sustainable  marketing  strategies.  This  collaboration  can  include  various  activities,
from developing environmentally friendly products to social programs that provide
direct benefits to the community.

One  of  the  key  industries  in  the  Indonesian  economy  is  the  cement  sector.,
especially in supporting infrastructure and housing development. Along with national
economic growth and increasing development needs, the cement industry in Indonesia
continues  to  show  positive  growth.  In  2023,  the  amount  of  cement  produced
nationwide was 70.9 million tons, a 4.3% increase over the previous year. Among the
major players in this industry, One of the biggest cement manufacturers in Indonesia
is PT. Semen Tonasa. Having an annual manufacturing capacity of 11.5 million tons,
PT. Semen Tonasa managed to control a market share of 13.3% in 2023, placing it as
the third largest cement producer in the country.

PT.  Semen  Tonasa,  a  company  operating  in  the  cement  industry,  faces  major
challenges  to  increase  market  share  and  maintain  competitive  advantage  amidst
intense competition. The company has implemented various marketing management
strategies to address these challenges. Evaluating how well marketing management
tactics  work  is  essential  to  determining  how these  initiatives  have  improved  the
company's standing in the marketplace. The evaluation's primary focus is on product
creation and marketing, target market identification, and market segmentation..

PT. Semen Indonesia (Persero) Tbk, PT. Indocement Tunggal Prakarsa Tbk, and
PT. Holcim Indonesia Tbk are a few of PT. Semen Tonasa's principal rivals in the
Indonesian cement market. They all compete to gain market share and consumer trust
with  extensive  distribution  strategies  and  high-quality  products.  Competition  also
comes  from  private  cement  companies  such  as  PT.  Siam-Indo  Gypsum  Industry
(SIGI)  and  PT.  Cemindo Gemilang,  which  are  actively  trying  to  strengthen  their
positions in the market. In facing a dynamic competitive environment, PT. Semen
Tonasa continues to develop effective marketing strategies to maintain its position
and achieve sustainable growth in the Indonesian cement market.

In 2023, PT. Semen Tonasa controlled the national market share with a percentage
of 8.5%, and contributed significantly to the market share of PT. Semen Indonesia
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Group (SMIG) with a percentage reaching 44%. PT Semen Tonasa is also the market
leader in KTI with a  market share reaching 35-40%. This advantage is driven by
several factors, including the strategic location of the factory in KTI, making it easier
to distribute cement to the surrounding areas, a wide and strong distribution network,
high-quality cement products that are in accordance with market needs in KTI, and
competitive cement prices.

The  success  of  PT.  Semen  Tonasa  cannot  be  separated  from its  strategy  and
commitment in providing high-quality cement products at competitive prices. This
company continues to innovate and modernize its production technology to improve
efficiency  and  environmental  friendliness.  In  addition,  PT.  Semen Tonasa  is  also
active  in  building  relationships  and  cooperation  with  various  parties,  including
distributors,  developers,  and  contractors,  to  expand  market  reach  and  improve
customer service. The role of PT. Semen Tonasa in the Indonesian cement industry is
very  important.  The  company's  contribution  in  providing  raw  materials  for
construction not only drives national economic growth, but also improves the quality
of  life  of  the  community  through  the  development  of  infrastructure  and  decent
housing.

2 Literature review

2.1 Strategy

The  words  "strategic"  and  "plan,"  which  imply  "according  to  strategy"  and  "the
science of strategy," respectively, are the linguistic roots of the word "strategy." In
contrast, a strategy is a well-thought-out plan that identifies the actions necessary to
accomplish  particular  objectives.  In  this  sense,  strategy  is  an  ongoing,  improving
action  that  is  executed  based  on  the  perception  of  what  customers  desire  and
anticipate in the future. In the business world, strategy refers to the methodical actions
taken  to  gain  a  competitive  edge  and  accomplish  the  organization's  long-term
objectives.  Making  decisions  based  on  strategy  entails  carefully  examining  the
company's internal and external environments, as well as its opportunities, problems,
and available resources.

Strategy, according to Sukristono in Umar [12], is the process of identifying the
plans  of  senior  executives  that  center  on  the  organization's  long-term  goals  and
preparing a method or endeavor to attain these goals. Instead than only reacting to
what  has  already  occurred,  strategy  focuses  more  on  projections  and  foreseeing
potential  outcomes.  Having  core  capabilities  that  serve  as  the  company's  primary
competitive  advantage  is  crucial  when  dealing  with  the  rapid  pace  of  market
innovation and shifts in customer behavior. The company's strategy will guide it to
provide clients with more value and hold a dominant position in a dynamic business
environment.

According to Rachmat [9], strategy is a possible course of action that directs senior
management  and  the  company's  resources  to  carry it  out.  For at  least  five  years,
strategy has an impact on the organization's long-term existence. In addition to its
immediate effects, strategy has a long-term impact on the organization's life, at least
for  the  following  five  years.  Consequently,  strategy  is  focused  on  the  future.
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Additionally, strategy has multifunctional or multidivisional effects, which means that
it needs to take into account a variety of company-wide factors.

2.2 Marketing Management

The process of analyzing, planning, carrying out, and overseeing marketing initiatives
encompassing concepts, products, and services with the goal of achieving customer
satisfaction  is  known  as  marketing  management  [4].  According  to  a  different
perspective by Tjiptono [11], marketing management include thorough preparation,
execution,  and  oversight  pertaining  to  the  creation  of  goals,  marketing  policies,
initiatives, and marketing plans. This seeks to establish transactions and satisfy the
requirements and preferences of customers, including individuals and businesses.

The  process  of  designing,  evaluating,  organizing,  and  managing  a  marketing
strategy that has been authorized from the start may be summed up by providing a
detailed description. The outcome of a marketing campaign is greatly influenced by
this procedure. In order to attain customer satisfaction, the objective is to satisfy the
demands and preferences of customers, both individuals and businesses.

Creating  marketing  plans  that  the  business  will  implement  is  another  goal  of
marketing management. Every business wants to survive and grow, and the only way
to do so is to sustain and raise its profit or profit level through improved sales and
efficient  marketing  techniques.  In  an  effort  to  achieve  these  goals,  marketing
management  needs  to  design  the  right  marketing  strategy.  This  strategy  includes
selecting target markets, determining the marketing mix, and implementing effective
marketing programs. The company must understand consumer needs and behavior
well and identify market opportunities that can be utilized.

2.3 Sustainable Marketing

The basic concept of sustainable marketing refers to a marketing strategy that not only
considers  short-term  financial  gains,  however,  it  also  considers  the  long-term
consequences for the environment, society, and economy.. Sustainable marketing is
based on the principle that companies must be responsible for their business practices
towards the planet, people, and profits. This means that companies must consider the
environmental  effects  of  their  product  production  and  distribution,  ensure  social
justice  in  their  supply  chains,  and  still  generate  adequate  profits.  Sustainable
marketing  encourages  innovation  in  products  and  business  processes  to  reduce
environmental  footprints,  increase  resource  efficiency,  and  ensure  positive  social
benefits. By focusing on the long-term aspects of sustainability, this concept helps
create a strong relationship between companies, consumers, and society as a whole,
while taking into account the interests of all parties involved [13].

According  to  Raharja  [10]  In  practice,  sustainable  marketing  involves  several
approaches and strategies. First, companies must pay attention to the design of their
products  to  ensure  that  they  are  environmentally  friendly and can be  recycled  or
recycled  easily  after  use.  This  includes  the  use  of  sustainable  raw  materials  and
energy-efficient production processes. In addition, companies must ensure that their
distribution practices reduce carbon emissions and waste, and pay attention to fairness
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in the supply chain, such as ensuring decent wages for workers throughout the supply
chain.

Creating  an  economic  system  that  balances  social  welfare,  environmental
sustainability, and financial gains is the aim of adopting sustainable marketing. One
of the main goals is to reduce the environmental footprint of business activities, either
through  waste  reduction,  efficient  use  of  natural  resources,  or  environmentally
friendly technological innovation. In addition, sustainable marketing aims to promote
social and economic justice by ensuring that all stakeholders, including workers in the
supply  chain,  receive  fair  and  proper  treatment.  It  also  involves  building  strong
partnerships  with  local  communities  to  support  sustainable  social  and  economic
development initiatives [7].

2.4 Market Share

A company's market share is the proportion of a market that it controls or the ratio of
its  sales to the total  sales of its  primary rivals at a  specific  moment in time. If a
business has a 35% market share for a certain product, it may sell 350 units of that
product out of 1000 units of similar items sold in a certain time period. Market share
may fluctuate over time as a result of shifting customer preferences or product interest
[3].

Numerous  variables,  such  as  marketing  tactics,  product  breakthroughs,  and
reactions to market dynamics, can affect shifts in market share. Additionally, these
changes may also be influenced by outside variables like shifts in market patterns,
prevailing economic situations, or advancements in technology. In managing market
share,  companies  must  understand  customer  needs  and  wants  well  and  monitor
competitor activities. Effective marketing strategies, product quality improvements, or
competitive pricing can help strengthen or increase a company's market share.

It  is  important  to  remember  that  high  market  share  does  not  always guarantee
continued  success.  Companies  also  need  to  consider  long-term  sustainability,
continuous innovation, and rapid response to market changes to maintain or improve
their position. In the face of changing market dynamics, adaptation and flexibility are
key  to  ensuring  companies  remain  relevant  and  competitive.  Continuous  market
analysis, deep customer understanding, and responsive strategies will help companies
maintain and increase their market share.

3 Research methods

Through interviews, private notes, and documentation, this qualitative study seeks to
illuminate the significance of the facts [6]. In April and May of 2024, this study was
carried out in PT. Semen Tonasa Jl. Tonasa 2, Biring Ere Village, Bungoro District,
Pangkep Regency, South Sulawesi Province. The object of this study is PT. Semen
Tonasa, while  the subjects in this study were taken from the environment of  PT.
Semen Tonasa using the purposive sampling technique. Both primary and secondary
data were used in this investigation. Primary data originates from sources, specifically
PT. Semen Tonasa informants, and is derived from their responses to questionnaires
and interviews. Documents, publications, or government archives that are pertinent to
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the  research  topic  might  serve  as  secondary  data  for  this  study.  Books,  official
archives,  or  notes  pertaining  to  the  study's  topic  were  the  author's  sources  of
secondary data.  This study employed questionnaires,  observations,  interviews,  and
documentation  as  data  gathering  methods.  Three  steps  comprised  the  data
organization and analysis methods used in this study: data display, data condensation,
and conclusion drafting.

4 Result and Discussion

4.1 Marketing Strategy of PT. Semen Tonasa

PT Semen Tonasa has a comprehensive strategy to face competition in the cement
industry that occurs not only in Indonesia, but also in the regional scope. In facing the
dynamics of global and domestic competition, PT Semen Tonasa chooses to focus on
meeting domestic market needs as its main priority. This step is taken to ensure that
the supply of cement in Indonesia remains well maintained and can support the rapid
development of infrastructure in the country. Domestically, PT Semen Tonasa has
made careful  calculations regarding market share and carefully identified its  main
competitors in the national cement market. With this strategy, the company seeks to
avoid price competition that can be detrimental and maintain the stability of product
prices in the market. PT Semen Tonasa utilizes its strategic position in the domestic
market to continue to improve production and distribution efficiency, so that it can
compete healthily with other players in the same industry.

PT Semen Tonasa has two product segments, namely bulk and retail (sacks), which
are determined based on consumer characteristics.  For bulk products,  the targeted
consumer segment is consumers with rational nature, namely those who tend to pay
more attention to price and efficiency factors in purchasing. Meanwhile,  for retail
products  (sacks),  the  selected  consumer  segment  is  consumers  who  are  more
irrational, where their purchasing decisions are more influenced by emotional factors
such as convenience, ease, and consumer experience in transactions. Although there
are differences in consumer nature in each segmentation, both have similarities in
terms of  priorities.  Both bulk  and retail  consumers  prioritize  two main  factors  in
choosing a product, namely quality and availability of goods. Product quality is very
important, because consumers want to ensure that the cement products, they buy have
good durability and meet the desired standards. In addition, the availability of goods
is also a major  concern,  considering that  consumers  want a  continuous supply of
cement that is available without interruption.

PT Semen Tonasa has three main market segments,  namely project  consumers,
manufacturers,  and  overseas  consumers.  Project  consumers  are  the  main  focus
because cement is very much needed in infrastructure development and large projects
in  Indonesia.  Manufacturers  are  also  an  important  target,  because  manufacturing
industries such as asbestos and lightweight brick manufacturing require a continuous
supply  of  cement.  In  addition,  PT  Semen  Tonasa  also  targets  overseas  markets,
especially in Africa, South Asia, and Southeast Asia, because many countries in these



1) Multibrand Strategy

2) Mega Distributor

          2261Sustainable Marketing Strategy for Increasing Market Share at …   

regions do not have sufficient natural resources or cement production capacity to meet
domestic  demand.  Thus,  PT  Semen  Tonasa  can  expand  both  domestic  and
international markets.

3) Positioning
PT.  Semen Tonasa conducted in-depth market research to  understand customer

characteristics  with  different  approaches  based  on  the  types  of  products  they
consume.  The  results  of  interviews  with  both  customer  segments,  namely  sack
customers and bulk customers, showed that product quality and availability of goods
are  the  main  factors  that  are  always  prioritized  by  both  customer  groups.  Sack
customers, who usually rely on packaged products for small-scale construction needs
or household projects, and bulk customers who need products in large quantities for
industrial  purposes,  both  consider  product  quality  as  a  top  priority.  In  addition,
continuous product  availability is  also an important  concern,  because they want a
stable and reliable supply to support the smooth running of their projects.

4.2 Strengthening Marketing Aspects

In order to adapt to changing market conditions, management constantly keeps an eye
on  and  fortifies  PT.  Semen  Tonasa's  position.  Significant  obstacles  include  the
continued oversupply, the arrival of two new competitors, and the escalating price
competition from second-tier firms to boost sales volume. The fact that the country's
cement  demand  has  not  increased  to  pre-pandemic  levels  makes  this  worse.
Therefore,  while  keeping an eye on maximizing financial  performance,  a  suitable
reaction through a marketing plan must be implemented. The following are the tactics
that must be used:

As  the  market  leader,  PT.  Semen  Tonasa  must  preserve  stable  industry
circumstances by refusing to cut selling prices in the face of growing competition,
particularly  from second-tier  firms  that  are  decreasing  their  pricing.  In  response,
multibrand tactics are selectively implemented in marketing domains with significant
levels  of  competition  and  price  discrepancies.  In  order  to  reduce  the  effect  of
competition aggression on premium brand prices and preserve PT. Semen Tonasa's
market share, the company might use this technique to compete at all price points.

To improve the efficacy and efficiency of marketing and distribution, PT. Semen
Tonasa has been using a single distributor or mega distributor system since 2020. All
PT. Semen Tonasa goods are marketed and distributed by the parent firm, PT. Semen
Tonasa, through its distribution network, which encompasses all PT. Semen Tonasa
marketing territories in regional Indonesia. This plan offers a number of advantages,
including simplified distributor operations and transaction cost efficiency. Customers
may access PT. Semen Tonasa's full product line by working with only one party
thanks  to  the  mega  distributor  pattern,  which  also  makes  it  simpler  to  sell  the
company's entire product portfolio, both current and in development.

3) Digital Marketing
PT.  Semen  Tonasa  is  getting  better  at  marketing  through  digital  marketing

channels by making the most of the advancements in information and communication
technologies. In order to achieve this, the business keeps expanding its use of the
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Sobat Bangun platform, which is backed by a number of associated parties, including
architects, contractors, and financial institutions, to offer clients complete solutions
for completing their  property development,  including both new home construction
and  complete  renovations.  Additionally,  the  store  access  platform  keeps  getting
stronger and more comprehensive to help distributors and retail establishments sell
PT. Se-men Tonasa products. Retail shop managers have the ability to place online
orders  through  store  access,  and  banking  services  are  available  to  facilitate
transactions.  Additionally,  PT.  Semen  Tonasa's  official  online  store  is  still  being
created as a way for clients to satisfy their demands for the company's items without
having to visit a physical store.

As part of its efforts to solidify its position as a significant player in the cement
industry in Southeast Asia, PT. Semen Tonasa actively advertises its goods on the
export market. Bangladesh, China, Australia, the Philippines, Taiwan, Hong Kong,
and other nations are among the countries that PT. Semen Tonasa exports to. Even
though  the  local  market  is  still  the  primary  emphasis,  export  sales  are  made  to
maximize the use of manufacturing facilities while keeping production costs in mind.

5) Innovation in Products
In order to increase the market for products that are suited to the demands of its

customers, the company keeps promoting the creation of new products. In accordance
with client requests, PT. Semen Tonasa continues to promote the use of non-OPC
cement types in a  variety of  developed forms that  may be tailored to the kind of
building  or  construction.  In  2021,  PT.  Semen  Tonasa  formally  began  selling
Indonesian  mortar  goods,  specifically  quick  cement  in  several  varieties  made  of
cement and combined components, to make building easier for clients. In order to
facilitate  quick  and  high-quality  home  construction,  the  company  also  keeps
developing  the  usage  of  dynapumps  in  various  home  building  projects.  It  is
anticipated that Dynahome products may hasten the process of meeting low-income
communities' requirements for affordable homes. The creation of these cutting-edge
goods attempts to improve PT. Semen Tonasa's standing as a provider of construction
material solutions with a full range of products for different uses, enabling customers
to locate more precise and need-based items. 

6) Marketing Communications
The business actively engages in marketing communications to help the marketing

plan  be  implemented  successfully.  PT.  Semen  Tonasa  has  adopted  an  integrated
marketing communications strategy,  in  which the business  uses  a  local  marketing
communications  strategy  to  build,  expand,  and  raise  consumer  awareness  and
potential customers in the local market while strengthening the position of the Semen
Tonasa brand sold in each market. As a result, it is anticipated that Semen Tonasa
goods will have a stronger position, particularly when dealing with more aggressive
competitors—both new and old—in the market. Additionally, the business actively
uses professionally managed social media to conduct marketing communications.

With new competitors joining the market toward the end of 2021, the Indonesian
cement industry is still dealing with growing oversupply conditions. The intensity of
price competition is increasing even though the national cement demand has increased
over  the  last  year  and  the  re-ordered  volume has  not  recovered  to  pre-pandemic



pp. 1–10 (2022).

Entrepreneurship, 7(1), 1–14 (2023).
3. Lamb, C.W., Hair, J.F., McDaniel, C.: Marketing. 12th edn. Cengage Learning (2016).

Indomedia Library, Yogyakarta (2016).

Journal (EABMIJ), 6(1), 1–12 (2024).

Sustainable Marketing Strategy for Increasing Market Share at …             2263

levels. The low-price approach taken by second-tier competitors strains PT. Semen
Tonasa's sales volume in the first quarter of 2021. In response to market realities, PT.
Semen  Tonasa  strengthened  its  distribution  routes  and  facilities  before  selecting
pursuing  a  multibrand  approach  in  marketing  sectors  with  significant  levels  of
competition and price discrepancies. With a market share of almost 50%, PT. Semen
Tonasa has been able to sustain its leadership position and develop once more thanks
to this strategy.

5 Conclusion

Marketing strategy is a method of managing marketing to achieve increasing profits
through sales,  and it  is  a  comprehensive  program carried  out  by the  company to
determine  marketing  targets  in  order  to  satisfy  consumers  and  increase  sales,
according  to  the  findings  of  the  author's  research  on  the  Implementation  of
Sustainable Marketing Strategy in Increasing Market Share in the Cement Industry at
PT.  Semen Tonasa.  The seven  Ps—product,  pricing,  location,  promotion,  people,
process,  and  tangible  evidence—are  some  of  the  components  that  make  up  a
marketing strategy.  In  addition,  PT.  Semen Tonasa has  set  a  goal  to  compete by
focusing on meeting the needs of the domestic market, which includes putting the
STP  strategy  (segmentation,  targeting,  and  position)  into  practice  and  bolstering
marketing elements by keeping an eye on and improving the company's ability to
react to changes in the market. The implementation of a multibrand strategy, large
distributors,  digital  marketing,  strengthening  the  export  market,  developing  new
products, active marketing communications, and maintaining a position as a market
leader with a market share of approximately 50% are all examples of how this is
addressed  in  a  marketing strategy  that  continues to  focus on optimizing  financial
performance.
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