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Abstract. Study This aiming for knowing: 1) effectiveness management channel
distribution of PT. Semen Tonasa in increase market share and support
superiority compete company; 2) the role of sales force management at PT.
Semen Tonasa in increase performance sales and contribution to superiority
competitive companies in the cement industry. Study This use type study
qualitative with approach descriptive analytical. Object in study This is PT.
Semen Tonasa, while subject in study This taken from PT. Semen Tonasa
environment with using purposive sampling technique. The data collection
technique used in study this, among others interviews, observations,
questionnaires, and documentation. Data organization and analysis techniques in
study This done with three stages, including data condensation, data presentation,
and drawing conclusions. Research results This show that the most appropriate
strategy for PT Semen Tonasa is market penetration. Focus on utilization network
distribution, increase sales in the province with high margins, and efficiency cost
in production is key for grow and compete. Some initiative strategic that can
apply for reach cost leadership through this strategy including acquisitions
factory derivative cement products, acquisition company coal, online cement
sales, increase use material burn alternatives, and efficiency in chain supply.

Keywords: Channel distribution, sales force, market share, competitive advantage
compete.

1 Introduction

In a competitive business era, management strategies marketing play role important in
increase market share and superiority compete. This strategy involving understanding
need consumers, market segmentation, and analysis behavior for to design relevant
approach. Implementation technologies, such as digital platforms and social media,
are becoming key in increase visibility and engagement consumers, as well as
efficiency operational. Data utilization and analytics help company understand market
trends and respond change with fast. Collaboration with partner business or
influencers are also effective in build image brand and reach audience wider. In
addition, sustainability and responsibility answer social now become element
important, because consumer the more care to impact environment and values
company.
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The cement industry is one of the important industries in development
infrastructure and housing. In Indonesia, the cement industry continues develop along
with growth economy and improvement need development. In 2023, the cement
industry in Indonesia recorded production of 70.9 million tonnes, an increase of 4.3%
from year previously. PT. Semen Tonasa is one of the largest cement producers in
Indonesia. This company own capacity production of 11.5 million tons per year. PT.
Semen Tonasa own market share of 13.3% by 2023, making it as largest cement
producer third in Indonesia [14].

Competitors PT. Semen Tonasa's main in the cement industry in Indonesia includes
a number of company big one who participated compete in fight over market share
and trust consumers. One of the significant competitors is PT. Semen Indonesia
(Persero) Tbk, as parent company that manages a number of child companies in the
cement sector. PT. Indocement Tunggal Prakarsa Tbk is also a competitor heavy, with
network wide distribution and products quality high. In addition, PT. Holcim
Indonesia Tbk, which is part from Group LafargeHolcim, present as strong competitor
with portfolio diverse products and support modern technology. Competition also
comes from private cement companies such as PT. Siam-Indo Gypsum Industry
(SIGI) and PT. Cemindo Brilliant, which is active try to confirm its position in the
market [20].

Based on data released by the Indonesian Cement Association (ASI), PT. Semen
Tonasa own market share of 12.1% in Indonesia in 2023. This market share put
company This is in 4th position, after PT. Holcim Indonesia, PT. Indocement Tunggal
Prakarsa, and PT. Semen Indonesia (Persero) Tbk. The market share of PT. Semen
Tonasa in the Far East Indonesia region bigger, namely reached 35.9%. This is show
that company This own strong position in the region. Sulawesi is a mainstay market
for PT. Semen Tonasa, with contribution amounting to 60% of total sales. This is
because the Sulawesi region has growth sufficient economy high, so that need will
cement also increase. Kalimantan is also an important market for PT. Semen Tonasa,
with contribution amounting to 25% of total sales. This is because the Kalimantan
region has potential major development, especially in the sector infrastructure.
Maluku and Papua have contribution amounting to 10% of total sales. This area own
potential major development, especially in the sector mining and plantations. Java has
contribution amounting to 5% of total sales.

In general Demographics, Consumers of PT. Semen Tonasa dominated by circles
intermediate too above. This is seen from the price of cement from PT. Semen Tonasa
is relatively more tall compared to other brands. Based on data from PT. Semen
Tonasa in 2023, its consumers consist of from various type segment, start from
consumer individuals, contractors, to company. Segment consumer individual
contributing 30% of total sales, segment contractor contributed 40%, and the segment
company contributed 30%. In general sectoral, cement sales of PT. Semen Tonasa
dominated by the sector infrastructure. As much as 55% of total cement sales of PT.
Semen Tonasa originate from sector infrastructure [22]. This in line with increasing
development infrastructure in Indonesia, especially in the Sulawesi region.

PT. Semen Tonasa, as one of the player majors in the industry this, facing
challenge for still relevant and competitive in the midst of intense competition. One of
the crucial strategies for reach objective This is through management channel
effective distribution and sales force management. Management channel good
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distribution allow company for distribute product in a way efficient, reaching a wider
market wide, and fulfilling request customer with appropriate time. On the other hand,
management optimal sales force can increase performance team sales, strengthen
connection with customers, as well as create experience more customers good. Both
aspect this, if managed with okay, will give contribution significant to improvement
market share and strengthen position competitive companies in the cement industry.

Effectiveness management channel distribution and sales force management
become the more important along with change market dynamics and improvements
expectation customers. Globalization, development technology, and change behavior
consumer force company for adapt and develop more effective distribution and sales
strategies responsive and flexible. PT. Semen Tonasa, with network wide distribution
and team reliable sales, have potential big for utilise superiority this. However,
without proper management, opportunities This can missed, and the company Can
lost Power compete.

PT. Tonasa Cement must capable read market trends, understanding need
customers, and respond change behavior consumer with fast. With integrate bait come
back customer, company can adjust and improve portfolio product as well as optimize
marketing strategy for reach more results good. According to Ramin et al [4],
Through deep understanding to the effectiveness of this strategy is expected company
can optimize utilization source power, reach greater market share big, and maintain
superiority compete in dynamic cement industry. In facing the digital era, PT. Semen
Tonasa is also expected can utilise technology information for strengthen online
presence, increasing involvement customers, and leverage data to taking more
decisions Good

In the aspect marketing, PT. Semen Tonasa succeed build image a strong brand
that is trusted by stakeholders interests. Effective marketing programs, support good
customers, and engagement active in activity social also becomes factor determinant
success in to win heart Consumers. All This help company for still become choice
mainstay in the national cement market. Effective marketing programs, support good
customers, and engagement active in activity social also becomes factor determinant
success in to win heart Consumers. All This help company for still become choice
major in the national cement market.

2 Literature review

2.1 Channels Distribution

Channel distribution is a decision from company for put the products it produces, to
the right time and place. Channel distribution often also known as channel trading or
channel marketing. Every manufacturer or company try for to form series or structure
that can help achievement target company. Series or structure intermediary This
called channel distribution. Function main channel distribution is channeling goods
from manufacturer to Consumers. Channels This overcome gap time, place, and
ownership that separate goods and services from what will be using it. According to
Nickels [11] the factors that influence election channel distribution is as following:
1)  Market Considerations
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2)  Goods Consideration
3)  Company Considerations
4)  Consideration Intermediary

2.2 Sales Force

Sales force is team or group individual in A responsible company answer for sell
product or service to consumers. This team play a very important role in guard
sustainability business, because they be at the forefront in to weave connection with
customers and encourage sales. Sales force includes various position, start from sales
representatives, account managers, to sales directors, each with task specific for
achieve the sales target that has been set set.

Sales force does not only focus on the sales process directly, but also involved in
sales strategy development, market analysis, and identification need customer for
offer the right solution. They must own understanding deep about product or the
services they provide sell, and ability good communication for build trust with
customers. In addition, sales force is often trained for understand and adapt self to
continuing market trends changed, and technology sale latest, such as use of
Customer Relationship Management (CRM) systems for manage connection
customers [6].

Sales force performance can be influenced by various factors, including the
training they receive, tools and resources available power, as well as system
compensation applied. Good training ensure that sales force members have
knowledge in- depth product, skills effective communication, and proven sales
strategies successful. Tools and technologies, such as device soft management sales
and mobile devices, making it easier they in access information customer, monitor
progress sales, and manage timetable they with more efficient. System compensation,
which often takes the form of combination wages fixed and incentive based on
performance, aim for motivate sales force to reach or exceeding sales targets [15].

2.3  Management Marketing

Management marketing is a process that includes analysis, planning, implementation,
and control activity marketing involving ideas, goods, and services for objective
exchange use fulfil satisfaction consumers [9]. In another view by Fandy Tjiptono
[21], consumer management marketing covers planning, implementation and control
in a way comprehensive related with formulation objectives, policies marketing,
programs, and marketing strategies. This is aiming for create exchange and fulfill
need as well as desire consumers, good individual and also organization. With
detailing definition said, can taken conclusion that management marketing is a
process that includes planning, analysis, organizing, and controlling from plan
marketing that has been approved since beginning. This process own significant
impact to success or failure a effort marketing. The goal is for fulfil needs and wants
consumers, good individual and also organization, purpose reach satisfaction
consumers.
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Management marketing also aims for develop a marketing strategy that will
implemented by the company. Every company own objective for still exist and
develop, which is only can achieved with effort maintain as well as increase level
profit or profit company through effective marketing strategies and improvement
sales. In an effort reach objective said, management marketing need designing the
right marketing strategy. This strategy covers target market selection, determination
mix marketing mix, and implementation of effective marketing programs. The
company must understand with good needs and behavior consumers, as well as
identify market opportunities that can utilized.

This purpose can achieved through effective implementation of strategies by the
department marketing company, so that capable utilise the opportunities that exist in
realm marketing. According to definition from Assauri [2], marketing strategy is
series goals, objectives, policies, and rules that provide directions for effort marketing
company from time to time, in various levels and references allocation, especially as
response to change environment and conditions dynamic competition. In general,
success a company can achieved through implementation draft consumer -oriented
marketing. Companies that adopt approach This own ability for dominate the market
in term long. Concept This emphasize that objective company can achieved through
satisfaction consumers, which are obtained with fulfil needs and wants consumer
through an integrated marketing strategy.

In context draft marketing, orientation to needs and desires consumer become
runway main. A company that understands in a way deep need as well as preference
consumer can direct his efforts for create product or services that can fulfil market
expectations. With focus on satisfaction consumer, company not only make an effort
sell products, but also build connection term long with customers, creating loyalty,
and support retention. Activities integrated marketing covers coordination various
element marketing like product, price, promotion, and distribution. This integration
allow company for develop a consistent and effective strategy for reach objective his
business. In the context of this, company need understand market trends, behavior
consumers, and dynamics competition for take the right decision.

24 Market Share

Market share, or Market Share, can explained as part from a market controlled by a
company or percentage sale company the to total sales from competitor mainly on a
time and place certain. If a company own market share of 35% for product certain,
this means that of total sales product similar as much as 1000 units in period certain,
companies the can produce sale of 350 units through its products. Market share can
changed along time Because change appetite consumer or displacement interest
consumer from One product to product others [8].

Change in market share can influenced by various factors, including marketing
strategies, innovation products, and responses to market dynamics. In addition, factors
external like change trend industry, condition economy, or development technology
can also contribute to change in managing market share, company must understand
with good needs and wants customer as well as monitor activity competitors.
Effective marketing strategies, increasing quality product, or offer competitive price
can help strengthen or increase market share of a company.
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For maintain or increase market share, companies also need to focus on effort build
brand and trust Customer. Quality products, services good customer service, and
interaction positive with brand can create loyalty consumers. Digital marketing and
social media strategies can also become effective tool for communicate with
customers and build more relationship closely. In addition, monitor trend industry and
adapt with change in behavior consumer can give superiority competitive.
Understanding deep to preference consumers, as well as speed in respond market
trends, can help company take steps appropriate strategy.

2.5 SWOT Analysis

SWOT analysis is a method planning strategic that divides factors into two categories:
internal factors and external factors external. Internal factors, which originate from
from in company, including strengths for evaluate aspect positive company and
weaknesses (weaknesses) for evaluate the areas that need to be fixed. While that,
factor external, which originates from outside company, including opportunities and
threats, which help in understand environment that influences company. SWOT
analysis allows identification systematic from various factor for formulate service
strategies, with focus on maximization opportunities, minimization weaknesses, and
handling threat, with compare internal and external factors company.

SWOT analysis is A systematic method for identify various relevant factors in
formulate service strategy A company. Approach This based on purposeful logic for
maximize available opportunities for company, while also minimizing internal
weaknesses and anticipate threat from environment external. With do comparison
between internal factors, such as strengths and weaknesses company, with factors
external, such as emerging opportunities and threats from environment business,
SWOT analysis helps in identify position relatively company in the market and form
the right strategy. Through deep understanding to internal strengths and weaknesses,
as well opportunities and threats external, company can optimize potential growth and
minimize risks faced in environment dynamic business [5].

SWOT analysis in general practical can understood as A method planning strategic
A company, which aims to for evaluate every element factor and enable company for
know description comprehensive about condition a company. Process in SWOT
analysis is conducted for determine specific purpose from business or projects that are
running and doing identification against two factors The effectiveness and suitability
of business strategies. need adjustment between internal strength of the company with
strength external company so that capable to win competition [13].

2.6  Advantages Compete

Superiority competitive is ability a organization For stand out in One or more aspects,
so that make competitor difficulty copy or find the same way Good moment This and
in the future [17]. Advantages compete appear from value generated by the company
for the buyer, so that what is offered become unique and not owned by competitors.
Almarri K. & Gardiner P. [1] emphasize that achievement superiority sustainable
competition can improved with allocate source Power For create mark for customers,
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who in turn leading to superior performance. To create and form mark mentioned, it is
necessary careful planning and appropriate strategy, including effective management.
Value or benefits generated this is what it is base payment by buyer on product or
service from a company, because satisfaction user influenced by things this [16].

Riky & Ronny [18] stated that superiority compete is the core of performance
company in a crowded market competition. Advantages compete refers to the ability a
company or organization For reach greater performance and capabilities superior than
competitors in the industry or the same market, obtained through characteristics and
sources the power it has. Every company try fulfil wants and needs its customers.
Michael Porter [12] stated that superiority competitive arise when value created by
the company for buyer exceed costs incurred by the company for created it. While
that is, the value strategy generated by a company difficult for applied or imitated by
competitors or potential competitors.

3 Research methods

Study This is study qualitative purposeful to reveal the meaning behind fact through
interview, notes personal, and documentation [10]. Research This held at PT. Semen
Tonasa J1. Tonasa 2, Biring Ere Village, District Bungoro, Regency Pangkep, South
Sulawesi Province in April — May 2024. Object in study This is PT. Semen Tonasa,
while subject in study This taken from PT. Semen Tonasa environment with using
purposive sampling technique. Data in study This using primary data and secondary
data. Primary data comes from from source person that is informant who came from
from PT. Semen Tonasa and sourced from from results interview and answers
questionnaire distributed to informant. Secondary data in study This can in the form
of documents, books, or archive relevant official with subject research. Author get
secondary data sources This from books, archives official, or related notes with focus
study This. Data collection techniques used in study this, among others interviews,
observations, questionnaires, and documentation. Data organization and analysis
techniques in study This done with three stages, including data condensation, data
presentation, and drawing conclusions.

4 Result and Discussion

Based on results research conducted use approach SWOT analysis, can concluded that
reason main the descent market share in the South Sulawesi region lies in the analysis
strengths and weaknesses as well as analysis opportunities and threats that come from
from factor external company. Decline It is also influenced by the lack of utilization
potential the opportunities that exist as well as inability company in face threat from
competitors and change market conditions. Therefore Therefore, more strategy is
needed adaptive and innovative for repair weaknesses and increase response to factor
external influences performance companies in the South Sulawesi market.

Weakness main in implementation SWOT analysis lies in the Channel and
Customer Relationship factors. In SWOT analysis, if second factor This weak, then
can confirmed that business strategy company No will be effective in face
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competition. This is caused by the role important second factor the as connector main
for convey mark proposition company to segment Customer. Weakness in matter
channel distribution (Channel) and relationships Customer Relationship (Customer
Relationship) is inhibiting company in build effective communication with customers,
as well as reduce ability company for create experience positive customers. Without
the right channels and strong relationships, companies will difficulty in maintain
loyalty customers and attract customer new, which in the end will influence Power
competitiveness and growth company. Therefore that, improvements on both element
This become key for strengthen position companies in the market.

Weaknesses in the Channel elements applied at PT Semen Tonasa lies in its
limitations components used, such as websites, telephones, email, distributor fleets,
and sales forces. The system distribution goods are highly dependent on the
availability of the distributor fleet. The channel strategy implemented Not yet capable
covers in a way the five phases that make up ideal criteria, namely phase introduction,
evaluation, purchasing, delivery, and after-sales. While That is, the weakness of the
Customer Relationship element lies in its limited component main such as customer
gathering and marketing summit which only implemented in a way periodic every six
month or a year once in a market area. This is No in accordance with dynamics
competition in interesting customer moment This. Preferably, the form of Customer
Relationship should be built in a way automation and creating a sense of pride
customer in relate with PT Semen Tonasa. Weaknesses in both element This impact
directly on the elements other in business model company.

In general overall the descent market share in South Sulawesi is caused by
weakness in Channel and Customer Relationship elements in SWOT analysis. The
company is struggling utilise opportunities and facing threat external, as well as No
capable build communication effective with Customer. System distribution that relies
on a fleet of distributors and relationships customers who only done in a way periodic
No Again adequate. Improvements on both element this, with increase channel
distribution and relationships customer in a way automatic, very important for
strengthen Power competitiveness and growth company.

Table 1. Internal Factor Evaluation

Weight Rating
Key Factors (0.0-1.0) (a-4) Score
Strengths
| Abundant reserves of 012 4 047
limestone raw materials
Availability of special port
2 | (Biringkassi) and packing 0.21 4 0.85
plant
3 | Strong brand image 0.06 4 0.25
4 | Utilization of AFR 0.09 3 0.26
5 Innovation and knowledge 007 3 021
management
Total Strengths 0.55 02.05
Weaknesses
1 Sales . below  production 012 2 0.24
capacity
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2 | Unstable coal fuel quality 0.09 3 0.28
3 | Aging Tonasa 2 and 3 plants 0.11 2 0.22
4 Significant clinker sales 0.07 3 021
volume
Centralized cash
> management at Holding 0.06 2 0.11
Total Weaknesses 0.45 01.06
Total Internal Factors 1.00 3.11

Source: Data processing results, 2024

Based on the table above show that results interview and discussion related
evaluation to factor strengths and weaknesses of PT Semen Tonasa, based on weight
and rating given. From the results analysis the total score obtained for the strength of
PT Semen Tonasa of 2.05 and the total score for weakness of 1.06. A far superior
strength score more big compared to with score weakness show that company own
more Lots aspect positive that can utilized in development of its business strategy.
Strength factors owned by PT Semen Tonasa reflect various element important to
support Power competition companies in the market, such as quality superior product,
efficiency operational, as well as good reputation among customers and partners
business. All factor This become advantages that can be utilized for strengthen
position company in face competition in the cement industry.

On the contrary, although There is a number of noted weaknesses, such as
limitations in distribution or Possible a number of aspect technical requirements
improvement, score more weaknesses small This show that PT Semen Tonasa has
succeed guard balance and manage factors negative with Enough good. Comparison
score between strengths and weaknesses This give clear picture that PT Semen
Tonasa be in a very good position for formulate and implement effective competitive
strategies. The main capital owned company in form factors strength This can
maximized for to achieve new market opportunities, increasing performance
company, and strengthen Power competition in the future. The strategy is focused on
strengthening existing strengths and minimize the weaknesses remain There is will
give superiority sustainable competitive for PT Semen Tonasa.

Table 2. External Factor Evaluation

Key Factors (?)V:iglh(:) lt?il:)g Score
Opportunities
1 | High economic growth 0.12 3 0.35
2 | Demographic bonus 0.12 4 0.47
3 Low per capita cement
consumption in Indonesia 0.07 4 0.28
4 | Increasing export growth 0.09 3 0.28
Government policies focused
5 | on infrastructure
development 0.06 3 0.19
Total Opportunities 0.46 1.58
Threats
1 Cement supply exceeding
demand 0.16 4 0.63
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2 | Low-quality coal availability 0.12 2 0.24
3 Government not limiting
new plant development 0.09 2 0.19

Regulations on
4 | environmental and

greenhouse gases 0.06 2 0.13

5 Highly  fluctuating  coal
prices 0.10 3 0.31
Total Threats 0.54 1.49
Total Internal Factors 1.00 3.7

Source: Data processing results, 2024

Based on the table above show that the EFE (External Factor Evaluation) Matrix is
compiled with method identify opportunities and threats faced by PT Semen Tonasa,
then give weight For every factor said, which ranges from between 1.0 (very
important ) to 0.0 ( not important ), depending how much big the impact to factor
strategic company. After that, every factor rated using a rating scale of 1 to 4 based on
its influence on condition company: Rating 1 means its influence weak, Rating 2
means moderate, Rating 3 means strong, and Rating 4 means very strong. Weighting
score for each factor counted with multiply weight with the rating given, resulting in
score weighting that can varies from 4.0 (very good) to 1.0 ( bad ). The total value
obtained from calculation This give description about How company react to factors
external factors that influence their strategy.

The size weight and rating for all factor opportunities and threats faced by PT
Semen Tonasa determined through results interviews and discussions. Based on
recapitulation of the data obtained, it can be seen that the total weight for
opportunities owned by PT Semen Tonasa is 0.46, which is more small compared to
with total weight For threat reaching 0.54. Therefore that, in strategy development,
company must respond the opportunities that exist with the right and effective way.
After done interview and discussion about weight and rating of each factor
opportunities and threats, obtained results that the total score for opportunities owned
by PT Semen Tonasa is 1.58, while threat reached 1.49. The opportunity score owned
company relatively balanced with threats faced. Conditions This require company for
quick respond every the opportunities that exist, as small as whatever, at once still
increase vigilance and control to threats that can bother performance company.

Table 3. QSPM Matrix

Key Factors Weight Market Market Product
Penetration Development Development
AS TAS AS TAS AS TAS
External 1to4 1to4 1to4
1 | High
economic
growth 0.12 3 0.35 3 0.35 3 0.35
2 | Demograph
ic bonus 0.12 4 0.47 3 0.35 2 0.24
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4 | Utilization
of AFR 0.09 3 0.26 3 0.26 3 0.26
5 | Innovation
and
knowledge
manageme
nt 0.07 3 0.21 3 0.21 4 0.28
6 | Sales
below
production
capacity 0.12 2 0.24 2 0.24 2 0.24
7 | Unstable
coal fuel
quality 0.09 3 0.28 3 0.28 3 0.28
8 | Aging
Tonasa 2
and 3
plants 0.11 2 0.22 2 0.22 2 0.22
9 | Significant
clinker
sales
volume 0.07 3 0.21 3 0.21 2 0.21
10 | Centralized
cash
manageme
nt at
Holding 0.06 2 0.11 2 0.11 2 0.11

Total Internal 1.00 6.18 5.85 5.48
Source: Data processing results, 2024

Based on the table above show that market penetration strategy has score highest

of 6.18, followed by with a market development strategy (market development) with
score 5.85, and product development strategy ( product development) product ) with
score 5.48. This result show that market penetration strategy own Power more
attraction and potential big for implemented by PT Semen Tonasa in face current
market dynamics this, compared with two other strategies. Market penetration shows
opportunity for company for expand existing market share, increasing sale products
that have been there is, and utilise source available power with more efficient.
Therefore that, can concluded that the most appropriate strategic priorities for PT
Semen Tonasa is with focus on market penetration, because this strategy offer more
optimal results in increase performance and power competition companies in the
market. Success in implementing this strategy can also give a deeper foundation
strong for explore other strategic alternatives, such as market development and
development products, in the future.

4.1 Discussion

Study This show that the most appropriate strategy for implemented by PT Semen
Tonasa is market penetration (market penetration). With utilise network distribution
through the packing plant, increasing sales (market share) in the province with profit
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margin high, and do efficiency costs across the board stages production, PT Semen
Tonasa can grow and dominate competition. The results of the SWOT and QSPM
analysis conducted strengthen findings that market penetration strategy is choice best
for company. SWOT analysis was conducted with compare conformity between
source internal company power and conditions external faced. Optimal fit can
maximize strength and opportunity company, as well as reduce weaknesses and
threats that exist. Strengths and weaknesses are factors that are completely be under
control management, where the power covers successful elements managed with good
and giving impact positive for organization [3].

Weaknesses, on the other hand, are factors that are not succeed managed with well,
so cause impact negative for company. Opportunities are factor external which is
outside control management, but his presence can open opportunity success for
companies, especially If company own enough power for adapt [7]. Threats are
factors external which is also outside control management, but if appear, can threaten
continuity company. Threats become obstacle main for company in maintain or reach
desired position [3]. The SWOT matrix is tools used for compile corporate strategy
factors. Matrix This can describe in a way clear How company adapt opportunities
and threats external that he faced with strengths and weaknesses [6].

Matrix This produce four possible strategic alternatives, namely: (1) SO (Strength-
Opportunities) strategy, which is designed with utilise all over strength company For
take and utilize opportunity as much as perhaps, (2) ST (Strength-Threats) strategy,
namely a strategy that uses the power that is possessed company For overcome
existing threats, (3) WO (Weaknesses-Opportunities) strategy, which focuses on
exploiting available opportunities with method reduce existing weaknesses, and (4)
WT (Weaknesses-Threats) Strategy, which is oriented towards an approach defensive,
trying reduce Weaknesses and Avoidance possible threats arise.

main strategy that can applied based on Internal- External Matrix is [6]: (a) Growth
Strategy, which focuses on expansion or improvement company That itself, (b)
Stabilization Strategy, namely the strategy implemented with maintain the direction
that has been determined previously without change significant, and (c) Retrenchment
Strategy, which aims to for reduce or reduce scale efforts made. The QSPM
(Quantitative Strategic Planning Matrix) is technique designed analysis for evaluate
Power pull relatively from various alternative strategies that can applied [3]. In
concept, QSPM evaluates to what extent the factors success critical Good external or
internal can utilized or improved for every strategy considered. In other words, QSPM
determines Power pull relatively from various strategies based on to what extent the
factors key external and internal have fixed or utilized.

Attractiveness relatively from every strategy in a set of alternatives counted with
evaluate influence cumulative from factors success key, both of which are external
both internal and external. The number of alternative strategies included in QSPM can
varies, and the number of strategies in one set is also flexible. However, only the
strategy in one set that can evaluated and compared One each other. As for example,
one set of strategies could be covers diversification concentric, horizontal, and
conglomerate, while other sets may involve publishing shares and sales of divisions
for obtain the necessary capital. These two sets of strategies are very different, and the
QSPM only evaluate existing strategies in one of those sets.
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Attractiveness relatively from every strategy counts with evaluate impact
cumulative from factors success critical nature external and internal. One of the
advantages of QSPM are that these strategies can evaluated in a way sequentially or
simultaneously. This tool also requires strategy planner for merge relevant internal
and external factors in the process of taking decision [19]. Amount alternative
strategies included in QSPM can varies, as does the number of strategies in One
devices. However, only strategies in the same device that can evaluated relatively One
each other [3].

One of the advantages of QSPM are his ability for evaluate multiple strategies at
once or in a set of strategies. Advantages other is that analysis conducted using QSPM
to integrate factors relevant external and internal in the process of taking decision.
Every factor counted in a way accurate, so that can minimize error in choose the best
strategy among various available options. According to David [3], although QSPM
development requires a number of decision subjective, making decision small
throughout the process of taking decision can increase possibility that decision
strategic decision taken will effective for organization. Different with SWOT
analysis, QSPM allows researcher for give mark numeric that describes evaluation to
factors important in a way relative and power pull relatively from every strategy.

5 Conclusion

After do SWOT and QSPM analysis, obtained conclusion that the most appropriate
strategy for PT Semen Tonasa is do market penetration. Utilization network
distribution packing plant, improvement sales (market share) in the province with
profit margin high, and implementation efficiency costs across the board stages
production, is factor the key for PT Semen Tonasa can grow and win competition.
SWOT and QSPM analysis conducted show that market penetration strategy is choice
best. Some initiative strategic that can implemented by PT Semen Tonasa For apply
cost leadership through market penetration strategy includes: acquisition or joint
venture with factory derivative cement products ( such as ready mix concrete and
precast), acquisition company coal, online cement sales and direct selling, increasing
use material burn alternatives and materials standard (AFR), reducing use clinker in
cement mill, as well as do efficiency costs throughout the production process with
minimize inventory and improve supply chain. In addition, PT Semen Tonasa is also
advised for utilise policy government related BUMN synergy and increase
communication with Local Government and agency related for get protection to
establishment factory new, especially those involving investors from China.
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