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approach to explore EMKA’s internal capabilities, external market
pressures, client expectations, and strategic marketing gaps. Data were
collected through semi-structured interviews, written client responses, field
notes, internal company information, and secondary data. Five respondents
were selected through purposive sampling, consisting of two internal
management representatives and three client representatives from different
project contexts. The data were analyzed using thematic analysis and
supported by Porter’s Five Forces, PESTLE, competitor analysis, customer
analysis, RBV VRIO, STP, Marketing Mix 9P, SWOT, and TOWS
frameworks. The findings show that EMKA’s main strength lies in technical
credibility, responsiveness, field experience, and independent judgment.
However, the company still faces weaknesses in digital visibility, proposal
standardization, client mapping, portfolio communication, and internal
marketing routines. The study proposes a structured B2B marketing strategy
focused on market visibility, standardized communication materials,
systematic relationship management, digital presence, and internal business
development capability. These strategies are expected to reduce dependence
on limited client networks, improve proposal competitiveness, expand market
reach, and support sustainable growth in the engineering consulting market.
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Introduction

Engineering consulting services have become an important part of modern infrastructure
development, industrial transformation, and technical decision-making (Rogers et al., 2015;
Berglund et al., 2020; Wang et al., 2024). These services support clients in areas such as
feasibility studies, engineering design, project planning, technical evaluation, testing,
commissioning, supervision, and project control. According to Wagner (2012), In business-to-
business markets, engineering consulting firms are not selected only because of price. Clients
also evaluate technical competence, project experience, credibility, responsiveness,
documentation quality, professional reputation, and the ability to provide reliable
recommendations for complex projects (Chih et al., 2019; Ogbu & Imafidon, 2022; Aluko et
al., 2022; Sunindijo et al., 2014; Chakrabarty et al., 2008). This condition makes engineering
consulting different from ordinary service businesses because clients often make decisions
through formal procurement, technical evaluation, risk assessment, and multi-stakeholder
approval.
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The importance of engineering consulting services is closely related to Indonesia’s
infrastructure and construction development. The construction sector remains one of the major
contributors to the national economy. BPS-Statistics Indonesia (2025) reported that the
construction sector contributed around 10.43% to Indonesia’s gross domestic product in the
fourth quarter of 2024. Infrastructure development also remains a strategic priority in
Indonesia’s medium-term development agenda, with projected infrastructure funding needs for
RPJMN 2025-2029 reaching Rp1,905.3 trillion (PwC Indonesia, 2025). These figures show
that engineering and technical consulting services will continue to have strategic relevance.
However, the market also faces serious challenges, including project delays, procurement
pressure, cost efficiency demands, funding uncertainty, technological change, and stronger
competition among service providers.

In this competitive environment, engineering consulting companies need to build more than
technical capability (Mogashoa & Selebi, 2021; Srivastava et al., 2013). They also need strong
market visibility, clear positioning, structured client communication, and consistent business
development activities. Strategic marketing helps companies align market opportunities,
internal resources, customer value, and competitive positioning (Aghazadeh, 2015; Lestari,
2023; Islami et al., 2024; Varadarajan, 2020). In B2B markets, clients usually require clear
evidence before selecting a supplier or consulting partner. They need to see relevant project
portfolios, strong proposal quality, technical credibility, professional communication, and
proof of past performance. Therefore, marketing in engineering consulting services should not
be treated only as promotion. It should function as a strategic capability that helps firms
communicate expertise, build trust, and create new project opportunities (Baloh et al., 2008;
Dahan et al., 2010; Collins & Hitt, 2006; Bellini et al., 2019).

PT EMKA Rekayasa Energi, hereafter EMKA, is an engineering consulting company
established on December 26, 2005. The company provides technical consulting services related
to engineering planning, feasibility studies, testing, commissioning, technical evaluation,
supervision, and project execution support. EMKA serves industrial and institutional clients,
including private companies, state-owned enterprises, and government-related entities. Over
the years, the company has developed project experience in energy and electricity-related
sectors. It also has competent technical personnel and strong trust from several important
clients. These strengths are valuable because technical expertise, project experience,
reputation, and client trust can support competitive advantage in professional service industries
(Alkhatib & Valeri, 2024; Perifanis & Kitsios, 2023; Haseeb et al., 2019).

However, EMKA still faces a strategic marketing challenge. The company’s project acquisition
process remains largely informal and relationship-based. Many project opportunities are
obtained through tenders, bidding, direct appointments, long-term relationships, and existing
professional networks (Nahdi et al., 2024; Hosseini et al., 2020; Adiyanti & Fathurrahman,
2021). This approach has helped EMKA maintain business continuity and preserve trust from
existing clients. Relationship-based marketing remains important in B2B markets because
trust, long-term interaction, and professional credibility influence buying decisions (Wahyudi,
& Sukaris, 2026; Guan et al., 2025). However, excessive dependence on existing relationships
can limit market expansion. A company may have strong technical value, but potential clients
may not recognize that value if it is not supported by visible portfolios, updated company
profiles, strong digital presence, and systematic client outreach.

The need for a more structured marketing system becomes stronger because B2B buying
behavior has changed. Business clients now expect easier access to supplier information, digital
interaction channels, professional content, and clear evidence of service capability (Alamdki &
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Korpela, 2021; Saunila et al., 2019; Corsaro & Anzivino, 2021). Many engineering consulting
firms, EPC-related companies, specialist consultants, and international service providers
already present their capabilities through websites, LinkedIn, digital portfolios, webinars,
technical publications, and standardized proposal materials. These practices make competitors
more visible and easier to compare. As a result, firms with strong technical competence but
weak marketing communication may lose opportunities to competitors that appear more
organized, responsive, and professional in presenting their service value (Zhang et al., 2018;
Homburg & Wielgos, 2022; Bjorkdahl, 2020).

EMKA'’s recent financial condition also strengthens the urgency of this issue. In 2024, the
company experienced a significant decline in financial performance, including a recorded loss
of more than Rp500 million and a limited cash position. The company recovered in 2025
through restructuring actions, asset divestment, shareholder support, and the opening of bank
credit facilities. However, this recovery was not mainly driven by systematic expansion into
new markets. Most new projects still came from existing networks, especially PLN and ESDM-
related relationships. This condition shows that EMKA still has technical credibility and project
execution capacity, but its marketing system has not yet become a proactive engine for
sustainable business growth. In a project-based business, this dependence can increase risk
because demand may fluctuate and client procurement decisions can change over time.

This situation indicates that EMKA’s main challenge is not only financial or operational. It is
also related to marketing capability. The company already has technical expertise, project
experience, and client trust, but these strengths have not been fully converted into systematic
market visibility and broader client acquisition. In professional service markets, value must be
communicated clearly because clients often cannot fully evaluate service quality before
purchase. They rely on signals such as reputation, documentation, past projects, proposal
clarity, professional communication, and responsiveness. Therefore, EMKA needs to
strengthen its B2B marketing strategy so that its technical capability becomes more visible,
credible, and accessible to potential clients.

The practical gap in EMKA'’s case lies in the distance between strong technical capability and
weak structured marketing practice. The company has valuable engineering expertise, but its
marketing activities are still not fully supported by standardized proposal materials, client
mapping, digital visibility, portfolio communication, and internal business development
routines. This issue is important because engineering consulting firms operate in markets where
trust and competence must be proven before clients commit to a project. A more structured
B2B marketing strategy can help EMKA reduce dependence on limited client networks,
improve proposal competitiveness, strengthen professional branding, and expand its project
pipeline.

This study focuses on enhancing EMKA’s B2B marketing strategy by identifying the
company’s key marketing problems and formulating practical strategic directions. The
contribution of this study lies in its focus on a medium-sized engineering consulting firm that
needs to transform relationship-based marketing into a more structured, visible, and sustainable
B2B marketing capability. The discussion is expected to provide practical value for EMKA by
showing how the company can strengthen market visibility, improve client communication,
standardize proposal and presentation materials, manage client relationships more
systematically, and support long-term business growth in the engineering consulting market.
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Method
Research Design

This study used a qualitative single-case study design to examine the B2B marketing strategy
of PT EMKA Rekayasa Energi. The qualitative approach was selected because the research
focused on understanding a specific business issue in depth, particularly how EMKA manages
its marketing activities in a project-based, technical, and relationship-driven engineering
consulting market. This study did not aim to test statistical relationships between variables.
Instead, it aimed to explore EMKA’s internal condition, external market pressure, client
expectations, and strategic marketing gaps within its real organizational context. A single-case
study design was considered appropriate because EMKA represents a relevant case of an
engineering consulting company with strong technical capability but limited structured
marketing practices. The company operates in a specialized B2B service industry where
technical credibility, client trust, project experience, responsiveness, and professional
relationships strongly influence project acquisition. This context allowed the research to
analyze how internal capabilities and external market dynamics shape EMKA’s marketing
strategy. This study does not seek to generalize the findings to all engineering consulting firms
in Indonesia. Rather, it aims to provide an in-depth understanding of EMKA’s marketing
condition and formulate strategic recommendations that fit the company’s specific business
context.

Research Object and Context

The object of this research is PT EMKA Rekayasa Energi, an engineering consulting company
established on December 26, 2005. EMKA provides technical consulting services related to
engineering planning, feasibility study, testing, commissioning, technical evaluation, project
supervision, and project execution support. The company serves industrial and institutional
clients, including private companies, state-owned enterprises, and government-related entities.
EMKA was selected because the company faces a clear strategic marketing challenge. The
company has technical expertise, project experience, and long-term client relationships,
especially in the energy and electricity sectors. However, its marketing activities remain largely
informal and relationship based. Most project opportunities are still obtained through tenders,
bidding, direct appointments, and existing professional networks. This condition creates a
strategic issue because competition in engineering consulting services has become more
structured, visible, and digitally supported. Therefore, EMKA provides a suitable case for
examining how a technical consulting firm can strengthen its B2B marketing capability.

Data Sources

This study used multiple sources of data to obtain a comprehensive understanding of EMKA’s
marketing condition. The data consisted of internal company information, field notes,
managerial clarification, client written responses, and secondary data related to the engineering
consulting market. Internal company information was used to understand EMKA’s
background, service focus, project experience, financial condition, and business development
activities. Managerial clarification and field notes were used to capture internal perspectives
on marketing practices, project acquisition, client relationships, and strategic challenges. Client
written responses were used to understand external perspectives on EMKA’s service quality,
responsiveness, technical credibility, proposal quality, and comparison with competitors.
Secondary data were used to support the analysis of industry conditions, macro-environmental
factors, market trends, competitor visibility, and B2B marketing practices. The use of multiple
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data sources helped the researcher compare internal and external perspectives and strengthen
the validity of the strategic analysis.

Respondent Selection

Respondents were selected using purposive sampling. This technique was used because the
research required information from individuals who had relevant knowledge of EMKA’s
business condition, project acquisition process, service quality, client expectations, and
marketing challenges. The respondents were not selected randomly because this study did not
aim to achieve statistical representation. Instead, the study required information-rich
respondents who could provide meaningful insights into EMKA’s marketing problem. The
study involved five respondents. Two respondents came from EMKA'’s internal management,
while three respondents came from client organizations that had experience working with
EMKA in different project contexts. Internal respondents were selected because they
understood EMKA’s operations, project delivery, internal resources, and business development
process. Client respondents were selected because they could provide external perspectives on
EMKA'’s technical credibility, responsiveness, professional communication, proposal quality,
and service experience. Respondent codes were used to protect confidentiality and maintain
data traceability. This was important because the information involved business-sensitive
issues related to company strategy, client evaluation, project experience, and market
competition.

Table 1. Respondent Profile

Code | Category Role / Context Selection Rationale Data Source
Directly involved in )
Operations operations, project delivery Managerial
R1 Internal P . ’ clarification and
Manager and business development
. field notes
activities

Provided strategic
clarification regarding
company direction and
management issues
Represented client
perspective on regulatory,
study, and approval-related
projects

Represented client
perspective on performance

Managerial
clarification and
field notes

R2 Internal Director

Feasibility study
R3 Client and licensing
project

Written response

Testing and

R4 lient issioni S . itt
Clien commissioning validation and technical Written response
project :
execution
Represented client
. tructi ti lit .
R5 Client Coqs ruction perspective o quality, Written response
supervision project | compliance, HSE, and site

coordination

Full data saturation was not claimed in this study because the research used a single-case design
with a limited number of respondents. However, the selected respondents were considered
sufficient for the research objective because they represented both internal and external
perspectives. They also covered different types of EMKA projects, including feasibility study
and licensing, testing and commissioning, and construction supervision. This respondent
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structure allowed the study to compare company perspectives with client perspectives and
identify the main marketing issues more clearly.

Data Collection Technique

Data were collected through document review, field notes, managerial clarification, client
written responses, and secondary data review. Document review was used to examine internal
company information related to company background, service portfolio, project experience,
business development activities, and financial condition. Field notes were used to record
important observations and contextual information during the research process. Managerial
clarification was used to obtain internal understanding of EMKA’s marketing practices, client
acquisition process, market pressure, competitor comparison, internal resources, and strategic
direction. Client written responses were used to capture client perspectives on service
experience, responsiveness, technical credibility, proposal quality, and future expectations.
Secondary data review was used to understand the external environment, including industry
competition, infrastructure development, digital visibility, and broader B2B marketing trends.
This data collection approach was selected because the study focused on strategic analysis
rather than detailed narrative reporting of interview excerpts. Therefore, the collected
information was synthesized into thematic findings and strategic frameworks.

Analytical Framework

The analysis was divided into three stages: external analysis, internal analysis, and strategy
formulation. This structure was used to ensure that the proposed marketing strategy was based
on both market conditions and EMKA’s internal capabilities. External analysis was conducted
using Porter’s Five Forces, PESTLE analysis, competitor analysis, and customer analysis.
Porter’s Five Forces was used to examine competitive pressure in the engineering consulting
industry, including the threat of new entrants, threat of substitutes, bargaining power of
suppliers, bargaining power of buyers, and rivalry among existing competitors. PESTLE
analysis was used to identify political, economic, social, technological, legal, and
environmental factors that influence EMKA’s business environment. Competitor analysis was
used to compare EMKA with large engineering consulting firms, EPC-related firms, specialist
consultants, independent experts, OEM-related consultants, and international consultants.
Customer analysis was used to understand client needs, purchasing behavior, decision criteria,
and expectations toward engineering consulting services. Internal analysis was conducted
using RBV VRIO, STP, and Marketing Mix 9P. RBV VRIO was used to evaluate EMKA’s
resources and capabilities in terms of value, rarity, imitability, and organization. STP was used
to analyze EMKA’s segmentation, targeting, and positioning in the B2B engineering consulting
market. Marketing Mix 9P was used to assess EMKA'’s service marketing elements, including
planning, product, price, place, promotion, people, partners, presentation, and passion. The
results of the external and internal analyses were then integrated into SWOT analysis and the
TOWS matrix. SWOT analysis was used to summarize EMKA’s strengths, weaknesses,
opportunities, and threats. The TOWS matrix was used to formulate strategic alternatives by
matching internal and external factors. This sequence ensured that the proposed strategies were
derived from the research findings and aligned with EMKA’s actual business condition.

Data Analysis Procedure

The data were analyzed using thematic analysis. The collected data were reviewed repeatedly
to identify recurring issues related to EMKA’s B2B marketing condition. The first stage was
data familiarization, where the researcher examined all collected information to understand the
overall meaning of the data. The second stage was initial coding, where relevant information
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was grouped based on recurring issues such as relationship-based marketing, technical
credibility, client trust, responsiveness, proposal quality, market visibility, competitor pressure,
and internal system limitations. The third stage was theme development. The initial codes were
refined into broader themes that reflected EMKA’s marketing condition and strategic
challenges. Information related to tenders, direct appointments, repeat clients, and professional
networks was grouped under relationship-based marketing. Information related to company
profile, website, LinkedIn activity, proposal materials, and portfolio documentation was
grouped under marketing visibility and communication. Information related to technical
expertise, project experience, field understanding, and independent judgment was grouped
under technical credibility. The fourth stage was framework-based interpretation. The
identified themes were connected to the analytical frameworks used in this study, including
Porter’s Five Forces, PESTLE, competitor analysis, customer analysis, RBV VRIO, STP,
Marketing Mix 9P, SWOT, and TOWS. This stage helped the researcher move from descriptive
findings to strategic interpretation. The final stage was strategy formulation, where the findings
were translated into practical recommendations for strengthening EMKA’s B2B marketing
capability.

Result and Discussion

The main themes from the collected data are summarized before the detailed framework
analysis. R1 and R2 represent internal perspectives, while R3, R4, and RS represent client
perspectives.

Table 2. Thematic analysis summary

Theme Supporting Evidence summary | Analytical meaning
respondents
EMKA obtains many
projects through Relationship remains
tenders, direct .
appointments, long- an important
pp C strength, but it needs
term relationships, Y .
. . and existing to be 1nst1t.ut10nahzed
Relatlonshlp-based RI, R2, R3-R5 professional through client
marketing . mapping, regular
networks. Client
follow-up, and
respondents also .
L structured business
indicate that trust
. development
and previous .
. . routines.
experience influence
vendor selection.
Technical Technical credibility
competence, project | is EMKA's main
experience, value proposition and
methodology, field should be
Technical credibility R1, R3-R5 understanding, and communicated more
ability to solve clearly through
project-specific proposals, portfolios,
issues are central in | and professional
client evaluation. materials.
Client trust and Clients value EMKA can
. R3-R5 . : .
responsiveness responsiveness, differentiate itself
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flexibility,
independence, and
the ability to adapt to

from larger or more
bureaucratic
competitors by

emphasizing agility
and reliable
execution.

EMKA's technical
value is not
sufficiently visible to
new prospects, which
limits market reach
outside existing

project dynamics.

The company
profile, website,
LinkedIn presence,
and portfolio
communication are
not yet used

Limited visibility R1,R2

consistently. networks.
Clients consider the Standardized
clarity of scope, proposal and
methodology, presentation
) documentation, materials are needed
Proposal quality and . .
X R3-R5 presentation, and to improve
documentation . )
professional consistency and
communication credibility in client-
when evaluating facing
consultants. communication.
Marketing activities
are not yet B2B marketing
formalized and still | capability should
Internal system
limitations R1,R2 depend on key become system-
individuals and supported rather than

informal business
routines.

person-dependent.

Competitive Pressure and Market Direction

The external analysis shows that EMKA operates in a competitive and dynamic industry. Based
on Porter's Five Forces, the threat of new entrants is moderate. Entry to the engineering
consulting industry is formally open, but gaining credibility is difficult because clients strongly
consider technical competence, reputation, professional networks, and project experience. This
finding is important because it shows that the main barrier in engineering consulting is not
merely legal entry, but trust-based entry. A new competitor can establish a company, but it
cannot easily build a credible project history or gain access to institutional buyers. This
supports Porter's argument that industry competition is shaped by structural forces, but it also
extends the analysis by showing that in engineering consulting, intangible credibility functions
as a practical entry barrier (Khaled, 2020).

The threat of substitutes is also moderate. Alternatives such as internal client teams, OEM
support, and digital tools can support some technical activities, but they cannot fully replace
independent engineering judgment, on-site validation, and project-specific expertise. This
finding has strategic meaning for EMKA because technological change should not be seen only
as a threat. Instead, digital tools can become a complement to EMKA's field-based expertise if
the company uses them to improve reporting speed, documentation quality, and analytical
consistency. This is consistent with B2B marketing literature, which argues that service
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providers need to adapt their value delivery when buyers expect more efficient and digitally
supported interactions (Wirtz & Kowalkowski, 2023; Grandinetti et al., 2020; Rangaswamy et
al., 2020). Supplier power is moderate to high because the industry depends not only on
vendors, but also on specialized experts, associate consultants, and technical equipment
providers. Limited availability of specific experts can influence project cost and execution.
Buyer power is high because institutional buyers such as PLN, IPPs, EPCs, and government-
related entities have formal procurement processes, the ability to compare proposals, and strong
sensitivity toward price, time, and risk. Rivalry among existing competitors is also high
because the market is project-based, demand can fluctuate, and competition happens across
price, technical quality, relationship, documentation quality, and credibility. These findings
indicate that EMKA must compete not only by maintaining technical quality, but also by
improving how that quality is communicated and converted into client confidence.

The PESTLE analysis strengthens this finding. Politically, the industry is policy-driven because
electricity infrastructure development and energy transition priorities directly affect the project
pipeline. Economically, investment fluctuation, project delays, cost pressure, exchange rate
movement, and interest rate changes can create uncertainty for project-based firms. Socially,
sustainability awareness and the need for energy efficiency increasingly influence client
decisions. Technologically, analysis software, digital tools, and documentation systems are
becoming more important, although technology integration requires investment and human
resource readiness. Legally, the industry requires strong compliance because tender documents,
contracts, scope of work, and project changes can create legal risk. Environmentally, energy
transition and ESG-related demands create opportunities for performance evaluation,
efficiency optimization, loss reduction, and renewable energy-related consulting. PESTLE
therefore does not only describe the external environment but also explains why EMKA's future
marketing strategy should emphasize credibility, adaptability, and relevance to energy
transition needs.

Competitor analysis from EMKA's perspective shows that competition does not come from a
single homogeneous group. EMKA competes with large national engineering consulting
companies, EPC-affiliated firms, specialist consultants, independent expert groups, OEM-
related consultants, and international consultants. Large-scale competitors usually have
stronger brand recognition, organizational capacity, experts, equipment, financial stability,
systems, and documentation. Specialist consultants may have deep technical expertise in
narrow services. Independent experts often have strong field experience and personal
connections. International consultants tend to offer stronger methodology, reporting systems,
and integration between technical and commercial aspects. These patterns show that EMKA's
competitive issue is not simply a lack of technical capability. The more strategic issue is that
competitors may look more visible, organized, and professionally presented to buyers.

From the clients' perspective, competitors are evaluated not only based on size or brand but
also based on the alignment between their services and the specific project needs. Clients
recognize that large and international consultants often have stronger systems and
documentation quality. However, they also see weaknesses such as higher cost, slower
response, lower flexibility, and weaker adaptation to local or on-site conditions. This creates a
strategic opportunity for EMKA: the company does not need to imitate large competitors
completely, but must strengthen the way it communicates its agility, field experience,
independence, and cost-effective technical value. Customer analysis confirms that B2B buyers
in engineering projects make decisions through a rational, formal, and multi-stakeholder
process. Technical credibility remains the most important factor, followed by relevant
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experience, methodology, independence, responsiveness, proposal quality, price, and
professional reputation.

Table Kesalahan! Tidak ada teks dari gaya yang ditentukan dalam dokumen.. External
analysis summary

procurement, price

] . Strategic
Framework Key finding Supporting source implication
Esz’fr pa(;?’g a}?g . EMKA needs clearer
ry ghdu differentiation and
to formal
stronger proposal

Porter's Five Forces pressure, project R1, R3-R5 communication to
based competition, compete bpyond
and competitor relationship-based
comparison. access.
Policy dlrect.l(.)n, EMKA should
energy transition, connect its service
funding uncertainty, . )
compliance R1, company offerings with energy
PESTLE : context, secondary | transition,
requirements, and : .
dicital tools affect data compliance, technical
&l . reliability, and
project opportunities efficiency needs
and consulting needs. Y ]
Competitors may EMKA needs better
have stronger brand A
. visibility,
recognition, standardized
documentation resentation
Competitor analysis | quality, digital R1, R3-R5 P .
visibilit materials, and clearer
or anize}llt,ional communication of its
s ftems and independent and
ﬁ};lancia,I capacity agile technical value.
Clients prioritize EMKA should
technical credibility, strengthen client-
relevant experience, facing
: thodol icati
Customer analysis me odology, R3-R5 communlcatlpn,
independence, proposal clarity, and
responsiveness, relationship
proposal quality, management
price, and trust. routines.

Technical Strength and Marketing Capability Gap

The internal analysis using RBV VRIO shows that EMKA's main strengths are largely
intangible. The company has strong technical expertise in power plant performance testing,
commissioning, engineering review, technical due diligence, and feasibility study. This
expertise is supported by experience in gas-fired, coal-fired, geothermal, and solar-related
projects, including work connected with PLN contracts and international standards such as
ASME PTC. EMKA also has a reputation as an independent technical party, which supports
client trust in performance testing and commissioning projects. This finding supports the
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resource-based view because EMKA's most meaningful resources are not physical assets, but
technical knowledge, experience-based judgment, relationships, and reputation. However, the
VRIO analysis also shows that many of EMKA's strengths are not yet fully system based.
Technical expertise and reputation are valuable, but they are not entirely rare because other
large or specialist competitors may have similar resources. Knowledge capital is valuable, but
it has not been fully organized through an integrated knowledge management system.
Experience-based judgment and organizational flexibility can become temporary competitive
advantages, but they are still highly dependent on key individuals. This means that EMKA's
current competitive advantage is strong in practice, but not yet fully reinforced by scalable
internal systems and governance. Theoretically, this finding supports the RBV argument that
resources need to be organized before they can generate stronger and more sustainable
advantage. Practically, it means that EMKA must move from person-based credibility to
system-supported credibility.

The STP analysis shows that EMKA already has a focused and selective market approach. Its
segmentation is concentrated in the power generation sector, including coal, gas-fired,
geothermal, solar, EPC contractors, and IPPs. EMKA also prioritizes small to medium-scale
projects, while selectively handling large projects by considering capacity and risk. In
targeting, EMKA focuses on PLN Group, EPC contractors, and mid-sized IPPs because these
segments require technical independence, compliance, and risk-sensitive evaluation. Its
positioning is as an independent, technically rigorous, and field-oriented engineering
consultant. This positioning is strategically relevant because it differentiates EMKA from
larger bureaucratic firms, more expensive foreign consultants, and internal EPC teams.

The Marketing Mix 9P analysis shows that EMKA's marketing approach is still project-driven
and relationship-based. In planning, marketing activities are not yet fully formalized and are
mostly integrated with business planning and project pipeline evaluation. In product or service,
EMKA has strong technical offerings, especially in performance testing, due diligence,
feasibility study, and technical advisory. In price, EMKA uses project-based pricing that
considers scope, project complexity, duration, expert involvement, and cost structure. In place,
EMKA reaches clients through tender systems, direct relationships, and project networks. In
promotion, however, EMKA still has weak visibility because the company has not consistently
used its website, LinkedIn, professional content, or portfolio communication. This finding
confirms that EMKA's main weakness is not the absence of value, but the absence of a
structured system to communicate and market that value.

The remaining elements of the Marketing Mix 9P also show the same pattern. EMKA has
capable people because technical expertise is one of the company's most important strengths.
Partners are important because project execution often involves associate experts, technical
networks, EPCs, and institutional clients. Presentation is still an area that needs improvement,
especially in company profile design, proposal standardization, portfolio documentation, and
consistent visual identity. Passion appears in EMKA's commitment to accurate and reliable
engineering work, but this value has not been communicated strongly as part of the company's
branding. Therefore, internal analysis indicates that EMKA has strong technical substance, but
it still needs stronger marketing structure, communication materials, and business development
systems.
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Table 4. Internal analysis summary

Framework Key finding Supporting source | Strategic implication
EMKA has valuable
technical expertise, EMKA needs to
reputation, project institutionalize
experience, client technical knowledge,
RBV VRIO trust, and R1, R2, R3-R5 marketing routines,
organizational and business
flexibility, but many development
strengths are not yet capability.
fully system based.
EMKA already

focuses on power

generation, EPC The positioning

contractors, PLN should bﬁ?

Group, and mid- communicated more
STP sized I’PPs with R1, R2 consistently through

positioning as an company proﬁls:,.

independent, agile proposal, and digital

and technically presence.

rigorous consultant.

Product, people, ]sztlr\:)[nKérn‘tffa(ilsdin

partners, and passion o ogsal tem lat%s

are relatively strong, p rff i p ’
) ) while planning, portiotio

Marketing Mix 9P romotion R1, R2, R3-R5 documentation,
p ’ LinkedIn/website

presentation, and
process consistency
are still weak.

activity, and clearer
internal marketing
roles.

From Relationship-Based Marketing to Structured B2B Capability

When the external and internal analyses are integrated, the main strategic issue becomes
clearer. Externally, the market is becoming more competitive, buyers are more selective, and
competitors are strengthening visibility and documentation. Internally, EMKA has strong
technical resources, client trust, and flexibility, but its marketing process is still informal and
highly dependent on relationships. This interaction creates a strategic gap: EMKA already has
value to offer, but the market may not fully recognize that value because it is not consistently
communicated through structured marketing channels.

This finding supports previous B2B marketing studies that emphasize the role of relationship
quality and trust in industrial markets (Lasrado et al. 2023). However, the findings also extend
the discussion by showing that relationship-based marketing alone may become insufficient
when buyers increasingly expect professional documentation, digital accessibility, and
structured communication. In EMKA's case, relationship capital remains useful, but it needs to
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be supported by marketing capability. Therefore, the strategic question is not whether EMKA
should abandon relationship marketing, but how EMKA can institutionalize and strengthen it
through client mapping, proposal standardization, project portfolio documentation, and
systematic follow-up.

The root cause of EMKA's marketing problem is the absence of an institutionalized B2B
marketing system. This root cause explains why several weaknesses appear across the analysis:
low brand visibility, dependence on existing clients, limited business development routines,
inconsistent presentation materials, and dependence on key individuals. These weaknesses are
connected rather than separate. Limited visibility reduces new client awareness. Limited client
mapping reduces market expansion. Lack of standardized proposals reduces professional
consistency. Dependence on key individuals creates delivery and business development risk.
Therefore, the proposed strategy needs to address these issues as a system, not as isolated
marketing actions.

From a theoretical perspective, this research shows that the resource-based view and B2B
marketing capability should be connected in service-based engineering firms. Technical
expertise, reputation, and client trust can create value, but they need to be organized through
marketing processes before they become stronger sources of competitiveness. The study also
shows that STP and Marketing Mix 9P remain useful in engineering consulting because they
translate intangible service capability into clearer target markets, positioning, communication

materials, people, partnership, and presentation strategy.

Table 5. Triangulation summary

. Document /
Main Internal . . .
. . Client evidence secondary Interpretation
finding evidence .
evidence
R1 and R2 R3-R5 confirm . )
.. Company Relationship
. indicate that that trust, . 4 . .
EMKA relies . . project history | marketing remains
projects mostly | previous . .
on . shows repeated | important, but it
) . come from experience, and
relationship- . oy s work from needs to be
tenders, direct credibility
based AppOIntments influence related sectors | supported by
marketing. ppomntments, and institutional | structured B2B
and existing vendor )
: networks. marketing.
networks. selection.
RI and R2 Company
highlight R3-R5 value 1;‘1’ g rt: Technical
technical EMKA's ppo ) credibility is a core
EMKA has . . experience in )
expertise, technical strength, but it
strong . 1 power-related
- project ability, . must be
technical . : projects, )
ot experience, and | responsiveness, . communicated
credibility. . testing,
independent and field . more
. . commissioning, .
technical understanding. o s professionally.
. dement and feasibility
Juee ' study.
R1 and R2 R3-R5 sh mpetitor an
EMKA has | 1 andR2 3-RSshow | Competitor and | gy e x 1o
L. indicate limited | that secondary data )
limited . . . . stronger branding,
use of website, | documentation | show increasing
market . . - company profile,
. LinkedIn, quality and use of digital
visibility. . . and
portfolio professional and
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communication, | presentation professional digital/professional

and structured matter in vendor | B2B visibility. | visibility.

promotion. evaluation.

Internal

R1 R2 sh R3-R t . :
EMKA and R2 show | R3 .5 expec materials exist Proposal .

dependence on | consistent templates, client
needs R but are not yet .
stronger key individuals | proposal full database, portfolio
SUrong and informal quality, Yoo documentation,
internal : o standardized

. business communication, | . . and follow-up

marketing into integrated .

development and . routines are
systems. . . marketing

routines. responsiveness. | . needed.

SWOT, TOWS, and Strategic Priorities

The SWOT analysis summarizes the external and internal findings. EMKA's strengths are
strong technical expertise in power-sector engineering consulting, reputation and trust from
clients, project experience in power generation and related sectors, agility compared with more
bureaucratic competitors, and experience-based judgment in project execution. Its weaknesses
are the absence of a structured B2B marketing strategy, dependence on a limited client network,
low digital and public visibility, internal system limitations, and reliance on key individuals.
Opportunities include rising demand for independent technical consulting, energy transition
and ESG-related projects, the use of digital and professional platforms in B2B marketing, and
the possibility of expanding beyond existing client networks. Threats include competitors with
stronger brands and systems, more digitally active consulting firms, price and relationship-
based rivalry, high bargaining power of institutional clients, and project fluctuation risk. The
SWOT factors are specific to EMKA because they reflect the company's actual strategic

condition.
Table 6. SWOT Summary
SWOT element Summary Supporting source | Strategic meaning
Technical expertise, EMKA has strong
reputation and client technical value that
Streneths trust, project R1, R2, R3-R5, can support
& experience, agility, company portfolio | differentiation in
and experience-based engineering
judgment. consulting services.
Unstructured B2B The main challenge
marketing strategy, is not technical
dependence on limited capability, but the
Weaknesses | Clint networks, low RLRy | dbsenceofan
visibility, internal institutionalized
system limitations, marketing and
and reliance on key business
individuals. development system.
Demand for . EMKA can expand
independent technical
. market reach by
Opbortunities consulting, energy R1, secondary data, nnecting it
pp transition and ESG- market context connecting 1ts
. technical expertise
related projects, .
- ) with visible and
digital/professional
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platforms, and

structured marketing

fluctuation.

expansion beyond communication.

existing networks.

Competitors with

stronger brands and EMKA must

systems, digitally improve

active cqnsulting R1, R3-RS5, differentiatipn,
Threats firms, price and . . | documentation,

relationship-based competitor analysis visibility, and client

rivalry, buyer power, relationship

and project management.

The TOWS matrix suggests that EMKA should develop strategic initiatives at three levels.
First, EMKA should use its technical expertise, reputation, and field experience to strengthen
positioning as an independent and agile technical consulting partner. Second, EMKA should
reduce weaknesses in marketing visibility and business development by improving digital
presence, company profile, project portfolio, proposal standardization, and client mapping.
Third, EMKA should strengthen internal systems and knowledge management so that
competitiveness does not depend only on key individuals. These initiatives are higher-level
strategic directions because they focus on capability development, competitive positioning,
value communication, and long-term organizational growth rather than only short-term

operational tasks.

Table 7. TOWS strategy summary

Strategy type

Strategic direction

Supporting logic

SO

Use technical expertise,
reputation, and  project
experience to enter growing
energy transition and
engineering consulting
opportunities.

Matches EMKA's technical
strengths with rising demand
for independent and credible
technical consulting.

ST

Use reputation,  agility,
responsiveness, and technical
credibility to differentiate
from larger or more visible
competitors.

Uses internal strengths to
reduce pressure from
competitors with  stronger
brands, systems, and digital

visibility.

WO

Improve digital visibility,
company profile, portfolio
communication, client
mapping, and  proposal
standardization.

Uses market opportunities and
B2B digital/professional
platforms to reduce
weaknesses in  marketing
structure and visibility.

WT

Standardize proposal,
documentation, knowledge
management, and internal
business development
routines.

Reduces dependence on key
individuals and limited clients
while responding to intense
rivalry and buyer power.
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Because not all strategic actions can be implemented at the same time, priorities were selected
based on expected impact, feasibility, resource requirements, and contribution to competitive

advantage. The prioritization is presented in Table 8.

Table 8. Strategic priority selection

A trategi Expect R Resource
Priority S ategle Xpec ed Feasibility e e .
rationale impact implication
R n D High beca
©5po ds High impacton | . gh bec use
directly to the . it can begin
Structured B2B business o
. root cause of with internal Low to
marketing . development o
informal and . coordination moderate
system . : consistency and :
relationship- : and client
. client reach .
based marketing mapping
Moderate
Addresses low —_ )
eyt High impact on | because it
e visibility .
Market visibility . awareness, requires
. compared with oy o1e
and professional . credibility, and content, Moderate
) more digitally
branding . proposal profile,
active . .
competitors competitiveness | portfolio, and
P digital updates
Moderate
Reduces )
L because it
dependence on High impact on requires
Client expansion | existing long-term project 4 .
. : . .2 networking, Low to
and relationship | networks while | pipeline and
. . follow-up moderate
management preserving business .
. > N routines, and
relationship sustainability
market
strength .
mapping
Strengthens High because
professionalism | Medium to high | it can be
Proposal and .
. and reduces impact on developed
documentation . . Low
R dependence on tender/direct- from existing
standardization |. . . i . :
individual offering quality | internal
knowledge materials
rt . .
Suppo S Medium to high | Moderate
Internal continuity of . )
. . impact on because it Low to
marketing business L .
o1 organizational requires clearer moderate
capability development : !
. readiness role allocation
activities

The prioritization shows that EMKA should first build a structured B2B marketing system and
strengthen market visibility because these two priorities respond directly to the most critical
gap. Client expansion, proposal standardization, and internal marketing capability should
follow because they support the sustainability of the first two priorities. This order is important
because digital visibility without internal follow-up would not create a strong business
development process, while client expansion without standardized materials would reduce
consistency in communicating EMKA's value.
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Proposed Business Solution and Implementation Logic

The proposed marketing direction focuses on five connected initiatives. First, EMKA needs a
clearer marketing plan by setting target markets, managing a project pipeline, and conducting
more focused business development activities. Second, EMKA should improve market
visibility by updating the company profile, strengthening project portfolio documentation,
optimizing the website and LinkedIn profile, and publishing engineering insights or project
highlights. Third, the company should maintain its project-based pricing system while
explaining the scope of work, technical value, and proposal breakdown more clearly to clients.
Fourth, EMKA should improve standardization in proposals, reports, presentation materials,
and company visual identity to strengthen professional credibility. Fifth, EMKA should
maintain existing relationships while expanding collaboration with EPC companies,
engineering partners, and professional communities.

The managerial implication is that EMKA should not treat marketing as a separate promotional
activity, but as part of its strategic capability. For a consulting firm, marketing is closely
connected with trust, technical evidence, client communication, and professional credibility.
Therefore, improving company profile, proposal templates, project portfolio, and client
database is not only administrative work. These activities help convert technical expertise into
visible market value. This also explains why strategic priorities related to documentation,
visibility, and client mapping should receive early attention.

The implementation plan can be developed over one year. In Q1, EMKA should strengthen
internal foundations by compiling a target client database, updating the company profile,
developing proposal templates, and improving internal coordination. These actions should
come first because they create the basic materials and internal structure needed for future
marketing activities. In Q2, EMKA should enhance visibility and operational consistency
through website improvement, LinkedIn optimization, standardized documentation, and
regular client follow-ups. This stage builds on QI by using the newly prepared materials in
outward-facing communication. In Q3, the focus should shift to external networking through
engineering forums, seminars, business exhibitions, EPC partnerships, and publication of
engineering insights. This stage is placed after internal preparation so that EMKA enters
external channels with stronger branding and clearer materials. In Q4, EMKA should evaluate
the effectiveness of the implemented strategy, maintain networking activities, and strengthen
branding consistency for the next business cycle.

The sequence is designed to balance impact and feasibility. The first stage emphasizes low-
cost internal readiness, the second stage improves visibility, the third stage expands external
reach, and the fourth stage evaluates and institutionalizes learning. This sequencing is suitable
for EMKA because the company has a lean structure and should avoid implementing too many
activities at once. The proposed strategy does not require large capital investment in the early
stage. The main resource requirement is internal commitment, documentation effort, content
development, and consistent business development follow-up. Over time, these activities are
expected to increase market visibility, improve proposal competitiveness, expand the project
pipeline, reduce dependence on limited clients, and support more sustainable business growth.
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Table 9. Implementation KPI

Timeline Main action KPI / success indicator
Minimum 30 target
Build target client database | companies listed; one
Q1
and update company profile. | updated company profile
completed.
Minimum two standardized
Q1 Develop proposal and proposal templates and one
presentation templates. company presentation
template completed.
Improve website and Website content updated;
Q2 P LinkedIn updated at least
LinkedIn presence. .
two times per month.
Minimum 10 follow-ups to
Conduct regular client existing or potential clients
Q2 . : :
follow-up routine. recorded in the client
database.
Minimum two professional
Join networking activities | events joined; minimum five
Q3 )
and approach partners. new partner or client
contacts recorded.
. . o Minimum two technical or
Publish engineering insights .
Q3 or proiect hichliehts project-related contents
project Ightignts. published.
Number of leads, proposal
Q4 Evaluate marketing submissions, follow-ups,
implementation. and new opportunities
reviewed.
. One marketing evaluation
Prepare next-year marketing
Q4 lan report and one next-year
plan. action plan completed.

The implementation KPI for EMKA’s proposed B2B marketing strategy over a one-year
period. The implementation plan is divided into four quarterly stages to ensure that the strategy
can be executed gradually and systematically. In Q1, the focus is on building the internal
marketing foundation through the development of a target client database, updated company
profile, proposal templates, and presentation materials. These actions are important because
EMKA needs standardized marketing tools before expanding its external business development
activities.

In Q2, the focus shifts to improving market visibility and client engagement. Website updates,
regular LinkedIn activity, and structured client follow-ups are expected to increase EMKA’s
professional presence and strengthen communication with existing and potential clients. In Q3,
EMKA is expected to expand its external network by joining professional events, approaching
new partners, and publishing technical or project-related content. These activities support the
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company’s effort to reach broader market opportunities beyond its existing client network. In
Q4, the implementation focuses on evaluation and future planning. EMKA needs to review the
number of leads, proposal submissions, follow-ups, and new opportunities generated from the
marketing activities. This evaluation will help the company identify which actions are effective
and which areas need improvement. The preparation of a next-year marketing plan also ensures
that the B2B marketing strategy does not stop as a short-term program but becomes a
continuous business development system. Overall, the KPI structure shows that EMKA’s
marketing improvement should begin with internal readiness, continue with visibility
enhancement, expand into networking activities, and end with evaluation for long-term
sustainability.

Conclusion

This study concludes that PT EMKA Rekayasa Energi has strong technical credibility, project
experience, client trust, and agility in engineering consulting services, but its B2B marketing
activities are still largely informal, relationship-based, and dependent on existing networks.
The findings show that EMKA’s main strategic challenge is not the lack of technical capability,
but the absence of a structured marketing and business development system that can
communicate its value more clearly to potential clients. Through external and internal analysis,
this study identifies the need for stronger market visibility, standardized proposal and
presentation materials, improved digital presence, systematic client mapping, regular follow-
up routines, and stronger internal marketing capability. The proposed strategy emphasizes a
gradual implementation process, starting from internal marketing readiness, followed by digital
visibility improvement, networking expansion, and performance evaluation. These actions are
expected to help EMKA reduce dependence on limited client relationships, improve proposal
competitiveness, expand its project pipeline, and support more sustainable business growth in
the engineering consulting market.
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