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ABSTRACT

Value-Based Selling Strategies Implementation to Drive Sales Performance in
Business Unit Instrumentation at PT XYZ

By

Arif Wibowo
Assoc. Prof. Dr. rer. nat. Filiana Santoso, Advisor
Assoc. Prof. Dr. Ir. Gembong Baskoro M.Sc., [PU, ASEAN Eng., ACPE, APEC Eng.
,Co-Advisor

SWISS GERMAN UNIVERSITY

This research aims to evaluate the implementation of Value-Based Selling (VBS) as a
strategic approach to improving sales performance in the instrumentation business unit
of PT XYZ. The study uses the DMAIC framework (Define, Measure, Analyze,
Improve, Control) and data triangulation from sales surveys, internal performance data,
and customer feedback. The implementation was carried out over 10 weeks in two main
industry segments: palm oil and water utilities, involving 13 salespeople and product
specialist support. The results show that VBS enhances communication effectiveness,
accelerates the sales cycle, and increases customer trust in the offered solutions. There
is an increase in sales target achievement and the number of orders from Q2 to Q3 of
fiscal year 2025. However, year-on-year comparisons indicate a decline in performance
compared to Q3 2024, suggesting that the adoption of VBS is still in the early stages
and requires strengthening of competencies and organizational support. This research
concludes that VBS has great potential in transforming B2B sales strategies, but its
success depends on ongoing training, proper customer segmentation, and the
integration of sales tools. These findings provide practical and academic contributions
to the development of value-based sales strategies in Indonesia's B2B industry.

Keywords: Value-Based Selling, sales strategy, DMAIC, sales transformation, B2B.
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