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ABSTRACT 

IMPLEMENTING VALUE-BASED SELLING STRATEGY TO IMPROVE 

SALES PERFORMANCE IN AFTERMARKET UNDERCARRIAGE 

BUSINESS AT PT ABC BALIKPAPAN BRANCH  

(A CASE STUDY OF PT XYZ) 

 

By 

Muhamad Guntur Adi Saputro, Student 

Eduardo Wangsa Saputra S.T., B.Eng., M.T., Advisor 

Assoc. Prof. Dr. Ir. Gembong Baskoro M.Sc., IPU, ASEAN Eng., ACPE, APEC 

Eng., Co-Advisor 

SWISS GERMAN UNIVERSITY 

 

This study implements the Value-Based Selling (VBS) strategy and examines its 

impact on the sales performance of PT ABC Balikpapan Branch in the 

undercarriage business, with PT XYZ as the primary customer account. Amid 

intensifying competition and growing demand for cost efficiency, a price-based 

selling approach is no longer adequate. VBS is therefore adopted as a strategic 

framework centered on creating, quantifying, and communicating customer value, 

anchored in customers' operational needs and Total Cost of Ownership (TCO). 

An action research design with a mixed methods approach was employed. Data 

were collected through historical sales analysis (January 2022–December 2025), a 

structured survey of five internal PT ABC stakeholders, a feedback survey of PT 

XYZ procurement stakeholders, and participant observation. Implementation 

stages covered customer needs identification, TCO and Cost Per Hour (CPH) 

calculation, value proposition development, and evaluation of sales performance 

impact. 

Findings show that VBS implementation positively affected PT ABC's sales 

performance and market share within the PT XYZ account, alongside a shift in the 

commercial relationship from transactional to consultative, supported by a deeper 

understanding of customer business needs. 
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The study concludes that VBS effectively enhances sales performance in the 

undercarriage business amid competitive market dynamics. It contributes 

practically as an implementation reference for heavy equipment distribution 

companies, and academically enriches VBS literature in B2B industrial markets, 

particularly within the Indonesian context. 

Keywords: Sales Strategy, Value-Based Selling, Total Cost of Ownership, Customer 

Value, Sales Performance, Undercarriage 
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ABSTRAK 

IMPLEMENTING VALUE-BASED SELLING STRATEGY TO IMPROVE 

SALES PERFORMANCE IN AFTERMARKET UNDERCARRIAGE 

BUSINESS AT PT ABC BALIKPAPAN BRANCH  

(A CASE STUDY OF PT XYZ) 

 

Oleh 

Muhamad Guntur Adi Saputro, Mahasiswa 

Eduardo Wangsa Saputra S.T., B.Eng., M.T., Pembimbing 

Assoc. Prof. Dr. Ir. Gembong Baskoro M.Sc., IPU, ASEAN Eng., ACPE, APEC 

Eng., Pembimbing Pendamping 

 

SWISS GERMAN UNIVERSITY 

 

Penelitian ini mengimplementasikan strategi Value-Based Selling (VBS) dan 

menganalisis dampaknya terhadap kinerja penjualan PT ABC Cabang Balikpapan 

pada bisnis undercarriage, dengan PT XYZ sebagai akun pelanggan utama. Di 

tengah persaingan yang semakin ketat dan meningkatnya tuntutan efisiensi biaya, 

pendekatan penjualan berbasis harga dinilai tidak lagi memadai. VBS digunakan 

sebagai kerangka strategis yang berfokus pada penciptaan, kuantifikasi, dan 

komunikasi nilai pelanggan, berdasarkan kebutuhan operasional pelanggan dan 

Total Cost of Ownership (TCO). 

Penelitian menggunakan pendekatan action research dengan metode campuran 

(mixed methods). Data dikumpulkan melalui analisis data penjualan historis 

(Januari 2022–Desember 2025), survei terstruktur kepada lima pemangku 

kepentingan internal PT ABC, survei umpan balik kepada pemangku kepentingan 

pengadaan PT XYZ, serta observasi partisipatif. Tahapan implementasi meliputi 

identifikasi kebutuhan pelanggan, kalkulasi TCO dan Cost Per Hour (CPH), 

penyusunan proposisi nilai pelanggan, serta evaluasi dampak terhadap kinerja 

penjualan. 
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Hasil penelitian menunjukkan bahwa implementasi VBS memberikan dampak 

positif terhadap kinerja penjualan dan pangsa pasar PT ABC pada akun PT XYZ, 

disertai pergeseran hubungan komersial dari transaksional menuju konsultatif, 

didukung oleh pemahaman yang lebih menyeluruh atas kebutuhan bisnis 

pelanggan. 

Penelitian ini menyimpulkan bahwa VBS efektif meningkatkan kinerja penjualan 

pada bisnis undercarriage di tengah dinamika pasar yang kompetitif. Penelitian ini 

berkontribusi secara praktis sebagai acuan implementasi bagi perusahaan distribusi 

alat berat, serta secara akademis memperkaya literatur penerapan VBS pada pasar 

industri B2B, khususnya dalam konteks Indonesia. 

Kata kunci: Strategi Penjualan, Value-Based Selling, Total Cost of Ownership, 

Nilai Pelanggan, Kinerja Penjualan, Undercarriage 
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