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Abstrak 
This study aims to analyze how the implementation of the concentration 

strategy for small and medium enterprises in manufacturing companies. The 

method used is a qualitative method. The resulting data is descriptive data in 

the form of written or spoken which can be observed within a certain range 

from a comprehensive perspective. This study uses a literature study with a 

content analysis approach. The data used is secondary data in the form of 

writing sourced from articles and books. The research results show that: (1) 

The concentration strategy allows to build a strong reputation in the market as 

well as generate significant name value among consumers. (2) Shifts in 

consumer demand can mean the market for a single product starts to diminish, 

a situation that can put SMEs in financial difficulty. (3) Selection of the 

concentration sub-strategy is the most fundamental thing in efforts to increase 

SME sales. SMEs can choose market penetration if they want to get additional 

shares from the existing market by utilizing existing products. SMEs can 

choose a market development strategy in which SMEs sell existing products in 

new markets. This strategy is used to inspire SMEs to expand opportunities and 

find new customers. SMEs can choose a product development strategy 

whereby SMEs sell new products to existing markets. Horizontal integration 

can be used by SMEs which is aimed at increasing the strength of SMEs in the 

market. 
  

A. INTRODUCTION 

A global economic recession is expected to come in 2023. In the midst of a situation of 

increasing economic uncertainty, Micro, Small and Medium Enterprises (MSMEs) can be a 

savior if their presence can be maximized. Reporting from the official website of the Financial 

Services Authority, in general, an economic recession can be interpreted as a condition where a 

country's economy experiences a decline based on gross domestic product (GDP), the number 

of unemployed, and negative economic growth.   

The MSME sector has an important role in advancing the country's economy. Experience 

has proven that during previous difficult times, such as the 1998 crisis and the Covid-19 
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pandemic, MSMEs became the frontline that could survive and become a solution in facing 

economic problems. MSMEs ihave ibecome ithe ibackbone iof ithe icountry's ieconomy 

ibecause ithey ihave icontributed iGDP ior iGross iDomestic iProduct iand ialso iadded 

iemployment ifor ithe icommunity. iThis ican ibe iseen ifrom idata ifrom ithe iMinistry iof 

iCooperatives iand iSmall iand iMedium iEnterprises. iCurrently, ithere iare i65.4 imillion 

iMSMEs iin iIndonesia, iwhich iemploy i114.7 imillion ipeople ior iabout i56% iof ithe 

iworkforce iin iIndonesia. iIn iaddition, iMSMEs ialso icontribute imore ithan i60% ito ithe 

icountry's iGDP. i(MSME iEmpowerment Report, 2022:5).  

Data from ithe iMinistry iof iCooperatives iand iSmall iand iMedium iEnterprises ialso 

ishows ithat ithe icontribution iof iMSMEs ito iGDP icontinued ito iincrease ibefore ithe 

ipandemic. iHowever, ithis icontribution idecreased ito i37.3% iduring ithe ipandemic. 

i(MSME iEmpowerment iReport, i2022:13). iIn iorder ito isurvive iin ithe imidst iof iintense 

icompetition, iespecially isince ithe ipandemic, ibased ion iMSME iEmpowerment iReport 

idata i(2022:38), there are 83.8% of MSME players who digitize or utilize technology to support 

their business operations. Digitalization is an opportunity for MSMEs to shift from traditional 

trade to new trends that apply technology.   

Digitalization ihas icaused imany iMSMEs ito istart ipromoting itheir iproducts iand 

iservices ithrough idigital iplatforms, iboth iin ithe iform iof iimages iand ivideos. iThen, ithey 

ialso icreate ian ionline istore iin ithe imarketplace ito imake iit ieasier ifor icustomers ito ifind 

itheir iproducts. iMany iMSMEs iuse imarketplace inetworks ito imarket itheir iproducts 

iduring ithe ipandemic i(MSME iEmpowerment iReport, i2022). iAs imany ias i40% iof 

iMSMEs iuse isocial imedia, i38% iuse iinstant imessaging, iuse ie-commerce i13%, iand iride 

ihailing i5%. iThis ishows ithat ionly isome iMSMEs ihave iadapted ito digitalization.  

Furthermore, when itransforming ito idigitalization, iof icourse, iMSMEs iwill iface 

iseveral ichallenges. iA isurvey iconducted iby iDSInnovate ito i1,500 iMSME iowners ifound 

iseveral iobstacles iexperienced iby iMSMEs. iGenerally, i70.2% iof iMSME iowners ihave 

iproblems iwhen imarketing iproducts. iThe inext iproblem iis irelated ito iaccess ito icapital 

i(51.2%), ifulfillment ior isupply iof iraw imaterials i(46.3%), iand idigital iadoption i(30.9%) 

i(MSME iEmpowerment iReport, 2022).  

In order to face challenges related to product marketing, MSMEs need to choose the right 

marketing strategy. Strategy iis irelated ito ia ibasic idecision itaken iby iMSME iactors ithat 

idetermines iin ithe ibusiness ifield iof ithe iorganization imoving inow iand iin iwhat ibusiness 

ifield ithe iorganization iwill imove iin ithe ifuture i(Fauzi, i2015). iMarketing istrategy iis ia 

imarketing imindset iused ito iachieve imarketing igoals i(Kotler i&; iAmstrong, i2018). 

iMarketing istrategy icontains ispecific istrategies ifor ithe itarget imarket, ipositioning iof ithe 

imarketing imix iand ithe iamount iof imarketing iexpenditure i(Kotler i&; iAmstron, 2018). 

This study is aimed at small iand imedium ienterprises (SMEs). SMEs are a type of 

business ithat iplays ian iimportant irole in increasing a country's ieconomic igrowth. iIn 

iIndonesia, SMEs have a major contribution to the economy. This itype iof ibusiness iis irun 

iby iindividuals ior ibusiness ientities ithat iare inot isubsidiaries ior ibranches iof ilarge 

icompanies. SMEs play a role in expanding employment opportunities and employment. The 

vital role of SMEs will be felt in the formation of GDP (Gross Domestic Product). SMEs can 

absorb a lot of labor, more than large businesses. The contribution of SMEs in GDP is also 

greater than large-scale businesses.  
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In an effort to develop an appropriate marketing strategy, it is necessary to know in advance 

the internal and external conditions of the company.  Internal conditions are in the form of 

strengths and weaknesses owned by SMEs, while external conditions are macro environments 

outside SMEs that can provide opportunities and threats to the company (Redjeki et al., n.d.). 

The iconcentration istrategy iis ia istrategy ithat iis iwidely iadopted iby iSMEs. iThe 

iconcentration istrategy iis iused iin irelatively ismall-scale ior inew ibusinesses i(Prayoga iet 

ial, i2022). iConcentration istrategy iis ia itype iof igrowth istrategy iand iis ithe imost icommon 

istrategy ifound iin ivarious icompanies iwhere ithe icompany ionly ifocuses ion ione imain 

iline iof ibusiness iby ihighlighting ithe iprinciple iof idoing ione ithing ivery iwell (David & 

David, 2017).  

The iconcentration istrategy iis used for companies that have a single business to pursue 

their growth (Isdarmanto, 2020) The ifocus iof ithe iconcentration istrategy iis ihow ito 

iincrease icompany igrowth iby iconcentrating ion iits icore ibusiness. SMEs can choose one or 

more of the sub-strategies of concentration in increasing sales or competition. Market 

ipenetration, imarket idevelopment, iproduct idevelopment iand ihorizontal iintegration iare 

isub-concentration strategies that can be used in facing competition (Hutabarat, Jemsly &; 

Huseini, Martani., 2018).  

SMEs are ithe imost iimportant ipillar iin ithe ieconomy iin iIndonesia. iBased ion idata 

ifrom ithe iMinistry iof iCooperatives iand iSMEs iin ithe ifirst iquarter iof i2021, ithe inumber 

iof iSmall iand iMedium iEnterprises iin iIndonesia ireached i64.2 imillion. iThe icontribution 

ito iGDP ireached i61.07% ior iworth iRp i8,573.89 itrillion. iSMEs iand iMSMEs ican ialso 

iabsorb i97% iof ithe itotal iworkforce iand icollect i60.4% iof ithe itotal iinvestment. 

A iconcentrated istrategy iwhere SMEs only focus on a small market segment, rather than 

a wider market (Usmara, 2017). SMEs only market products to a group of customers with 

unique, so if this strategy is successful, it can dominate the target segment of MSMEs (Z. Noor, 

2021). A concentration strategy whereby SMEs can achieve business growth by creating strong 

loyalty to products (A. Mujahidin &; I. Khoirianingrum, 2019). MSMEs can also build more 

intimate long-term relationships with customers (S. K. Tyas &; Chriswahyudi, 2017).   

Concentration strategies require relatively minimal resources (Kavale et al, 2016). MSMEs 

can also avoid competitive pressure from large companies. They often do not want to serve a 

niche market due to the small size of the market (David & David, 2017). However, in the 

market, MSMEs may also have to face many equivalent competitors (Ulya, 2016). Another 

disadvantage is that niche markets offer little revenue due to their limited size and growth 

prospects (Barusman et al, 2021).  The problems faced by MSME players are related to how to 

choose a concentration sub-strategy that can increase their sales.  

 

B. LITERATURE REVIEW 

1. Small and Medium Enterprises (SMEs) Concept 

Small and Medium Enterprises or SMEs are types of businesses that are run on a small to 

medium scale. SMEs are not subsidiaries, branches of companies, or part of large-scale 

companies or businesses. In Law iNumber i20 iof i2008 iconcerning iMicro, iSmall iand 

iMedium iEnterprises. iMicro iEnterprises are businesses that have a turnover below 300 

million per year and the number of workers is below 20 people. While Small Business is a 

business that has a turnover of 300 million to 2.5 billion per year. The number of Medium 
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Enterprise workers is between 30 – 100 people. Then for Medium Enterprises have a turnover 

of 2.5 billion to 50 billion per year.  

Based on Law Number 20 of 2008, SMEs or Small and Medium Enterprises are divided 

into 3 groups, namely Micro, Small and Medium Enterprises. 

a. Micro Business 

Micro Enterprises iare ibusinesses iowned iby iindividuals iand iindividually iowned 

ibusiness ientities. iMicro iEnterprises ihave ia imaximum iasset iof iIDR i50 imillion 

i(excluding iland iand ibuildings ifor ibusiness ipremises). iMicro iEnterprises ihave ia 

imaximum iturnover iof iRp 300 million per year. 

b. Small Business 

Small iBusiness iis ia istand-alone ibusiness, inot ia isubsidiary ior ibranch iof ia imedium 

ior ilarge ibusiness. iSmall iBusinesses ihave iassets iworth iRp i50 imillion ito iRp i500 

imillion, iexcluding iland iand ibuildings. iSales iproceeds ireach iRp i300 imillion to Rp 2.5 

billion per year. 

c. Medium Enterprises 

Middle class businesses are also owned by individuals or privately owned enterprises. This 

business is also not a branch or subsidiary of another company. The total assets owned by 

Medium Enterprises are worth Rp 500 million to Rp 10 billion. As for the turnover or sales 

obtained amounted to Rp 2.5 billion to 50 billion per year. 

2. Marketing Strategy Concept 

Strategy is a broad concept that describes how an organization works to achieve its goals 

(Meilani &; Nugroho, 2023).  Strategy is a basic decision taken by top management that 

determines in the business field of the organization moving now and in what business field the 

organization will move in the future (Fauzi, 2015). Marketing is an activity that aims to identify 

and find human needs (Bassi et al., 2022a). In addition, one definition of marketing is a itotal 

isystem iof ibusiness iactivities idesigned ito iplan, iprice, ipromote iand idistribute igoods ithat 

ican isatisfy idesires iand iachieve ithe itarget imarket iand icompany igoals i(Bassi iet ial., 

i2022b). i iMarketing istrategy iis imarketing ilogic iand ibased ion ithat ibusiness iunits iare 

iexpected ito iachieve itheir imarketing igoals (Nadya et al., 2020).  

3. Concentrated Marketing Concept 

The concentration strategy is one part of the growth strategy. Concentration strategy is a 

company activity to improve the products produced. This istrategy iis icarried iout iby ithe 

icompany iwith ia ifocus ion iproduct ilines ithat iprovide ilarge iresults ior iacceptance.  

Concentration Strategy is divided into 2, namely: (1) Vertical Growth. This igrowth ican ibe 

iachieved ieither iinternally iby iexpanding iexisting ioperations, ior iexternally ithrough 

iacquisitions. i(2) iHorizontal iGrowth. iHorizontal igrowth ican ibe iachieved iby iexpanding 

ithe icompany's ioperations ito iother igeographical ilocations iand/or iincreasing ithe irange iof 

iproducts iand iservices ioffered iin ithe icurrent imarket.  

Concentration istrategy iis ia itype iof igrowth istrategy iand iis ithe imost icommon 

istrategy ifound iin icompanies iwhere ithe icompany ifocuses ionly ion ione imain iline iof 

ibusiness iby ihighlighting ithe iprinciple iof idoing ione ithing ivery iwell. iThis istrategy iis 

iused ifor icompanies ithat ihave ia isingle ibusiness ito ipursue itheir igrowth. iThe ifocus iof 
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ithe iconcentration istrategy iis ihow ito iincrease ithe icompany's igrowth iby iconcentrating 

ion iits icore ibusiness. iConcentration istrategies iare imeant ito compete in a single industry.   

The concentration sub-strategy is divided into market ipenetration, imarket idevelopment, 

iproduct idevelopment, iand ihorizontal iintegration. i i(1) iMarket iPenetration. iMarket 

ipenetration imeans iSMEs igain ian iadditional ishare iof ian iorganization's iexisting imarket 

iby ileveraging iexisting iproducts. iMarket ipenetration iis ian ieffort ito iincrease icompany 

isales iwithout ideparting ifrom ithe ioriginal iproduct imarket istrategy. iCompanies istrive ito 

iimprove ibusiness iperformance ieither iby iincreasing isales ivolume ito iexisting icustomers 

ior iby ifinding inew icustomers ifor iexisting iproducts i(Ansoff iin iAlkasim iet ial., i2018). 

i(2) iMarket iDevelopment. iMarket idevelopment imeans iSMEs isell iexisting iproducts iin 

inew imarkets. iThis istrategy iis iused ito iinspire iorganizations ito iexpand iopportunities iand 

ifind inew icustomers i(Sidi iet ial., i2018). iMarket idevelopment iis a strategy in which a 

company tries to adapt its current product line (generally with some modifications in product 

characteristics) to a new mission (Ansoff in Alkasim, 2018). (3) Product development. Product 

development involves building and selling a new product to an existing market. Product 

development strategies, on the other hand, maintain the current mission and develop products 

that have new and different characteristics such as will improve mission performance (Ansoff 

in Alkasim, 2018). (4) Horizontal integration. SMEs can collaborate or merge with several 

MSMEs, thus minimizing the level of competition and the cost of economies of scale (Ansoff 

in Alkasim, 2018).  

 

C. RESEARCH METHODS 

The method used in this study is qualitative according to Sugiyono (2013) qualitative 

methods are used to examine the natural condition of objects that understand the phenomenon 

of things that are assessed based on the research subject. The data produced is descriptive data 

in the form of written or oral that can be observed in a certain scope seen from a comprehensive 

point of view. This study used a literature study with a content analysis approach. The data used 

is secondary data in the form of writing sourced from articles and books (Moleong, 2018).  

 

D. DISCUSSION 

Concentration strategies iare iused iin ibusiness iand iinvestment isituations. iAs ian 

iapproach ito idoing ibusiness, istrategy iinvolves iSMEs ichoosing ito ifocus imost iof itheir 

iresources ion ideveloping ia ispecific iproduct ior iat ileast ia ismall igroup iof iproducts iaimed 

iat ia ispecific imarket. iAs ian iapproach ito iinvesting, iconcentration istrategies irequire 

iselecting ia ismall igroup iof istocks ito icompose ia iportfolio, irather ithan iopting ifor ia 

imore idiverse icollection iof iinvestments. i iThe iconcentration istrategy iaims ito iprovide ia 

isingular ifocus ion iproduct ilines, iand imarkets iin iwhich iSMEs ichoose ito icompete.  

The concentration strategy allows to ibuild ia istrong ireputation iwithin ithe imarket ias 

iwell ias igenerate isignificant iname ivalue iamong iconsumers. iIn fact, a single product name 

can create a positive perception in the minds of consumers for all products of that type, whether 
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made by SMEs or not. Concentration strategies can be very effective very well, but there are 

some obstacles that must be anticipated.  A shift in consumer demand could mean the market 

for a single product begins to dwindle, a situation that could leave SMEs in financial trouble. 

Innovations iin itechnology ican imake iproducts iless idesirable, ieffectively ending 

production. SMEs that do not diversify are often vulnerable during an economic slowdown, 

especially if the product is perceived as an exclusive product rather than a necessity. Unless 

SMEs have sufficient financial reserves to weather the downturn, there is a high chance that 

SMEs will fail. 

Furthermore, the selection of concentration sub-strategies is the most fundamental thing 

in an effort to increase SME sales. SMEs can choose market penetration if they want to get an 

additional share of the existing market by utilizing existing products. SMEs seek to increase 

sales volume to existing customers or by seeking to find new customers for existing products. 

SMEs can choose a market development strategy where SMEs sell existing products in new 

markets. This strategy is used to inspire SMEs to expand opportunities and find new customers  

Furthermore, MSMEs can choose a product development strategy where SMEs sell new 

products to existing markets. Horizontal integration can be used by SMEs which is aimed at 

increasing the strength of SMEs in the market. Unlike vertical integration, horizontal integration 

involves mastery over other SMEs that provide similar products or services. It helps SMEs 

increase size or expand into new areas or markets. 

 

E. CONCLUSION 

1. The concentration strategy allows to build a strong reputation within the market as well 

as generate significant name value among consumers. 

2. A shift in consumer demand could mean the market for a single product begins to 

dwindle, a situation that could leave SMEs in financial trouble.  

3. The selection of concentration sub-strategies is the most fundamental thing in an effort 

to increase SME sales. SMEs can choose market penetration if they want to get an 

additional share of the existing market by utilizing existing products. SMEs can choose 

a market development strategy where SMEs sell existing products in new markets. This 

strategy is used to inspire SMEs to expand opportunities and find new customers. 

MSMEs can choose a product development strategy where SMEs sell new products to 

existing markets. Horizontal integration can be used by SMEs which is aimed at 

increasing the strength of SMEs in the market.  

 

F. SUGGESTIONS 

1. The need for MSMEs to transform digitalization to promote MSME products and 

services through digital platforms, both in the form of images and videos. Then, MSMEs 

also create online stores in the marketplace to make it easier for consumers to find their 

products.  
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2. MSMEs in marketing products need to choose the right sub-concentration strategy by 

paying attention to access to capital, fulfillment or inventory of raw materials, and 

digital adoption.  
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