
 
 

SUMMARY 
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Autoworld Serpong Branch. Supervised by ARIEF DARYANTO and SETIADI 

DJOHAR. 

 

 Car sales market in Indonesia is growing every year. Sales targets set by 

Gabungan Industri Kendaraan Bermotor Indonesia (Gaikindo) has been achieved 

in 2012 with sales of cars passing over one million units. Many car manufacturers 

in the world try to follow fighting in the Indonesian car market and existing 

manufacturers are trying to keep winning the competition. General Motors 

Indonesia, which has Chevrolet brand initiate to reopen its plant in Pondok Ungu 

Bekasi in 2013 and began producing Chevrolet Spin, a Small MPV car with seven 

seats capacity. 

 The strategy was done by General Motors Indonesia brought a new spirit 

to the Chevrolet dealerships to increase sales volume and their business scale, in 

terms of car sales, services and spare parts. This study used a case study of one 

Chevrolet dealership, PT. Prima Autoworld Serpong Branch. The purpose of this 

study were to analyze the external and internal strategic factors affecting the 

business of PT. Prima Autoworld Serpong Branch and to formulate strategies for 

the company to win the competition and achieve the company targets and goals. 

 Analysis of external strategic factors suggested that the increasing number 

of people who live and migrate to Serpong, the increasing of purchasing power 

and consumption, as well as the development of information technology and 

social media as a promotional media were the three most-important factors of 

company opportunities. Meanwhile, the number of competitors in Serpong, Bank 

Indonesia policy that requires a minimum down payment of 30% loan and the 

plan of building new Chevrolet dealer in Serpong area were the three most-

important factor for the company threats. An evaluation of the external strategic 

factors using EFE Matrix indicated that PT. Prima Autoworld Serpong Branch 

have less response to exploit opportunities and avoid the threats. 

 Internal strategic-factor analysis showed that the company's policy on 

pricing strategies and sales programs, the procurement capabilities, and the 

variation of car stock and display were the three most-important factors of 

company strengths. Meanwhile, the handling of showroom displays, stock 

handling and preparation for delivery to the costumer, as well as the culture of 

product and process improvement were the three most-important factors of 

company weaknesses to be considered. Evaluation of internal strategic factors 

using IFE matrix showed that PT. Prima Autoworld Serpong Branch have weak 

conditions compared to the competitors in its industry. 

 Both of the above conditions, bring the position of PT. Prima Autoworld 

Serpong Branch is at the average position in the Internal-External Matrix, so it is 

necessary to formulate an appropriate and effective strategy within the next few 

years in order to improve the company competitiveness to win the competition 

and achieve the company goals and objectives. The company'
s
 position in the cell 

V is best controlled by maintaining and sustaining strategies, which strategy is 

most commonly done with market penetration and product development. Other 



strategies are also formulated by using the SWOT matrix in order to improve the 

company position into a successful company. 

 This study also produced a strategy formulation for PT. Prima Autoworld 

Serpong Branch in the form of programs and activity stages refered to all analysis 

that has been done. The activity stages that was formulated using QSPM analysis 

made to provide the direction for the company to make the company is able to 

execute these strategies in appropriate stages. This study formulated a three stages 

for the company strategy based on priority and purpose as the next three-years 

strategies, which are divided as follows: Quick-Win Period (first year), Short-Win 

Period (second year), and Long-Win Period (third year). Many programs and 

activities were also defined at each stage of the strategy to achieve company 

vision and mission that has been formulated. 
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