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Abstract 
Competition in the flat glass market in Indonesia since 2015 has been increasingly severe because 
much imported glass has entered Indonesia. The rapid rate of imported glass is due to two factors:  
the enactment of the free trade pact in Southeast Asia and the expansion of the Chinese glass factory 
that built new factories in the Southeast Asia region, especially in Malaysia. Most of the imported 
glass entering Indonesia is commodity glass at a lower than local products, so they have begun to 
take a portion of the market share of local products. This competition is getting more onerous 
because the local flat glass industry has difficulties in reducing the price to be equal or lower than 
competitors' price due to the production cost structure is already too high. This research explores 
the basic concepts of strategies carried out by local flat glass companies in the face of competition 
in the flat glass industry. This is based on the concept of value innovation in the framework of “blue 
ocean shift.”  The research method used is an exploratory case study draws on an in-depth field 
study conducted in a local flat glass company based in Indonesia.  
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Introduction 

The Indonesian flat glass industry began to be built in 1971 and began commercial production in 1973. 
Building a flat glass factory at that time was to reduce dependence on imported glass. The growth of 
the glass industry in Indonesia reached its best in the 2000s, at that time there were 5 players in the 
domestic flat glass industry. The flat glass industry has grown along with the economic growth in 
Indonesia. Increasing competition in the domestic flat glass industry has caused domestic flat glass 
industry players to drop and leaving only two players who have survived since 2017. This intense 
competition is caused by the entry of imported glass from China at lower prices in recent years.  

In general, the flat glass industry's business environment condition can be seen from the flat glass 
market transactions throughout the world. In 2015 the global market demand for flat glass was around 
73.2 million metric tons (~ 9.3 billion square meters), with a market value equivalent to 35 billion US 
dollars (USD). This market has grown around 4 to 5 percent a year. 
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Figure 1. The Trend of Flat Glass market volume  2012 - 2022 
(Statista.com, 2015) 

 
China is the largest producer of glass and glass products, producing more than 50 percent of the 

global output of flat glass. China has the most significant number of flat glass factories in the world. 
The growth of flat glass factories in China began to increase rapidly around the 2000s. During 2001-
2011, the number of float lines in China has increased nearly three times as well as the total production 
increased from 12 million tons to 35 million tons in 10 years (NSG Groups, 2010). The rapid growth of 
the flat glass industry in China has push them to export their product to Southeast Asian region, 
including to Indonesia.  
 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

Figure 2. Total Flat Glass Production of China 2001-2011 
(NSG Group, 2010) 

 
From 2012 until 2015, the Chinese flat glass industry has begun to increase its pressure on the 

flat glass market in the ASEAN region by directly exporting its product.  However, starting in 2016, the 
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Chinese flat glass factory began to expand by building a factory in Malaysia. In 2016, Xinyi and Kibing, 
big players in the flat glass industry in China, built a flat glass factory in Malaysia and started to export 
their products to Indonesia. In total, imported glass from Chinese manufacturers in China and Malaysia 
increased rapidly during 2015 – 2018. During this period volume of imported glass increase almost seven 
times from 18.6-kilo tons in 2015 to be 128.2-kilo tons in 2018.  Since 2017, factories in Malaysia had 
begun operated at full capacity, and they had been taking over the shipment of glass, which is sent 
directly from factories in China. 
 

Table 1. Total Imported Flat Glass from China and Malaysia (unit: Kilo Tons) 
 
 
 
 
 

(UN-Comtrade Database, 2019) 
 
According to the Indonesian Flat and Safety Glass Association (AKLP), the total capacity of Flat 

Glass Industry in Indonesia is around 1,300-kilo tons per year, while total demand only 800-kilo tons 
per year (AKLP, 2019). The over capacity around 500-kilo tons is intented for export.  

Since China glass manufacturers had built the new factory in Malaysia, the volume of Indonesia's 
flat glass exports to Malaysia during 2015 - 2018 decreased significantly. The total volume of Indonesia’s 
flat glass export globally also decreased. The decline in export volume caused excess production to be 
sold in the domestic market, thereby causing more competition in the domestic market. 

 
Table 2. Indonesia’s Flat Glass Export Volume (unit: Kilo Tons) 

Destination 2015 2016 2017 2018 

All the World 472.6 443.1 396.9 385.8 
Malaysia 115.7 91.1 44.5 43.7 

(UN-Comtrade Database, 2019) 
 
The extremely tight competition conditions in the flat glass industry, as described above, can be 

described as Red Ocean competition (Kim & Mauborgne, 2005), where many players compete in the 
same market space, making competition very tight and bloody.  

The competition faced by the domestic flat glass industry due to the entry of imported glass 
from Chinese manufacturers into the domestic market will threaten the survival of the flat glass 
industry in Indonesia today and in the future. To deal with this threat requires a a beneficial and proven 
effective strategy such as a strategy based on value innovation concept developed through Blue Ocean 
Shift strategy. This study questions on how does the flat glass company in Indonesia develop a strategy 
in dealing with competition against cheaper imported glass based on the concept of "value innovation" 
within the framework of "shifting the Blue Ocean"? 
 

 
The Concept of Strategy and Business Strategy 
In the most general sense, the strategy aims to enable the company to create value for customers and 
build a stronger market position by considering a changing environment (Semples & Hoffman, 2013). 
More specifically, corporate strategy is a focus on achieving specific goals, which involves the allocation 

 2015 2016 2017 2018 

China 17.5 33.2 74.7 27.4 
Malaysia 1.1 1.1 30.4 100.8 
Total 18.6 34.3 105.1 128.2 
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of resources, which is carried out through a series of actions and decisions that are consistent, 
integrated, and cohesive (Grant, 2016). 

There are several important factors that we must consider in implementing a strategy, according 
to Grant (2016), the factors that influence the success of a strategy are as follows: 

1. Consistent and long-term goals 
2. A deep understanding of the competitive environment situation 
3. An objective assessment of the resources owned 
4. Effective implementation 

 
 

Implementation of Strategies in Organizations 
According to Kearney (2014), the most important thing for organizations to implement strategies is to 
change the overall strategy from an imperfect action plan into comprehensive organizational energy. 
There are 3 steps that must be taken to achieve that goal: 

1. Shift strategy formulation from current-out to future-in 
2. Shift the strategy process from cascading down to organizational inclusive 
3. Do not aim for a single strategy but an ongoing portfolio of competitive advantages 
 
To understand whether the strategy being implemented is valid or not or to assess the success 

of a strategy, a strategy must be measurable. One way to assess whether a strategy is truly efficient, 
effective, and in harmony with the mission and long-term goals is by the Rumelt method (Rumelt, 1998), 
based on four criteria: 

1. Consistency: Goals and policies are mutually consistent. 
2. Conformity: Easily adapts to changes in the environment. 
3.  Excellence: Provides a competitive advantage. 
4. Feasibility: Can be done with existing resources. 

 
 

Innovation 
Innovation is the most significant engine that fuels growth for the individual, for the organization, or 
the nation as a whole. According to Gaynor (2002), innovation as a management field requires 
methodology in managing and controlling limited resources. In the context of the organization, 
innovation requires a systematic approach to managing and optimizing an organization's resources. 
Innovation is about people and processes. It needs to be built an innovative attitude and culture that 
encourages innovation at all levels of the organization. Innovation needs to be supported by adequate 
resources and supporting infrastructure.  

Implementing a type of innovation that best fits the company's current business model and the 
company's technical (technological) capabilities can also refer to the innovation landscape map matrix 
below. The selection of the right type of innovation will determine the company's success in the present 
and the future (Pisano, 2015). 
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Figure 3. The Innovation Landscape Map 
(Pisano, 2015 ) 

 
 

Value Innovation 
The concept of "Value Innovation" is one of a themes in the strategy field that has developed rapidly in 
the last two decades. According to Leavy (2018), The Value Innovation has three main variations in its 
application : 

1. Blue Ocean Strategy (Kim & Mauborgne, 2005) 
2. Disruption Innovation (Christensen et al., 2003) 
3. Co-creation Value (Prahalad & Ramaswamy, 2004) 
 
All three have some common characteristics in distinguishing the perspective of value innovation 

from the usual approach taken today, including: 
a) Viewing the primary strategy challenge as to how to create and capture new demand. 
b) Shifting the primary emphasis in strategy development back onto the customer rather than 

the competition. 
c) Recognizing significant new demand potential in current “non-consumption” and ways to 

overcome it. 
d) Aiming for a “value breakthrough” (or leap in value), usually through business model 

innovation - changing the game. 
Where: 

Customer Benefits 
    Value = ------------------------- 

     Cost 
 
However. The three variations of the above approach have differences in highlighting new types 

of market space opportunities, as explained below: 
1. The Blue Ocean Strategy tends to focus on value innovations that ultimately uncover new 

demands/markets by redefining the categories of values that customers want, such as Cirque 
de Soleil - entertainment that combines circus and theater. 

2. Disruption Innovations tend to concentrate on creating new demand that expands the 
markets currently served, such as Southwest and Ryanair in the low-cost air travel business. 
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3. Co-creation Value create new demand by transforming user experience, offering 
"personalization that can be scaled" through the use of smart connected technologies.  It 
turns traditional products into platforms interactive, information, involvement, as did Nike 
with "Nike smart wearables" and LEGO with its robot toys.  
 
 

The Innovation of Values and Blue Ocean Strategy 
According to Kim and Mauborgne (2005), The Blue Ocean Strategy was built on the concept of value 
innovation. Blue oceans are described as a market that has not yet been created. Significant new and 
indisputable new demand is created by companies that are willing and able to pursue "strategic steps." 
Value innovation in the blue ocean strategy is carried out by reconfiguring value propositions in new 
ways that force quantum leaps beyond the limits of current red ocean costs by increasing buyer value 
and simultaneously reducing company costs. The emphasis on value and innovation is crucial for 
creating a new "blue ocean" market space. 

The blue ocean strategy outlines the conceptual differences and underlying patterns between 
"red oceans" that compete in existing markets and "blue oceans" that create markets (Kim & 
Mauborgne, 2005). Kim and Mauborgne also provide the primary analysis tools for creating blue oceans, 
namely: 

1) Canvas Strategy and Value Curve 
2) The Framework for the Four Actions and the ERRC Matrix 
3) Six Pathways to reconstruct Market Boundaries 
4) Map of "Pioneer-Migrator-Settler" 
5) Three Non-Consumer Levels 
6) Utility-Buyer Map 
7) Three Characteristics of a Good Blue Ocean Strategy 

 

Implement a Successful Blue Ocean Shift 
The essence of the Blue Ocean shift is to set new market boundaries by breaking down existing market 
boundaries and rebuilding new market boundaries to create a new front-line cost-value (Kim & 
Maugborne, 2017). Kim & Maugborgne also analyzed and compared how organizations implement blue 
oceans shift. They come to conclusions about what are the common factors that lead to successful blue 
ocean shifts.  It can be summarized in the following three main components as follow: 

1. Adopt a blue ocean perspective 
A significant change in mindset from the "red ocean" to the "blue ocean" strategic thinking 
needs to be careful to avoid the most common cognitive "trap" of the red ocean. 

2. A set of tools for creating markets 
The tool is used the same as in the Blue Ocean Strategy with further guidance on how to 
apply it as an inseparable part of the blue ocean "transformation journey." 

3. Having a "humanistic process." 
Successful blue ocean shifts are also characterized by a process that inherently "recognizes 
people, acknowledges their fears, their insecurities, their need to be treated with dignity, their 
desire to care. 

 



R. Subagio   IKAT, 4 (1), 2020 
 

 
 

53  

A Systematic Five-Step Process 

In Blue Ocean Shift, Kim and Mauborgne (2017), describe the three essential components above into a 
systematic five-step process to help organizations develop and implement successful new market 
creation strategies. The five steps are: 

1. Getting Started 
2. Understand where you are now. 
3. Imagine where you can be. 
4. Find a way to get there. 
5. Make a move 

 
 

Methodology 
The research method used is an exploratory case study. This research was compiled based on an in-
depth study in one organization (single study case). The purpose of this study is to explore the current 
competitive environment in the domestic glass industry and choose the most appropriate strategy to 
answer these challenges. The case study was carried out in one of the largest and first flat glass 
industries in Indonesia. In order to preserve the firm's confidentiality, we will refer to it during this 
study with the fictitious name "Alpha Glass." Alpha Glass is a pioneer of the flat glass industry in 
Indonesia, and it represents domestic flat glass industries due to its most significant capacity and 
market share. 

The research was conducted in the period 2018 - 2019, which was the most challenging time for 
the domestic flat glass industry facing competition with imported glass products from China. Since 
2016, the Chinese flat glass industry began to expand massively by establishing a flat glass factory in 
Malaysia. 

Primary data in this study were collected from interviews with top management teams of the 
organization consisting of General Managers, Factory Managers, Production Managers, and Sales & 
Marketing Managers. They were directly involved in the development and implementation of the 
strategy. There were four semi-structured interviews conducted with those where the initial list of 
questions has been prepared, but on the way it can be adjusted based on the response at that time. 
The results of the interview are documented in the form of interview transcripts, and to maintain the 
anonymity of the interviewees, they are referred to as Senior Manager 1, Senior Manager 2, and more.  

Data from interviews would be verified against data from observations and company documents 
or secondary data. Secondary data is collected from corporate documents in the form of strategic 
(business policy) documents and general company documents. Besides, secondary data regarding 
competition situation in the domestic glass industry is also obtained from the mass media, both print 
and electronic, internet and archive data, or database files from the Central Statistics Agency (BPS) and 
the Indonesian Association of Flat and Safety Glass (AKLP). 

Based on the interview result, we identified the basic concepts of the strategies applied by Alpha 
Glass; then, they compared with the concept of value innovation within the framework of the Blue 
Ocean Strategy. This research explores the basic concepts of strategy that Alpha Glass uses in dealing 
with competition in the flat glass industry in the context of value innovation and a  blue ocean shift. 

 
 

Results and Discussion 
The current competition in the domestic flat glass markets is very severe. If the price war 

continues, then the flat glass industries in Indonesia will not survive because its existing production 
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cost structure is already high. This current situation also considered by Alpha Glass management as 
follows: 

 
The current condition of domestic flat glass competition is burdensome, not only because 
of import products from China but producers from China are currently building factories 
in Indonesia, one of which is Bintang Float Glass, which will start operating in 2021. Besides, 
competition among local players is getting tighter because they cannot sell glass to the 
Southeast Asian region. They cannot compete with Chinese flat glass manufacturers, so 
they are more focused on competing domestically (Senior Manager-1) 
 
In  the domestic flat glass industry competition,  Alpha Glass has only one local big 
competitor, but beside the local players, other  competitors also coming from imported 
glass. Imported glass mainly coming from China manufacturer. The China flat glass 
manufacturer such as Kibing and Xinyi had built flat glass factories in Malaysia with huge 
capacity. Their products are intended to meet domestic demand in Malaysia and to be 
exported to neighboring countries in the Southeast Asia region including Indonesia (Senior 
Manager - 2) 
 
The main reason for the severe competition is the entry of imported glass from Chinese glass 

producers, which built its factory in Malaysia at a meager price.  Another reason is over-supply in the 
domestic market because the local producers can not sell their products to the Southeast Asian region. 
Shortly competition will be more severe because the Chinese flat glass factory also began to build a 
new factory in Indonesia. It might start to produce in 2021. Another factor that also influences is the 
application of free trade agreements in the Southeast Asia region. 

The above conditions faced by Alpha Glass, according to Kim & Mauborgne (2005), Alpha Glass 
must immediately shift to the Blue Ocean. Currently, Alpha Glass does not implement the Blue Ocean 
strategy, but what has been done by Alpha Glass is compatible with the Blue Ocean Strategy. This 
research aims to formulate a strategic framework of "value innovation" from the perspective of "Blue 
Ocean Shift" for Alpha Glass. 

 
 

The Five Steps to Making a Blue Ocean Shift 
The five steps to making a blue ocean shift provide structure and analytic guidance for the Alpha Glass 
to moves step-by-step to the blue ocean.  
 

Get Started 
The first step in the Blue Ocean shift initiative is to understand the company's current position. The 
company's current portfolio position as depicted on the “Pioneer-Migrator-Settler” Map. Commodity 
glass products as below explanation still dominate the current position of the Alpha Glass portfolio: 

 
Currently, generic products or commodity glass still contribute to the most significant 
sales, even though the margins are continuously reduced due to competition from China's 
imported glass (Senior Manager - 1) 
 
Currently, the portfolio composition for flat glass products is 45% VAP and 55% commodity 
glass, but slowly this will continue to shift because Alpha-Glass will focus on VAP as the 
main product while commodity glass is only a byproduct of excess product... (Senior 
Manager - 2) 
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Currently the composition of the portfolio consists of commodity glass around 55% and glass 
with added value (VAP) around 45%. 

 
Table 3. Product Category vs Sales Revenue of Alpha Glass 

(Author’s compilation) 
 
In the next five years, this composition will change drastically to 70% VAP glass and 30% non-

VAP. In the future, the non-VAP glass will only be an excess or a by-product, and VAP glass will be the 
main product. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 5. The “Pioneer-Migrator-Settler” maps of Alpha Glass 

(Author’s compilation) 
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Understand the Company's Current Position 
The second step aims to understand the company's position in the current competition in the flat glass 
industry. Alpha Glass's position on the competition map according to the management is as follow : 
 

Alpha-glass is currently a market leader in both the Flat Glass market and the Automotive 
Glass market. It is currently still the leading player in the flat glass industry in Indonesia... 
(Senior Manager - 2) 
 
The company is currently the market leader in Indonesia, even for Dark Gray glass 
currently controls around 70% of the domestic market share compared to its closest 
competitor, local glass producer. However, the market share is declining because of the 
entry of imported glass from China, whose prices are lower…(Senior Manager - 3) 
 
Based on the above situation, it can be concluded that the position of Alpha Glass is still 

dominant as the market leader in the domestic flat glass market. However, competition conditions are 
getting more robust because the main competitors, both local and imported glass, are increasingly 
aggressive entering the market by offering lower prices; this condition leads to the price war. Currently, 
the Alpha Glass price offering is higher than its competitors due to high production costs, so if the price 
war continues, then the Alpha glass will not last. 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

Figure 6. Strategy Canvas of Flat Glass Industry 
(Author’s compilation) 

 
The whole picture of the competition faced by Alpha Glass can be seen more clearly and 

thoroughly in the above strategy canvas. The Factors contested in the domestic flat glass industry 
illustrated on the strategy canvas is as follow : 

1. Price: Price of the commodity glass is very low compare with Value Added Glass (VAP), but 
shortly VAP will soon become a commodity product.  

2. Delivery speed: on-time delivery is a significant factor because mostly the glass must be 
processed before installation on the building and to match with the deadline of the project.   
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3. Brand Image: it is related to Alpha Glass's reputation for providing consistently high-quality 
products in the long run and fast response in responding to customer complaints regarding 
glass quality.  

4. Cost of Quality: It consists of internal cost of quality, such as eliminating reject/No-Good 
product and waste and the external quality cost such as claim and complaint from 
customers. 

5. Packaging: packaging has a function as safety to protect the glass inside and for the operator 
during handling. Besides that, they also express the visual performance of the product. 

6. Glass quality: the quality of the glass substance, such as bubble, impurities, and visual 
transmission, is crucial during use. This is an essential requirement for high-quality float glass. 

7. After Sales Services: handling claims and complaints from customers focused on how to 
respond to them and compensate claims in fast and straightforward way. 
 
 

Describe the company's position that can be achieved 
The position of Alpha Glass in the glass industry in the future  can be describe in two action. The first 
is to reveal the "hidden pain points" that limit the current growth of Alpha Glass, and the second is to 
find non-consumer Oceans.  

Hidden pain points can be revealed from the "buyer utility map," generally for the Glass Industry 
some hidden pain point are : 

1. Price: the glass material is quite expensive compare with other transparent material such as 
polyurethane and some plastics. 

2. Delivery time: mostly flat glass must be fabricated before use for building/windows or 
Automotive glass. Delivery time become a more critical factor. 

3. Weight: glass seems light due to visually it is transparent but heavy 
4. Fragile: easy to breakage 
5. Not easy to decompose: glass is tough to decompose, it should be recycled 

Besides “pain point,” there are some excellent properties of glass, such as “durability” and 
“luxury image,” where Flat Glass Industry focuses on. In this case, Alpha Glass focuses on creating new 
attractive products while pursuing cost reduction and improving on-time delivery. 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 7. Buyer Utility Map of Alpha Glass 

(source: Author’s compilation) 
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The next step to unlock new demand in the future is for Alpha Glass to identify "The Three Tiers 
of Non-Customers" in the flat glass industry. 
The Three Tiers of Non-Customers of the Flat Glass Industry 

First Tier of Non-customers: Developers who use glass as the roof of a building, a car garage, or 
to replace the walls of a room. They use glass minimally because the shortcomings of glass 
material are fragile and bulky. 
Second Tier of Non-customers : The furniture manufacturer who use wood or steel for making 
the  furniture. They never thougt that flat glass can be used  as  raw material for making 
furniture. They refuse to use the glass due to substitution material is cheaper and available. 
Third Tier of Non-customers: The Telecommunication companies which use WiFi-antennas as 
separated electronic devices that applied inside the building or car. In the future, the glass have 
an integrated function as WiFi-antennas. Applying this glass in building or car will eliminate 
using dedicated device of WiFi antennas.  
 
 

What the Company Must do to Realize Its Goals 
This step is implementing the company's strategy to achieve company goals, by shifts the process to 
“generating the practical, real-world, blue ocean options.” The two main tasks involved in this step are: 

1. Systematically reconstructing market boundaries. 
2. Developing alternative blue ocean opportunities. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

Figure 8. Reconstruct Market Boundaries of Alpha Glass 
(Author’s compilation) 

 
To reconstruct market boundaries means companies must set new market boundaries to create 

a new front-line cost-value, using analysis tools of six paths framework (Kim & Mauborgne, 2017). 
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The next step is developing alternative blue ocean opportunities using the "Four Actions 
Framework" built around a set of four questions: what factors can be eliminated, reduced, raised, and 
created. It can be summarized on the ERRC (Eliminate-Reduce-Raise-Create) matrix as follow. 

 
 
 
 
 
 
 
 
 

 
 
 
 
 

 
Figure 9. ECCR Matrix of Alpha Glass 

(Author’s compilation) 
 

The above matrix will guide Alpha Glass on how to reduce the cost structure and increase buyer 
value and create new value and new needs for non-customer. Reducing cost can be observed from the 
actions of "Eliminate" and "Reduce", some of which are preventing defective products, avoiding over 
production that exceeds orders, preventing trouble or loss time, preventing claims and complaints from 
customers, minimizing inventory and reducing excessive quality.   Some actions must be taken to 
increase buyer values are improving brand value, on-time delivery services, and handling claims and 
complaints in a fast and straightforward process. The  new values to be created including innovative 
marketing by using a gadget or mobile applications for order process, creating a new product of 
lightweight glass and self-cleaning glass as well as glass integrated with 4G / 5G WiFi antenna.  

All of the actions or strategies carried out by Alpha Glass, can be seen in the  Alpha Glass's future 
Strategy Canvas, as in picture 6.  

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 10. New Strategy Canvas of Alpha Glass 
(source: Author’s compilation) 
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Execution of the Blue Ocean Strategy 
After the Blue Ocean shift strategy framework is compiled in detail, step by step, the next step is to 
start conveying this new strategy to everyone at every level in the Alpha Glass organization. The purpose 
of this delivery is that all persons in the organization are involved in the changes, to give feedback to 
the company. Finally all people in the organization will ready to change. According to Kim & Mauborgne 
(2017), this change process must be done by paying attention to three humanistic elements as follows.  
Atomization: is the process of solving challenges into small steps that can be done immediately. 

1. First-hand discovery is the process of allowing people to discover their own needs for change. 
2. A fair process is a process that involves all employees in building a collective will to face 

change and take risks in the blue ocean by fostering mutual respect and mutual trust. 
The most recent step in shifting the Blue Ocean is a process of change that involves all leaders 

and employees and other parties involved, such as Business Partners, outsourcing. They are encouraged 
to discover their own needs for change and build collective trust, optimism, and creativity in shifting 
the blue ocean. 

 
 

Conclusion  
The flat glass industry is the upstream industry. Most of the products are semi-finished products that 
supply raw materials to the more downstream industries, namely the glass processing industry, such as 
for automotive glass or building glass. Thus, the domestic flat glass industry's existence as an upstream 
industry is essential and must be maintained because it will affect other industries that are more 
downstream. Therefore, the domestic glass industry must have the best strategy to win the competition 
against imported glass entry. One of the most relevant strategic concepts to deal with such competition 
is the value innovation strategy within the Blue Ocean shift framework. 

In this study, the Blue Ocean shift that will be carried out at Alpha Glass is based on the Five 
Steps of the Blue Ocean Strategy Shift introduced by Kim & Mauborgne (2017). Based on the analysis of 
the draft of the new strategy, the conclusions of this research are: 

The “Blue Ocean Shift” strategy is more appropriate for Alpha Glass than the previous strategy 
because it is more systematic and more integrated. 

In reality, in order to win the competition in the domestic flat glass market, the domestic flat 
glass industry, such as Alpha Glass, cannot just rely solely on the implementation of excellent strategy, 
but government support is also essential. Two essential things need government attention to protect 
the domestic flat glass industry against the imported glass from Chinese manufacturers. The first is 
protection through enforces the regulation of the Indonesian National Standard (SNI) for flat glass 
products. The foreign flat glass manufacturers and importer or distributors are obliged to fulfill the 
mandatory SNI requirements before entering the Indonesian market. The second is to reduce gas price 
for industry. Gas prices in Indonesia are highest compared to other countries in Southeast Asia (Idris, 
2020). In the glass industry, the energy costs contribute around 30% of the total cost so that the decline 
in gas prices will significantly affect production costs. Ultimately, the selling price can also be reduced 
so that it can compete with imported glass. 

Excellent strategy, proper execution, and Government support, these three pillars will ensure the 
sustainability of the domestic flat glass industry amid the threat of imported glass from Chinese 
producers and have a significant impact on the National economy growth, especially the downstream 
industries. 
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