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Abstract

Purpose: This study examines the determinants of business performance through digital platform
utilization in the marketing activities of Indonesian state-owned construction and infrastructure
enterprises (BUMN). Specifically, it investigates the effects of product-market strategy, value co-
creation, and marketing capability on digital platform adoption and business performance, with
digital platforms as a mediating variable.
Research Methodology: A quantitative approach was employed using Structural Equation
Modeling–Partial Least Squares (SEM-PLS) with SmartPLS. Data were collected through surveys
involving 82 assistant managers, managers, and supervisors from eight BUMN construction
companies in Indonesia using purposive sampling.
Results: The findings reveal that product-market strategy and marketing capability significantly
influence digital platform adoption, while value co-creation does not. Product-market strategy,
value co-creation, marketing capability, and digital platforms significantly enhance business
performance. Digital platforms significantly mediate the relationship between product-market
strategy and business performance as well as between marketing capability and business
performance, but do not mediate the relationship between value co-creation and business
performance.
Conclusions: Digital platforms serve as an important mechanism for improving business
performance by strengthening strategic alignment and marketing capabilities within BUMN
construction companies.
Limitations: This study is limited to BUMN construction companies, applies a cross-sectional
research design, and does not consider moderating factors such as company size and project
characteristics.
Contributions: This study contributes to digital transformation and strategic management literature
by confirming the role of digital platforms as a partial mediating mechanism and providing
practical insights for optimizing digital investment strategies in state-owned enterprises.
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1. Introduction

The construction industry occupies a strategically vital position in both the global and Indonesian
national economies, contributing substantially to GDP growth through infrastructure development and
employment generation. In Indonesia, state-owned enterprises (Badan Usaha Milik Negara/BUMN)
in the construction sector—including PT Wijaya Karya, PT Adhi Karya, and comparable entities—
have historically served as the backbone of national infrastructure delivery, executing large-scale
projects including toll roads, ports, airports, and housing developments. However, in recent years,
these BUMN construction companies have confronted escalating financial and operational challenges
that have raised serious concerns about their competitive sustainability.

Financial difficulties are among the most pressing of these challenges. Many BUMN construction
firms rely heavily on government project financing, which frequently generates payment delays and
cash flow disruptions that undermine project execution quality and financial stability. Low-profit
margins—driven by rising material costs, currency fluctuations, and administrative overhead from
permitting and regulatory compliance—compress returns on already capital-intensive projects
(Agrawal, Wankhede, Kumar, Upadhyay, & Garza-Reyes, 2022; Amin, 2018). These financial
vulnerabilities are compounded by project management challenges: discrepancies between planning
and execution, intra- and inter-team conflicts, and suboptimal resource allocation result in project
delays and productivity losses that damage client relationships and competitive positioning (Assaf, &
Al-Hejji, 2006; Abdallah, & Wafaa, 2020).

A third category of challenge—digital transformation—represents both the most demanding and the
most promising strategic imperative for BUMN construction firms. Technologies including Building
Information Modeling (BIM), Enterprise Resource Planning (ERP), Internet of Things (IoT), and
cloud-based project management platforms have demonstrated substantial potential for improving
operational efficiency, project coordination quality, and client relationship management in
construction contexts (Azhar, 2011; McKinsey, 2017; Artanti, Agustini, Saptono, & Dewa, 2022).
However, technology adoption in Indonesian construction companies lags significantly behind
international benchmarks, constrained by high implementation costs, limited digital literacy, and
workforce training deficits. The strategic integration of digital platforms with marketing activities—
particularly product-market strategy, value co-creation, and marketing capability—as pathways to
superior business performance has not been systematically examined in the Indonesian BUMN
construction context (Adekunle, Aigbavboa, Ejohwomu, Adekunle, & Thwala, 2021).

This study addresses this gap by exploring how product-market strategy, value co-creation, and
marketing capability influence business performance in BUMN construction companies, both directly
and indirectly through digital platform adoption as a mediating variable. The Resource-Based View
(RBV) provides the theoretical foundation, treating digital platforms, marketing capabilities, and co-
creation capacity as organizationally specific, difficult-to-imitate strategic resources whose
combination generates sustainable competitive advantage (Barney, Ketchen, & Wright, 2021). The
study contributes to the strategic management, digital transformation, and construction business
performance literatures, and offers practical guidance for BUMN construction executives navigating
Indonesia's digital transformation imperative.

2. Literature Review and Hypothesis/es Development

2.1 Theoretical Foundation: Resource-Based View and Dynamic Capabilities

The Resource-Based View (Barney, Ketchen, & Wright, 2021) constitutes the theoretical foundation
of this research. RBV proposes that sustained competitive advantage derives from firm-specific
resources that satisfy the VRIN criteria: Valuable, Rare, Inimitable, and Non-substitutable (Mansour,
Aminudin, Mansour, Abidin, & Lou, 2022). Applied to BUMN construction firms, RBV suggests that
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product-market strategies leveraging technical expertise and project reputation, marketing capabilities
enabling client relationship management and market intelligence, and value co-creation practices
enabling collaborative stakeholder value generation—all constitute VRIN resources when effectively
developed and deployed  (Dasuki, 2021). Digital platforms further amplify these resources by
providing the technological infrastructure through which marketing capabilities and co-creation
practices are exercised at scale, enabling firms to integrate internal and external resources more
effectively and create more adaptive and efficient operational architectures (Chatterjee, Chaudhuri, &
Vrontis, 2024). 

2.2 Business Performance in Construction

Business performance in construction reflects the success of a firm in achieving its strategic
objectives, encompassing operational efficiency, cost and time control, profitability, and client
satisfaction dimensions (Giménez, Madrid-Guijarro, & Duréndez, 2019). Performance measurement
systems for construction firms typically integrate financial metrics (revenue growth, profit margins,
return on assets), market metrics (market share, competitive positioning, new client acquisition), and
operational metrics (project delivery punctuality, quality standards, resource utilization efficiency). In
the Indonesian BUMN context, business performance has been additionally challenged by pandemic-
era disruptions: the 2020–2022 COVID-19 period generated widespread project suspensions, cash
flow deficits, and demand contractions that temporarily reversed growth trajectories for most BUMN
construction firms before recovery resumed in 2023–2024 (Esfandiatri, 2023).

2.3 Digital Platforms

Digital platforms are software-based ecosystems that enable user interactions, facilitate transactions,
aggregate data for decision support, and coordinate collaborative value creation among multiple
stakeholder groups (Leong, Lin, Tan, & Yu, 2024; Mishra, & Tripathi, 2020). In construction, CRM
systems, ERP platforms, BIM software, and cloud-based project management tools constitute the
primary digital platform categories, each contributing distinct capabilities: CRM platforms enhance
client relationship management and marketing intelligence; ERP systems integrate financial,
procurement, and operational data; BIM enables digital project modeling and coordination; and cloud
platforms facilitate real-time collaboration across geographically distributed project teams (Galagali,
Sandbhor, & Ruikar, 2024). The integration and reconfigurability of these platforms—their capacity to
connect with existing IT systems, adapt to changing business needs, and provide relevant operational
information in real time—are the dimensions most strongly associated with performance
improvement (Berlato, Binni, Durmus, Gatto, Giusti, Massari, Toldo, Cascone, & Mirarchi, 2025).

2.4 Product-Market Strategy

Product-market strategy defines how a firm positions its services within specific market segments to
achieve growth and profitability objectives, encompassing decisions about target markets, service
differentiation, cost positioning, and product development scope (Hajda & Nikolov, 2022; Yarbrough
et al., 2021). In construction, product-market strategy dimensions include service differentiation
(technical specialization, quality leadership, sustainability credentials), cost focus (competitive
pricing, operational efficiency), and market scope expansion (geographic diversification, sector
diversification) Jung et al., 2023. Strategic clarity in product-market positioning enables construction
firms to efficiently allocate resources, build client loyalty through value-added service offerings, and
develop the digital infrastructure that supports strategy execution (Vorhies et al., 2019; De Haan et al.,
2022).

2.5 Value Co-Creation

Value co-creation is the process through which firms collaborate with customers and other
stakeholders to jointly generate economic, social, and experiential value that benefits all parties
(Barney, Ketchen, & Wright, 2021; Samans, & Nelson, 2022). In construction, value co-creation
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manifests in collaborative project planning, design-build arrangements, client-contractor joint
problem-solving, and transparent communication systems that enable mutual value optimization
across project lifecycles (Xu, Chi, & Chong, 2022; Matarazzo, Penco, Profumo, & Quaglia, 2021).
The service-dominant logic framework positions value co-creation as a dynamic capability that
fundamentally redefines the firm's competitive positioning from product provider to value co-architect
—a transformation particularly relevant in large-scale infrastructure projects where client, contractor,
subcontractor, and community stakeholder interests must be simultaneously managed (Han, Zhou, &
You, 2022; Kante, & Michel, 2023).

2.6 Marketing Capability

Marketing capability refers to an organization's integrated ability to understand market environments,
create distinctive value propositions, communicate effectively with target clients, and manage
customer relationships sustainably (Brown, Foroudi, & Hafeez, 2019; Asmawati, & Nohong, 2023;
Mishra, Rolland, Satpathy, & Moore, 2019). Marketing capabilities in construction include market
sensing (identifying market trends, competitor activities, and client needs), customer linking (building
and maintaining trust-based client relationships), new offering development (designing service
configurations responsive to emerging client requirements), and digital marketing (leveraging digital
channels for brand communication and lead generation) (Osman, Liu, & Wang, 2023; Shlepneva, &
Maletina, 2021). Marketing capabilities are increasingly recognized as a primary source of sustainable
competitive advantage in construction markets characterized by relationship-based project award
processes where reputation, trust, and demonstrated value creation capacity are primary selection
criteria (Jolly, Isa, Othman, & Ahmdon, 2016; Oduro, & Mensah-Williams, 2023).

2.7 Research Hypotheses

Based on the theoretical framework and prior empirical literature, the following hypotheses guide this
study:

H₁: Product-market strategy has a significant positive effect on digital platform adoption.

H₂: Value co-creation has a significant positive effect on digital platform adoption.

H₃: Marketing capability has a significant positive effect on digital platform adoption.

H₄: Product-market strategy has a significant positive effect on business performance.

H₅: Value co-creation has a significant positive effect on business performance.

H₆: Marketing capability has a significant positive effect on business performance.

H₇: Digital platforms have a significant positive effect on business performance.

H₈:  Digital platforms mediate the relationship between product-market strategy and business
performance.

H₉:  Digital platforms mediate the relationship between value co-creation and business
performance.

H₁₀:  Digital platforms mediate the relationship between marketing capability and business
performance.

3. Research Methodology

3.1 Research Design

This study employs a quantitative research design based on survey data, appropriate for testing the
hypothesized causal relationships among strategic management variables using structural modeling
(Hair, Hult, Ringle, Sarstedt, Danks, & Ray, 2021). SEM-PLS was selected over CB-SEM for three
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reasons: the model is exploratory and theory-extending rather than strictly confirmatory; the sample
size is moderate (n = 82); and the reflective-formative construct structure is better accommodated by
PLS estimation (Hair, Howard, & Nitzl, 2020; Sarstedt, Ringle, & Hair, 2017; Sugiyono, 2016).
SmartPLS 4 software was used for all measurement and structural model analyses.

3.2 Population, Sample, and Data Collection

The target population comprised managers, assistant managers, and supervisors in BUMN
construction companies in Indonesia—individuals with direct knowledge of and responsibility for the
strategic marketing, digital platform, and performance management activities examined in this study.
Purposive sampling was applied based on these positional criteria. Slovin's formula with a 10%
margin of error produced a minimum sample requirement of 82 respondents. Data were collected from
eight BUMN construction companies from December 2024 to August 2025 via structured Likert-scale
questionnaires distributed both online (Google Forms) and offline. Table 1  presents the variable
operationalization summary.

Table 1. Variable Operationalization Summary
Variable Role Key Dimensions Primary Source

Product-Market
Strategy

IV Differentiation, Cost Focus, Product-Market
Scope

Vorhies et al. (2019);
Hajda and Nikolov

(2022)
Value Co-
Creation

IV Promotional innovativeness, Proactive
stakeholder engagement

Barney et al. (2021)

Marketing
Capability

IV Market research, Strategic planning,
Marketing execution

Brown et al. (2019)

Digital Platforms MED Digital platform integration, Digital
platform reconfiguration

Sanistasya et al. (2023)

Business
Performance

DV Market share, Competitive position, Sales
growth, Customer satisfaction, Profitability

Yolanda et al. (2022) 

IV = Independent Variable; MED = Mediating Variable; DV = Dependent Variable.

Table 1  shows the variable operationalization summary, including the roles, key dimensions, and
primary sources used to measure each construct in the research model. The table provides an overview
of the conceptualization and measurement indicators for product-market strategy, value co-creation,
marketing capability, digital platforms, and business performance.

3.3 PLS-SEM Assessment Procedure

The two-step assessment procedure of (Hair, Howard, & Nitzl, 2020; Hair, Hult, Ringle, Sarstedt,
Danks, & Ray, 2021) was followed. In Step 1 (Measurement Model), outer loadings (≥ 0.70),
composite reliability (CR ≥ 0.70), Cronbach's alpha (α ≥ 0.70), and AVE (≥ 0.50) were assessed.
Discriminant validity was confirmed via the Heterotrait-Monotrait (HTMT) ratio criterion. Indicators
with outer loadings below threshold were eliminated following the algorithm results in SmartPLS 4.
In Step 2 (Structural Model), bootstrapping with 5,000 resamples produced path coefficients (β), t-
statistics, and p-values. Significance threshold: p < 0.05 (α = 5%). Mediation was assessed through the
statistical significance of indirect effects (Tatiek & Hendar, 2021).

4. Results and Discussions

4.1 Descriptive Analysis
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Table 2. Descriptive Statistics Summary by Variable
Variable Mean

Range
Highest Indicator Lowest Indicator Interpretation

Business
Performance

3.50–
3.63

Market share growth
(3.63)

Sales & profit growth (3.50) Generally
positive; COVID-

19 impact on
financial
indicators

Digital
Platforms

3.66–
3.84

Platform
flexibility/adaptability

(3.84)

IT system integration (3.71) High perception
of operational

value; integration
can be improved

Product-
Market
Strategy

3.75–
3.88

Low-cost service
provision (3.88)

Cost-oriented procedure
development (3.75)

Cost Focus
dimension

dominant; room
to strengthen

differentiation
Value Co-
Creation

3.80–
3.98

Vendor/partner
promotional innovation

(3.98)

Coordination/communication
innovation (3.80)

Strong external
collaboration;

communication
coordination

needs
improvement

Marketing
Capability

3.71–
3.89

Competitor product
similarity identification

(3.89)

Contract profit forecasting
(3.71)

Market
intelligence

strong; financial
analytics need
strengthening

Table 2presents the descriptive statistics summary for all five research variables. All mean
values fall in the range 3.50–3.89, indicating that respondents assessed all constructs
favorably—between 'neutral' and 'agree' on the five-point Likert scale. Value co-creation
achieved the highest mean score (3.89), reflecting strong perceptions of collaborative
stakeholder engagement practices among BUMN construction respondents. Business
performance achieved a mean of 3.50–3.63 across indicators, with market share growth
(3.63) and customer satisfaction (3.61) rated highest, and sales and profit growth (3.50) rated
lowest—a pattern consistent with the documented COVID-19 pandemic impact on BUMN
construction financial performance during 2020–2022.

4.2 Measurement Model Assessment

Following SmartPLS 4 algorithm execution, indicators with outer loadings below 0.70 were
eliminated from the model. After elimination, all remaining indicator outer loadings exceeded 0.70,
confirming strong indicator reliability. Composite reliability and AVE values for all constructs
exceeded their respective thresholds (CR > 0.70; AVE > 0.50), and HTMT ratios confirmed
discriminant validity between all construct pairs. The cleaned measurement model provides an
adequate foundation for structural path estimation.

4.3 Hypothesis Testing: Direct Effects

Table 3 presents the direct effects hypothesis test results. All hypothesis decisions are based on p <
0.05 at α = 5% significance.
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Table 3. Direct Effects — Hypothesis Testing Results (SEM-PLS Bootstrapping)
Hyp. Path β p-value Sig.? Decision

H₁ Product-Market Strategy → Digital Platforms 0.579 .000 Yes Supported
H₂ Value Co-Creation → Digital Platforms – .063 No Not Supported
H₃ Marketing Capability → Digital Platforms 0.248 .002 Yes Supported
H₄ Product-Market Strategy → Business Performance 0.181 .022 Yes Supported
H₅ Value Co-Creation → Business Performance 0.301 .000 Yes Supported
H₆ Marketing Capability → Business Performance 0.170 .028 Yes Supported
H₇ Digital Platforms → Business Performance 0.337 .001 Yes Supported

Table 3 shows the results of direct effect hypothesis testing using SEM-PLS bootstrapping analysis.
The results indicate that product-market strategy significantly influences digital platforms (β = 0.579,
p = 0.000) and business performance (β = 0.181, p = 0.022), supporting H1 and H4. Marketing
capability also significantly affects digital platforms (β = 0.248, p = 0.002) and business performance
(β = 0.170, p = 0.028), supporting H3 and H6. Meanwhile, value co-creation does not significantly
influence digital platforms (p = 0.063) but has a significant positive effect on business performance (β
= 0.301, p = 0.000), supporting H5. Furthermore, digital platforms significantly enhance business
performance (β = 0.337, p = 0.001), supporting H7. These findings indicate that strategic orientation,
marketing capability, and digital platform utilization play important roles in improving business
performance, while value co-creation contributes directly to performance improvement rather than
digital platform adoption.

4.4 Hypothesis Testing: Indirect (Mediation) Effects

Table 4 presents the indirect effects results testing the mediating role of digital platforms.

Table 4. Indirect Effects — Mediation via Digital Platforms (Bootstrapping)
Hyp. Indirect Path Indirect

β
p-

value
Decision

H₈ Product-Market Strategy → Digital Platforms
→ Business Performance

0.195 .002 Supported (Partial
Mediation)

H₉ Value Co-Creation → Digital Platforms →
Business Performance

– .135 Not Supported

H₁₀ Marketing Capability → Digital Platforms →
Business Performance

0.038 .014 Supported (Partial
Mediation)

Source: SmartPLS 4 Bootstrapping Output, 2024–2025

Table 4  shows the results of the mediation analysis using SEM-PLS bootstrapping to examine the
indirect effects of digital platforms on the relationships between the independent variables and
business performance. The findings indicate that digital platforms significantly mediate the
relationship between product-market strategy and business performance (indirect β = 0.195, p =
0.002), supporting H8 with partial mediation. Digital platforms also partially mediate the relationship
between marketing capability and business performance (indirect β = 0.038, p = 0.014), supporting
H10. However, the mediating effect of digital platforms on the relationship between value co-creation
and business performance is not significant (p = 0.135), resulting in H9 being not supported. These
results suggest that digital platforms strengthen the impact of strategic orientation and marketing
capability on business performance, but their role is limited in translating value co-creation activities
into performance outcomes.

4.5 Discussion of Results
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4.5.1 Product-Market Strategy Effects

Product-market strategy significantly influences both digital platform adoption (H₁: β = 0.579, p <
0.001) and business performance directly (H4: β = 0.181, p = 0.022), and digital platforms partially
mediate the strategy→performance relationship (H₈: indirect β = 0.195, p = 0.002). The strong H1
path coefficient (0.579) is the largest in the direct effects model, confirming that strategic market
positioning is the primary driver of digital platform intensification in BUMN construction firms. This
finding is consistent with RBV and Resource-Advantage theory: a refined product-market strategy—
one that clearly defines target segments, differentiation positioning, and cost management priorities—
creates operational imperatives for digital infrastructure capable of supporting lead and bid
management, procurement coordination, and client relationship tracking at scale (Vorhies, Morgan, &
Autry, 2019; Yang, Jiang, & Xie, 2019). The partial mediation finding (H₈) indicates that product-
market strategy improves performance both directly (through resource allocation efficiency and client
positioning advantages) and indirectly through the digital capabilities that strategic clarity activates.

4.5.2 Value Co-Creation Effects

Value co-creation does not significantly influence digital platform adoption (H₂: p = 0.063) but
significantly and most powerfully influences business performance directly (H₅: β = 0.301, p < 0.001).
The null H₂ finding is theoretically important: it suggests that value co-creation practices in BUMN
construction firms are not primarily contingent on digital platform adoption—they operate through
human relationship mechanisms, professional trust, and collaborative contracting arrangements that
precede and are independent of digital technology deployment (Indriyani et al., 2024; Xu et al., 2022).
The strong H₅ path (largest direct performance effect at β = 0.301) confirms service-dominant logic's
prediction that co-creation between companies and their partners generates the most powerful
performance improvements, as collaborative value generation strengthens client loyalty, reduces
project execution friction, and creates reputational advantages that translate into sustained competitive
positioning. The non-significant mediation (H₉: p = 0.135) confirms that this co-
creation→performance pathway bypasses digital platforms, operating instead through the relationship
quality and trust dimensions that digital tools support but do not fundamentally constitute.

4.5.3 Marketing Capability Effects

Marketing capability significantly influences digital platform adoption (H₃: β = 0.248, p = 0.002) and
business performance directly (H₆: β = 0.170, p = 0.028), with digital platforms partially mediating
the capability→performance relationship (H10: indirect β = 0.038, p = 0.014). The H3 finding is
consistent with RBV: organizations with strong marketing capabilities—particularly market sensing,
customer linking, and competitor intelligence functions—require digital platforms as the enabling
infrastructure for collecting, processing, and acting on the market data that sophisticated marketing
practices generate  (Vorhies & Morgan, 2005). The partial mediation (H10) confirms a dual
performance mechanism: marketing capabilities directly improve performance through superior
market intelligence and client relationship management, and also improve performance indirectly by
driving more intensive and strategic digital platform utilization that further amplifies marketing
effectiveness.

4.5.4 Digital Platform's Direct Performance Effect

Digital platforms exert a significant positive direct effect on business performance (H₇: β = 0.337, p =
0.001), ranking as the second-strongest direct performance predictor after value co-creation. This
finding confirms that BIM, ERP, and CRM digital platforms contribute materially to BUMN
construction performance through multiple operational mechanisms: real-time operational information
(mean = 3.83) enables more informed and faster managerial decision-making; platform adaptability
(mean = 3.84) enables responsiveness to project-specific requirements; and system integration
capabilities support cross-functional data coherence that reduces coordination costs and project
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execution errors (Galagali, Sandbhor, & Ruikar, 2024; Wibowo, Knight, Gaol, & Indrawan, 2024).
From an RBV perspective, digital platforms function as strategic enablers that expand organizational
capacity to integrate internal and external resources, create adaptive work architectures, and accelerate
information flows across the value chain—capabilities that translate directly into competitive
performance advantages.

5. Conclusions

This study examined the effects of product-market strategy, value co-creation, and marketing
capability on business performance in BUMN Indonesian construction companies, mediated by digital
platform adoption, using SEM-PLS analysis of data from 82 respondents across eight construction
firms. Ten principal conclusions are drawn. First, product-market strategy significantly and positively
influences digital platform adoption (H₁: β = 0.579, p < 0.001), confirming that strategic clarity drives
digital infrastructure investment. Second, value co-creation does not significantly influence digital
platform adoption (H₂: p = 0.063), indicating that co-creation practices in construction operate
primarily through relationship mechanisms that are not contingent on platform deployment. Third,
marketing capability significantly influences digital platform adoption (H₃: β = 0.248, p = 0.002),
confirming that sophisticated marketing functions require digital enabling infrastructure. Fourth,
product-market strategy significantly improves business performance directly (H₄: β = 0.181, p =
0.022). Fifth, value co-creation is the strongest direct business performance driver (H₅: β = 0.301, p <
0.001), confirming service-dominant logic's prediction of co-creation's performance primacy. Sixth,
marketing capability significantly improves business performance (H₆: β = 0.170, p = 0.028). Seventh,
digital platforms significantly and directly improve business performance (H₇: β = 0.337, p = 0.001).
Eighth, digital platforms significantly partially mediate the product-market strategy→performance
relationship (H₈: indirect β = 0.195, p = 0.002). Ninth, digital platforms do not significantly mediate
the value co-creation→performance relationship (H₉: p = 0.135), as co-creation's performance benefits
operate through relationship-based rather than technology-mediated channels. Tenth, digital platforms
significantly partially mediate the marketing capability→performance relationship (H₁₀: indirect β =
0.038, p = 0.014). These findings support the theoretical integration of RBV, service-dominant logic,
and dynamic capabilities theory in explaining how BUMN construction firms achieve business
performance through the strategic deployment of marketing-oriented capabilities and digital
technologies.
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