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Abstract: Globalization phenomenon is an unavoidable survival strategy in the long run. Strategy itself is 

only a means to the purpose of the organization. Purpose of the organization or mission statement must be 
stated clearly although it is complex and multifaceted, yet needs to be understood to develop meaningful 
subsequent strategy. Technology developments may be emergent in their detailed proccesses and by the 
nature of the experimental process. This paper will use chronology as the main organizing device. The narrative 
analysis helps the writer to see how events have been constructed by active subjects, in this case, an open 
dialoque with the respective key informant. Therefore, the writer is giving open-ended questions during 
interviews based on the statements of the problem. There are also written documents given by the key 
informant as a support to the information given. 
 
Keywords: global strategy, emergent approach, purpose of the organization, development of technology 
strategy  

 

INTRODUCTION 
 

Saint-Gobain SA Group is the world leader 
in the abrasives  industry. The holding company 
which is located in France, has multi divisional 
companies and operates in most countries 
worldwide. Saint-Gobain SA Group offers 
worldwide known brands and products which 
cover 3 center of competence: the glass 
applications productions such as glass wool, glass 
fiber and hollow glass; the habitats, and high 
performance materials. With more than 300 years 
of experience, Saint-Gobain SA Group has proven 
to be the leading global company in the world.  
 Norton Hamplas (abrasives) is one of the 
leading brands of Saint-Gobain SA Group. It has a 
strong competitor from United States, the 3M 
Company. It has a worldwide supports to all 
industrial markets. This brand holds to 250,000 
types and sizes for specific applications with 
38,000 types of coated products. The innovations 
that Norton has made brought out the maximum 
productivity and lowered the grinding costs from 
plenty of manufacturing industries. In 1990,  
Norton was acquired by Saint-Gobain, and until 
now, it still shares Norton’s tradition of  
commitment to its business and customers.  
 Saint-Gobain Norton Hamplas was an 
Indonesian joint venture company before it finally 
broke up in 2006.  It was a joint venture between 
the Indonesian local businessman with the Saint-
Gobain SA Group. The new visions have made the 
reputable company split into 2 companies, Saint-
Gobain Abrasives Indonesia and Daya Satya  
 

 
Abrasives. The Saint-Gobain Abrasives Indonesia is 
located in Surabaya with its specification in the 
abrasives products. Daya Satya Abrasives itself is a 
new local player in the abrasives industry which is 
also located in Surabaya. It is now using Fortis 
Abrasives’ brand for its abrasives products. 
 As all organizations have the opportunity 
to redefine and redirect their activities in the 
future, therefore, one of the important issues 
would be on how the opportunities are going to 
attract the markets (Lynch, 2006: 343). The new 
Saint-Gobain Abrasives Indonesia plays a major 
role in the Indonesian markets since it always 
commits to provide high technical advises and end 
user trainings in all applications. A new conversion 
plant in Surabaya on November, 2007 was a 
dedication to the growing numbers of Indonesian 
wood and metal markets. This new management 
who brings new visions to its’ hundreds of 
employees has proven that Saint-Gobain SA 
Groups has reached its world leading 
comprehensive lines of products and of solutions 
fit to customer needs.  

The writer chooses Saint-Gobain 
Abrasives Indonesia (SGAI) as the main subject of 
analysis because the company is one of her 
respective clients, and both has created good 
cooperations. The research itself will create a 
value added for the writer and give better 
understandings about the organization. The 
research paper thereby embarks on a case study to 
deeply investigate SGAI’s new purpose of the 
organization and finally analyze development of its 
strategy through technology. 
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PROBLEM STATEMENT 

 
The new management of Saint-Gobain 

Abrasives Indonesia is bringing new shared visions 
and missions as it creates new purpose of the 
organization. The purpose of the organization can 
be identified through five main areas of the 
company. 
1. The areas of activity from the organization. 
2. The kind of organization in the future. 
3. The relative importance of stakeholders and 

shareholders. 
4. The future growth of the organization. 
5. The relationship with its immediate 

environment and society in general. 
     In addition, the writer will also analyze the 

emergent approaches that Saint-Gobain Abrasives 
Indonesia has in order to sustain in the 
competitions based on the development of its 
technology strategy.  

 
PURPOSE OF THE STUDY 

 
 The research paper therefore aims to 
identify:  
1. The purpose of the organization based on five 

main areas of Saint-Gobain Abrasives 
Indonesia as stated below: 
a) The area of activity from Saint-Gobain 

Abrasives Indonesia. 
b) The future of Saint-Gobain Abrasives 

Indonesia. 
c) The relative importance of stakeholders 

and shareholders Saint-Gobain Abrasives 
Indonesia. 

d) The future growth of Saint-Gobain 
Abrasives Indonesia due to its competitive 
advantage in the abrasives industry. 

e) The relationship between Saint-Gobain 
Abrasives Indonesia with its immediate 
environment and society in general. 

2. The emergent approaches of Saint-Gobain 
Abrasives Indonesia based on the 
development of technology strategy.  

 
SIGNIFICANCE OF THE STUDY 
 

This research paper helps to understand 
how a new subsidiary of a global company faces 
new challlenges in the market competition. 
Besides, the case study will also beneficial to 
identify how a new subsidiary builds the 
interrelationships with its affiliates and its holding 
company. Hopefully, the research paper will 
explain the future competitions in the abrasives 
industry. 

 
LITERATURE REVIEW 
 
Global Strategy 
 
 There have been several studies regarding 
global strategies which try to explore the 
uniqueness of each strategy. There are also plenty 
of reasons for many large companies to become 
global players. This globalization phenomenon is 
simply an unavoidable survival strategy in the long 
run. This terminology (Lasserre, 2007: 12) was 
known in 1970s as international, multinational or 
transnational company, but globalization itself is 
relatively a new concept. It is the phenomenon of 
the transition of industries whose market 
competitive structure changes progressively from 
multinational to global. The global company 
operates in an integrated presence and in an 
active co-ordinated way across nations which 
brings a radical change at the whole value chain as 
before. It implies the specialization of factories, 
different production sites, global product 
development, and global account management. 
 Although global companies have several 
different specializations across nations, there is an 
urge to have world-class factories. The competitive 
forces are global brands and global customers. 
Global brands bring about the strategic posture for 
a global company. The efficient production system 
gives a cost advantage for each unit of 
productions. Besides, there are also other benefits 
in global strategy such as timing benefits, learning 
benefits and arbitrage benefits. The arbitrage 
benefits enable a company to manage one 
resource for the benefit of other subsidiaries. The 
arbitrage benefits may also offer the differential 
cost- element such as taxes and interest, and also 
the risk-reduction through the pooling of 
currencies. Despite those benefits, there are some 
limitations toward global approach. There are four 
main categories of factors that defeat globalization 
(Lassere, 2007: 21-24): 
1. Cultural factors. At times, one culture can 

become a hindrance if local customers can’t 
adopt its benefits. Right design or approach 
to cultural adaptation is needed in order to 
be successful in marketing global products. A 
company will need to spend a lot of efforts to 
discover it. 

2. Commercial factors. Responsiveness to 
customers’ demands and customization are 
other factors which almost by definition 
defeat standardization. Some customer will 
need specific requests to limit globalization. 

3. Technical factors. It is difficult to standardize 
the various technical standards through out 
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the world. Besides, spatial presence, 
transportation and languages are those 
technical factors which create burdens to 
global company.  

4. Legal factors. Government somehow tries to 
limit the regulations for globalizations to 
protect the free flow of personnel, cash, 
goods, data and localized industries. Other 
strategies would be the national security and 
strenghten power control.  

 
Global Marketing 
 
 Global marketing has an approach to 
marketing mix (Lassere, 2007: 236). Customers in 
different regions have different tastes yet have 
same desires for global products. Becoming 
modern is one example of having desires to 
become global customers. Convergence of markets 
increase due to global demand and expectations 
from customers, and it may also provide marketing 
cost advantages for global operators (Johnson et 
al., 1997: 96-97). Most global brands become 
symbol of identities for major customers across 
the world. Due to its broad customers, global 
brands will have to adapt to country specificities. 
Global company may corespond to the global 
solution selling and global account management. It 
is important to have a competitive leverage in 
order to provide more sites for attack and 
counterattack. Aggressive strategies open to 
competitors is useful to develop corporate 
strategy of global companies.  
 A matrix structure is a combination of 
structures which often takes the form of product 
and geographical divisions or functional and 
divisional structures operating in tandem (Johnson 
et al., 1997: 373). There are no pure divisional or 
functional structures in a matrix structure 
organization. This structure normally occurs in a 
large and complex organization, or sometimes 
occurs in a very common professional service 
organizations (public or private sector). Global 
matrix structure seems to provide solutions for the 
increasing complexity, diversity, and economical 
change in 1980s. 

According to Hellriegel et al. (2005: 140), 
there are key factors to establish a global 
company: 
1. The professional people are the best human 

resources dispersed among various countries. 
They are potential employees for a global 
company.  

2. Foreign financing must be easier to offset the 
advantages of relying on domestic resources 
to meet other resource needs. 

3. Target customers require an international 
venture to acquire a reasonable share of the 
market.  

4. Worldwide communication that lead to quick 
responses of competitors in other countries 
as the best domestic defense. 

5. Worldwide sales are required to support the 
venture in order to generate sufficient 
revenue from the initial expenses such as 
manufacturing or research and development 
department. 

6. The change of the government policies, 
procedures, product designs, and 
advertisement strategies become easier if a 
company plays as a global firm. 

In an operating environment in the 
international operations of improving 
transportation, communication facilities and falling 
trade barriers, according to Barlett et al. (2008: 
12), some companies adopt a very different 
strategic approach. Global mentality is the 
approach that requires considerably more central 
coordination and control than the others. It is also 
typically associated with an organizational 
structure in which various product or business 
managers have worldwide responsibility. Research 
and development as well as manufacturing 
activities are typically managed from the 
headquarters. The trend of globalization was 
basically because many industries started to 
standardize their product formulations, rationalize 
package sizes, have wide change in consumer 
preferences, or even achieve substantial scale 
economies that gave them the advantage over 
local competitors.  

Transnational mentality is another 
approach needed to counter the local 
responsiveness while capturing benefits of global 
efficiency. This approach allows the organizations 
to integrate its production, so they can reduce 
their costs and access new skills and knowledge. 
Therefore, global companies may find that 
innovative products are more adaptable to global 
markets. Knowledge management needs to be 
developed to support effective worldwide 
innovation and learning.  

Large organizations will have little choice 
but to become information-based (Drucker, 1989: 
212). Information transforms the capital 
investment decision from an opportunitic, financial 
governed by the numbers, into a business decision 
based on the probability of alternative strategic 
assumptions. The emergence of management has 
converted knowledge from social ornament and 
luxury into the true capital of any economy. In 
France, large companies are often run by men who 
have spent their entire previous career in 
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government service. Therefore, large companies 
are becoming too demanding to be run by people 
without first-hand experience and a proven 
success record. This may be the most difficult 
problem ahead in the shift to the information-
based organization. On the other hand, 
information indeed is transnational with no 
national boundaries that creates communities of 
people in communion that works through 
community.  

  
Global Operation 
 
 Global operation is aimed to reduce costs 
of productions, gain more access and bring more 
competitive advantages towards product 
innovations and process innovations. It includes 
the four major decision dimensions: location, 
production, sourcing, and logistics. Global 
operation creates a global network of productions 
which vary among industries and bring closeness 
to their customers (Johnson et al., 1997: 96-99). 
Customer relationship is very important, therefore 
a global company will take full control over its 
customers rather than to delegate them to other 
company. Besides, global location of activities 
allow the flexibility and maintenance of cost 
advantages independently due to local conditions. 
Therefore, global organizations have to adapt their 
management styles to fit the expectations of the 
local workforce (Jones, 2007: 207-208). 

It is common that a global company has 
plenty of international divisions and international 
subsidiaries. The home-based structure may be 
retained, and the overseas interests are managed 
through a separate international division when 
there is a wide geographical spread with closely 
related products. The international subsidiaries are 
part of a global company and operate 
independently its management functions by 
country with higher degrees of local 
responsiveness.  

At times, global companies plan to choose 
to manufacture and market  new product ranges 
through new divisions or subsidiaries in order to 
avoid conflicts or incompatibility with the existing 
operations. Technological complexities in the 
organization insist global companies to elaborate 
its operational processes and urge them to have 
professional networks to overcome its standardize 
operations toward efficiencies. Besides, these 
networks are very useful acts for global companies 
to cope the resistance of more powerful groups 
politically.  
 Regional subcultures are common in 
global organizations which societal culture 
combines with organizational’s culture to create a 

distinct subculture (Hellriegel et al., 2005: 76). This 
culture incorporates the best elements of many 
different country cultures and create a design to 
join people from various experiences, ideas and 
ways of thinking. Subculture enables people inside 
an organization to be more creative and has best 
customers’ point of view. By permitting 
subcultures to coexist, a multicultural organization 
ensures that none of the subcultures will be more 
dominate than the other. Although at times 
cultural differences can create problems, they can 
also bring positive benefits by creating an 
opportunity to use the competence and 
knowledge (Kelly et al., 2002). 
 One of the basic challenges from a 
developing country is to find and identify those 
parts of its own tradition, history, and culture that 
can be used as management building blocks 
(Drucker, 1989: 221).  The economic success of 
one  country may become the reason for other 
developing country to have relative backwardness. 
 
Purpose of The Organization of A Global Company 
 

Political and structural context of an 
organization can be analyzed and understood as 
part of a strategic analysis. The strategic analysis of 
the organization’s environment can be achieved by 
creating a neat and tidy way by a close look at the 
company’s resources with its environmental 
fitness (Johnson et al., 1997: 229). There has been 
a comparable evolution in how a company governs 
its affairs as to resolve disputes, control 
destructive behaviours or achive goals for the 
mutual welfare of its society (Colley et al., 2003: 
10).  Corporate governance is the prevailing 
system resulted from the actions of individuals in 
democratic ways rather than legal principles, 
eventhough a good governance can’t be successful 
without the effective political and economic 
systems in one country. A company may consider 
the local taxes associated within the corporation.  

The effectiveness of a corporate 
governance is the degree which any organization 
can achieve its purposes. The most applicable 
approach may perhaps reduce the potential 
conflicts of interests between shareholders and 
stakeholders. The priorities of the organization 
should be decided in order to function its 
organization and distribute its power over the 
stakeholders. A corporate normally considers the 
difference between local traditions and 
frameworks taken in a more cultural context.  

 Corporate purpose according to Lynch 
(2006: 342-343) is the purpose and contribution of 
the central headquarters of a diversified group or 
companies. Strategy is only a means to the 
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purpose of the organization. Emergent approach is 
needed to develop its purpose successfully. 
Purpose of the organization or mission statement 
must be stated clearly although it is complex and 
multifaceted, yet needs to be understood to 
develop meaningful subsequent strategy. There 
are five main areas that shape the purpose of the 
organization. Organizations may consider these as 
their prescriptive approach. 
 
The Area of Activity 
 

Purpose for each organization is 
considered unique and needed to be understood 
(Lynch, 2006: 343-344) before developing business 
strategies. In order to allow purpose of 
organization broadly, an organization needs to 
explore the area of activity. An organization needs 
to focus in what business shall it engages in, and 
what circumstances shall it competes. It may also 
be the target market and approach being taken to 
survive in the competitive industry. In global 
environment, satisfying customer needs presents 
new challenges since customers differ from one 
country to the other.       

 
The Future of The Organization 
 
 All organizations have some choices to 
develop in two related areas (Lynch, 2006: 344). 
First, organizational cultures are brought by the 
environment of the organization in which they 
operate. It sometimes important, especially global 
companies, to design organization cultures to 
increase control over the environment. 
Organizational cultures are the set of shared 
values and norms that control organizational 
members’ interactions with their environment to 
increase organizational effectiveness (Jones, 2007: 
177-181). Values are general criteria, standards, or 
guiding principles that people use to determine 
which types of behaviours, events, situations, and 
outcomes are desirable or undesirable. Cultural 
values are important facilitators of mutual 
adjustment in an organization by providing a 
common reference point, giving smooth 
interactions among team members, and 
identifying strong relationship within organization. 
Norms, on the other hand, is standards or styles of 
behaviour that are considered acceptable or 
typical for a group of people. 

The challenges to be posed to the 
member of the organization will have impact in 
the working style of the organization (Lynch, 2006: 
344). Creative ways  as well as better ways of 
performing roles of activities are the forms of 
informal organization that facilitate workings of 

the organizational structure. It is important for an 
organization to have open lines of communications 
to avoid high turnover of employees. 

 
The Relative Importance of Stakeholders and 
Shareholders 
 
 Both stakeholders and shareholders have 
their own interests for the organization. Although 
shareholders’ interest is the ultimate purpose of 
the organization, but stakeholders’ perspective on 
purpose is another input to its continuous 
existence (Lynch, 2006: 345). Besides, customers 
and suppliers will also have interests in the 
organization informally that may influence the 
future direction of the organization.  
 Potential conflicts may occur due to lack 
of responsiveness toward stakeholders’ interests 
such as more pay at the expense of profits and 
dividends for the shareholders. By contrast, 
owners are more likely to be concerned with 
maximizing profits and seeking only moderate 
growth. Therefore, those with more power need 
to be considered most carefully. 
 
The Future Growth of the Organization 
 
 Organizations have always tendencies to 
grow, but the decision on growth is entirely 
dependent on the organizations and their 
environments though the choice is not automatic. 
The nature of corporate strategy will change as 
industries move along the industry life cycle. The 
industry life cycle is generally the nature of 
corporate strategy. There are two consequences of 
the industry life cycle that can have a significant 
impact on industries (Lynch, 2006: 89): 
1. Advantages of early entry. There may be a 

long-term advantages by becoming a first 
mover in an industry. Careful consideration is 
needed during strategic development. 

2. Industry market share fragmentation. New 
entrants are unavoidable during times of 
strategic developments. Maturity makes each 
new company to fight over market share, 
therefore markets become more fragmanted. 

  
The Relationship Between Immediate 
Environment and Society  
 
 Purpose must be set up with some 
considerations of the environment within which 
the organization operates. The environment has 
main problems in affecting purpose and strong 
competitive activity (Lynch, 2006: 346, 370). 
Proble 
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ms may arrise in the environment and then force 
an organization to make survival strategies. 
Society, on the other hand, may also give 
pressures and demands to an organization. 
Corporate Social Responsibility (CSR) may alter the 
demands and  pressures given by society. Due to 
the pressures of society, many organizations adapt 
their purpose of the organization. 
 
Vision and Mission of An Organization 
 
 A vision expresses an organization’s 
fundamental aspirations and purpose, usually by 
appealing to its members’ heart and minds 
(Hellriegel et al., 2005: 181). It goes beyond its 
current environment and competitive position 
(Lynch, 2006: 351). A vision is the soul of a mission 
statement that endures for generations.  

A mission of the organization, on the 
other hand,  may be stated to answer some basic 
questions such as the type of organization, people 
involve in the organization or perhaps just to state 
the actions and strategies taken during 
organization’s development phases to achieve 
long-term goals. Therefore, a mission of the 
organization has to be clear enough and big 
enough to provide common vision (Drucker, 1989: 
221). Management’s first job is to think through, 
set, and exemplify those objectives, values and 
goals.  

A mission statement according to Lynch 
(2006: 436) is not seen as only a statement of 
purpose but also as expressing the values of the 
organization. Therefore, it is important to notice 
the danger of being too rational in the 
development of mission and objectives.  
 
The Emergent Approaches Based on The 
Development of Technology  Strategy  

 
New technology developments are likely 

to alter the vision and purpose of the organization 
that enable the company to extend and enhance 
the existing position. Purpose might be allowed to 
be more experimental and developed from the 
process itself. It is therefore called an emergent 
approach to purpose. By developing technology 
strategy, it may be possible to exploit the new era 
on a worldwide scale and thus alter the 
attractiveness of the business proposition (Lynch, 
2006: 390).  

Technology developments may be 
emergent in their detailed proccesses and by the 
nature of the experimental process. Successful 
technologies allow the monitoring to customer 
needs while innovatory companies survey other 
industries for their technology developments and 

assess their relevance to its own. This process is 
called technology push. The purpose of the 
organization is mainly a survival, it is present in 
most organizations in any process of innovation. 
Therefore, the purpose of the organization 
precedes innovations. The potential of an 
innovative opportunity, somehow can not be 
known in advance.  
 
COMPANY PROFILE 
 
Saint-Gobain SA Group  
 
 Saint-Gobain is a global company that has 
operated since 1665 with the head office located 
in France. With a long history when the Royal Glass 
Works established, the Saint-Gobain SA Group 
(SGSA) is now becoming the world leader on 
habitat and construction markets. It has 42.1 
billion Euros of sales, around 195.000 employees, 
and operates in 64 countries (Figure 1).  
 

 

 
Figure 1. Distribution of Employees by 

Countries 
Source: http://www.saint-gobain.fr/en/group  

 

The Group becomes one of the most 
sustainable corporations in the world by Global 
100. The Global 100 has research analytics 
provided by Innovest Strategic Value Advisors 
America. At present, SGSA already has 12 research 
centres and 101 development units around the 
world. Below is the organization chart of Saint-
Gobain SA Group (Figure 2). 

 
 
 

http://www.saint-gobain.fr/en/group
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Figure 2. The Organizational Chart of Saint Gobain 
SA Group 

 
Source: The Month Magazine (February, 2012) 

 
Pierre-André de Chalendar as the 

Chairman and Chief Executive Officer stated that 
SGSA as the world leader in the habitat and 
construction markets fully intend to rise to the 
exciting challenge of inventing and building the 
home of the future. By enhancing comfort and 
quality of life, SGSA offers a wide range of 
innovative solutions and services to make buildings 
more energy efficient and environmental friendly. 
Via its products, the Group undertakes to limit the 
environmental impact made by buildings, 
promoting renewable energies, manage the water 
cycle, design cleaner vehicles, and raise awareness 
on environmental issues.  
 SGSA’s strategic positioning in this market 
means it must be exemplary when it comes to 
sustainable development. The building blocks of 
sustainable development are part of its core values 
described in the Principle of Conduct and Action. It 
has five principles governing individual conduct: 
values of professional commitment, respect for 
others, integrity, loyalty and solidarity, and shape 
the conduct of each executive and employee of 
Saint-Gobain. There are also four principles guiding 
the professional action: committed to limiting the 

environmental impact of its manufacturing 
processes, protecting its employees’ health and 
safety, respect for employee rights as well as 
managing its business in a socially responsible 
manner.  
 The breakdown of sales by market is 
divided into 3 main categories: construction 
products, innovative materials, and building 
distribution. Construction products sector 
activities are gypsum, insulation, exterior products, 
industrial mortars, and pipe. All of the activities 
have well-established brands and solid strategic 
positioning. These products have 31% breakdown 
of sales of the overall markets. The innovative 
materials as the second main category has core 
business in abrasives, ceramic materials, plastics, 
textile solutions, flat glass manufacturing, 
processing of glass for the building industry and 
domestic appliances, processing of glass for the 
automotive and mass transit markets, and solar 
energy solutions. The second world rank of 
packaging for bottles and jars is another core 
business in innovative materials for food and 
beverages industry. These innovative materials 
sector have 24% breakdown of sales of the 
markets and become the company’s growth driver 
in its advance technologies. While building 
distribution with 45% breakdown of the market 
sales has a unique position in the new building, 
renovation, and major building improvements 
markets.  

As a global company, SGSA has both the 
horizontal strategies and vertical strategies. Each 
delegation acts as the embassy of the companies 
by region, and each delegation  is responsible to a 
Vice President. There are 5 Vice Presidents in the 
group who are responsible to the CEO. SGSA has 
functional division which is under the 
responsibilities of Compagnie de Saint-Gobain 
(Table 1).  

Table 1. Functional Division of Saint-Gobain SA 
Group 

 

Compagnie de 
Saint-Gobain 

General Management 

Functional Departments 

Human Resources 

Finance 

Corporate Planning 

Internal Audit and Business Control 

Legal/Tax 

R&D 

Communication 

Marketing 
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Source: http://www.saintgobain.fr/en/group 
The organizational structure is decentralized with 
its activities organized into four sectors as 
mentioned previously: construction products, 
building distribution, packaging and innovative 
materials. Each sector is responsible for its 
strategy worldwide. Delegations represent the 
Group in each country where it operates and 
coordinate the operations of its various companies 
(Table 2).  

 
Table 2. Delegations of Saint-Gobain SA Group 

 
Source: http://www.saintgobain.fr/en/group 
The group delegation in the central and Northern 
Europe covers several countries: Austria, Belgium, 
Germany, Luxembourg, the Netherlands, the 
Nordic countries and Baltic States. The group 
delegation in the eastern Europe covers several 
other countries: Bosnia, Bulgaria, Croatia, 
Macedonia, Montenegro, Hungary, Polland, the 
Czech Republic, Romania, Serbia, Slovakia and 
Slovenia.   
  
Saint-Gobain Abrasives Indonesia 
 
 In Asia Pacific, South East Asia region is 
one of the most significant growing region since 
1990 when Indonesia became the first joint 
venture company of Saint-Gobain SA Group (which 
was formerly named as Hamplas Barutama since 
1984). All of the group’s division are presented in 

this region: Indonesia, Thailand, Malaysia, 
Singapore and Vietnam. There are five sectors 
being operated and specializes in high-
performance materials, flat glass and construction 
products. By localizing technical expertise and 
global materials experience of the SGSA, this 
region has created strong business and customer 
relationships, and established its products and 
brand names in all major markets. With total more 
than 10 plants being operated in this region, it has 
General Delegation Asia Pacific in Japan with its’ 
South East Asia headquarter based in Bangkok, 
Thailand.  

 

Table 3. The South East Asia Region of Saint-
Gobain SA Group  

Source: http://www.saintgobain.co.th/sgsea.html 

 Saint-Gobain Abrasives Indonesia was 
formerly named as Hamplas Barutama in 1984. 
Hamplas Barutama was bankrupt a year after, and 
was bought by its supplier, Norton Hamplas 
Industry in 1985. Soon, it became a joint venture 
company with its holding company in America. In 
1990, SGSA acquired Norton Hamplas Industry 
along with all of its subsidiaries. It took 3 years of 
tough negotiations to fully acquired Norton 
Hamplas Industry worldwide then finally, Norton 
Hamplas Industry in Indonesia became the Saint-
Gobain Norton Hamplas. Unfortunately, this joint 
venture didn’t last long enough. The new vision of 
innovating the abrasives industry into 5 categories 
was hard to be accepted by the Indonesian local 
businessman. The joint venture ended in 2007, 
and Saint-Gobain Norton Hamplas has changed 
into Saint-Gobain Abrasives Indonesia, a new 
wholy owned subsidiary of Saint-Gobain SA Group. 
Somehow, the split up has left a dispute between 
the shareholders due to its commercial agreement 
and was taken into court.   

1990 Saint-Gobain Abrasives Indonesia 
(developed from Norton Hamplas). 

1993 Saint-Gobain Winter Diamas, 
Indonesia. 

1997 Saint-Gobain Sekurit (Thailand) Co., 
Ltd. 

1997 Saint-Gobain Vetrotex (Thailand) Co., 
Ltd. 

1998 Saint-Gobain Advanced Materials (M) 
SDN BHD, Malaysia. 

1999 Saint-Gobain Weber Co., Ltd., 
Thailand. 

2000 Saint-Gobain Abrasives (Singapore) 
Pte. Ltd. 

2005 Saint-Gobain Abrasives (Thailand) Ltd. 

2006 Thai Gypsum Products PCL and BPB 
Malaysia Gypsum SDN BHD. 

2006 Sales of Saint-Gobain Reinforcements 
and Composites businesses (Vetrotex 
Thailand). 

2007 Saint-Gobain Construction Products 
Vietnam Ltd.  

2007 Manewtech-Belle SDN BHD, Malaysia. 

Delegations 

North America 

Central and Northern Europe** 
United Kingdom, Republic of Ireland, South 
Africa 

Italy, Egypt, Greece, Turkey 

Spain, Portugal, Morocco 

Eastern Europe*** 
Russia, Ukraine and CIS countries 

India 
Brazil, Argentina, Chile 

Mexico, Venezuela, Colombia 
Asia-Pacific region 

http://www.saintgobain.fr/en/group
http://www.saintgobain.fr/en/group
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Norton Hamplas becomes a global brand 
of SGSA and supports industrial markets such as  
metalworking, automotives, aerospace, 
woodworking, bearing, sporting groups, foundry, 
cutting tools as well as the Do-It-Yourself retailers 
and automotive aftermarkets. Its super abrasive 
diamond cubic boron nitride grinding wheels and 
diamond tools usage is growing in cutting tool 
production, maintenance and many others. It has 
the most advance technology or innovator for 
manufacturing. It is very useful to achieve 
maximum productivity and lower grinding cost. 
Through the acquisition of Norton Hamplas 
Industry, its global experience has brought strong 
addition to Norton Hamplas brands since then. On 
November 8, 2007, it has built new office and 
convertion facilities in Surabaya. 
 Saint-Gobain Abrasives Indonesia (SGAI) 
has carefully prepared some specific strategies for 
its market regarding the decreasing economic 
growth by 4-5% to 5.5%. Export rate were 
predicted to be dropped due to global crisis in 
2009. SGAI decided that strategies for dealing with 
counteracting slow economic growth were 
needed. In retail business, metalworking and 
automotive were considered suitable for the 
segmented customers’ behaviours. It included 
selecting customer-based products, choosing 
distribution system and strengthening Norton’s 
brand in Indonesia (Saint-Gobain Abrasives 
Indonesia Newsletter for Norton, 2009). It focused 
more on widening market knowledge, choosing 
key target accounts, data-based implementation, 
hard work and winning the market’s attention. 
Besides, the new corporate website was aimed to 
support Norton’s role as the leading abrasives 
industry in Indonesia.  

Somehow, this company was testing its 
circumstances toward its customers’ loyalty in its 
brands and products. The strategy for selecting 
products would adjust accordingly for both price-
oriented market and the premium one. As well as 
strengthening its distribution network, SGAI also 
developed furniture industries such as mortar, 
gypsum, etc. Finally, price reduction was the main 
priority as a solution for each of Norton customers.  
 
DATA ANALYSIS OF THE CASE STUDY 
 

Based on the statements of the problem, 
this research paper is going to ascertain the 
purpose of the organization from the information 
and the emergent approaches based on the 
development of technology strategy given by a key 
informant from the respective company. The 
writer is using the written record and data analysis 
technique through narrative analysis. Narrative 

analysis will need to work on inviting stories from 
the key informant (Myers, 2009: 217).  

A written analysis of an organization is 
then called a case study. Therefore, this paper will 
use chronology as the main organizing device. The 
narrative analysis helps the writer to see how 
events have been constructed by active subjects, 
in this case, an open dialoque with the respective 
key informant. Therefore, the writer is giving 
open-ended questions during interviews based on 
the statements of the problem. There are also 
written documents given by the key informant as a 
support to the information given. 

 
DATA ANALYSIS ON THE PURPOSE OF THE 
ORGANIZATION OF SAINT-GOBAIN ABRASIVES 
INDONESIA 

 
The Area of Activity from Saint-Gobain Abrasives 
Indonesia 

 
Based on the historical background of the 

company, the writer identifies the differences 
between the old target markets from Saint-Gobain 
Norton Hamplas and the new target markets from 
Saint-Gobain Abrasives Indonesia as the wholly 
owned subsidiary. As mentioned, Saint-Gobain 
Norton Hamplas (SGNH) used to be a joint venture 
company between Saint-Gobain SA Group (SGSA) 
and Indonesian local businessman. As a new 
company, Saint-Gobain Abrasives Indonesia (SGAI) 
will have new business focus that differs from the 
previous company.  

Based on the interview with the key 
informant, below is the historical background of 
the company: 
1981 : The business was started by a local 

player in Surabaya, and it was named 
Hamplas Utama. It only produced a 
small scale of manual abrasives. After 3 
years of operations, the company went 
bankrupt. 

1984 : The new buyer from Jakarta bought 
the company and named it as Hamplas 
Barutama. At first, the company 
imported abrasives products from 
Europe and sold their products for 
Indonesian market. Hamplas Barutama 
then expanded its technology with the 
leading abrasives company, Norton 
Hamplas Industry Australia. The 
company produced its own abrasives 
products with the help of technical 
assistant from Australia and paid a 
buyer fee for couples of months. Norton 
abrasives products were quite 
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unfamiliar for domestic markets at 
those times. 

1985 : Hamplas Barutama made a joint 
venture agreement with Norton 
Hamplas Industry America. The new 
company was named as Norton 
Hamplas Industry. 

1986 : As a joint venture company, the 
holding company had given its first 
machinery and produced abrasives 
industrial products for the first time. 
The company then became the national 
leader in abrasives industry and sold its 
products to playwood companies. 
Playwood industries were highly 
competitive industry in 1990s, and 
Norton Hamplas Industry (NHI) was the 
only company in Indonesia which 
produced its own abrasives industrial 
products.    

1990 : The SGSA acquired Norton Hamplas 
America and all of its subsidiaries. As a 
European company, SGSA had to tackle 
problems as it faced several differences 
with the United States’ labour union. It 
took about 3 years after acquisition to 
settle all of the agreements with Norton 
Hamplas subsidiaries worldwide. At this 
point,  the local Indonesian businessman 
didn’t notice that there was a change of 
ownership in his holding company. 

1995 : After 10 years, NHI had to renew its joint 
venture agreement with its holding 
company which was now SGSA. 

2000 :  SGSA as the new holding company sent 
its first expatriates to Indonesia. 

2002 : NHI finally changed its company’s name 
into Saint-Gobain Norton Hamplas 
(SGNH). During these recent years, 
Indonesia faced difficulties in expanding 
its abrasives industrial products through 
its focus strategy. Playwood industries 
were dropped due to some political 
reasons and government regulations. 

2004 : SGSA decided that SGNH had to keep 
and extend its emerging markets through  
diversification strategy in order to sustain 
in the competition. As a joint venture 
company, SGSA forced its local partner to 
add up its capital and agreed to make new 
4 business units ahead.  

2006 : SGSA had enough time to wait for the 
settlements. By the end of the year, SGSA 
ended its joint venture agreement with its 
local partner. Saint-Gobain Abrasives 
Indonesia (SGAI) became a wholly owned 
subsidiary of SGSA.  

2007 : SGAI has built a new office and 
convertion facilities in Surabaya. It  
established 4 business units in abrasives 
industy as a new portfolio. Until now, 
SGAI still holds the traditional business of 
Norton abrasives by using its worldwide 
brands and its leading global position.  

 Based on the historical backgrounds, SGAI  
 
has established new target markets. The 

new business units serve not only playwood 
industries with its coated abrasives, but also 
covers the metal industries as well as automotive 
industries and aeronautical industries through its 
bonded abrasives (The Link Magazine, 2012). By 
the benefits from its afiliates or group divisions, 
SGAI is now able to distribute its forming products 
and reach more target markets through its global 
sollution selling.  
   From the area of activity, the writer 
identifies that SGAI has differences from its former 
joint venture company. The differences appear in 
its strategy and target markets. Focus strategy and 
its core competence in coated abrasives is no 
longer the scope of its business activites. The 
diversification strategy and its distribution 
networks becomes its institutional context with a 
high-precision business to meet customers’ 
specific needs. 
  
The Future of Saint-Gobain Abrasives Indonesia 

 
As a part of a global company, Saint-

Gobain Abrasives Indonesia has unique 
organizational cultures. As stated in the theoritical 
background, the organizational cultures of a 
company will help the people involve to achieve its 
performance by bringing positive benefits through 
creating an opportunity to use the competence 
and knowledge for the future of the organization. 
The writer also tries to ascertain the cultural 
values from Saint-Gobain Abrasives Indonesia and 
identifies the most meaningful cultural value from 
the key informant. The writer then asks the key 
informant to describe the future of the 
organization based on their most meaningful 
cultural value from the company.   

According to the key informants, there 
are two factors that influence the SGAI’s 
organizational cultures: market and sales. In 1985, 
the key informant stated that Norton Hamplas 
Industry (NHI) was a company with an advanced 
technology in abrasives industry. NHI was an 
innovator and a leader in its abrasives products. 
These statements created organizational values to 
all of its employee. They behaved as inovators and 
believed that their products were best in its 
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category. They had more confidence in doing their 
work-life. This organizational culture could easily 
be seen in all of its functional teams such as 
marketing and production. 

In 2002, NHI became a new joint venture 
company, the Saint-Gobain Norton Hamplas 
(SGNH). There was a difference in the 
organizational culture which affected all of its 
organizational structure’s members. During this 
era, the company had slightly moved into its new 
strategy to become mass distributions and 
productions in abrasives industry. The 
diversification strategy that SGAI made has 
changed its broad target markets into more 
specific market niches. The key informant stated 
that SGAI is choosing a supermarket style in doing 
its business activities. It has a tendency to act 
more aggressively towards new channels of 
distributions. SGAI is handling mass productions 
and created product utilizations as its core 
competence. The production teams would focus 
more on efficiency and effectiveness. Now, the 
company eagerly tries to train its human resources 
to cover the efficiency of its production perfectly. 
This zero-defect obession is manifest everywhere 
(The Link Magazine, 2012). The company also 
needs more people with high flexibilities and 
mobilities. This is simply because SGSA has 
provided its human resource with multifaceted 
skills through extensive trainings. The 
organizational structure then becomes wider. For 
example, a Human Resource Department’s 
personnel can easily be transfered to Information 
Technology Department whenever necessary.  

In 2005, SGAI has a new solution-fit 
philosophy. This means that the company was no 
longer offered its products, but it offered more 
solutions toward customers’ needs and wants. For 
example, SGAI might offer “pieces of small” 
instead of large amounts of products. Therefore, 
the company offers a wide range of prices to fit to 
the customers’ needs (as stated previously in 4.1). 

Another new concept that SGAI has 
according to the key informant is the concept of 
habitat. The new CEO of Saint-Gobain SA Group 
(SGSA), Pierre-André de Chalendar, has made an 
agreement with the United Nations and Europe 
Union to create natural conservatives to protect 
the environments. Natural conservative is one of 
the global issues nowadays.  

As mentioned earlier, SGSA is the world 
leader in the habitat and construction markets. It 
intends to rise to the existing challenge of 
inventing and building the home for the future by 
reducing the emission of carbondioxide. Habitat 
itself is a French and Latin word for living space. 
SGSA, according to the key informant, has its own 

way of interpreting the word “living space”. For 
example, a car is a mobile living space. It simply 
creates a space towards the people who are using 
the car. Therefore, SGSA is trying to promote living 
space as safe and comfortable place that brings 
better quality of life.  

The above statements are also being 
supported by the groups’ wide range of innovative 
solutions and services to make more buildings 
more energy efficient and environmentally 
friendly, while enhancing comfort and quality of 
life. The company as stated previously now owns 5 
product divisions. All of its divisions promote the 
living spaces in their products. Therefore, there 
were lots of acquired companies being sold in 
order to promote more on habitat in its main 
business units. 

SGSA’s strategic positioning in the habitat 
and construction markets is a mean to be an 
example when it comes to sustainable 
development (The Month Magazine, 2011).  The 
core values of SGSA are  described in its Principles 
of Conduct and Action. The 5 principles of conduct 
are: professional commitment, respect for the 
others, integrity, loyalty and solidarity; while the 4 
principles of action are: respect for the law, caring 
for the environment, worker health and safety, 
and employee rights. The writer indentifies the 
above core values as the scenarios given for the 
future of SGSA as a global firm.  

As a subsidiary of a public owned 
company, SGAI personnel are tought to have wider 
mindsets toward the company’s growth. For 
example, as a former Quality Control personnel, 
the key informant has more obligations to create 
values for the company. He is required to perform 
better solutions on the products by knowing the 
exact needs from the customers. This also means 
that he must listen to all of his customers’ 
complaints. There seems to be no fixed formulas 
or specifications in delivering the products in the 
company.  

The key informant describes the future of 
SGSA as being a financial company rather than 
consumer goods company. This statement is 
supported by the facts found in 2009 when 
Wendel Investment Group has successfully bought 
17,1% of the SGSA’s shares altogether from several 
business units (Websites, 2012). Wendel Group is a 
large financial company who ambitiously invests 
for the long-term as the majority or leading 
shareholder in big companies by providing the 
necessary funds for its success (Table 4). 
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Table 4. Saint-Gobain SA Group’s Highlights 
Revenue in 2010 

Source: 
http://www.wendelinvestissement.com/en/saint-
gobain_104.html 

According to Wendel Group (Websites, 2012), 
Saint-Gobain has consolidated sales for 2010. It 
came in at €40,119 million, versus €37,786 million 
for 2009, representing a 6.2% rise on a reported 
basis, and 1.9% like-for-like. SGSA has continued to 
pursue its action plan priorities in 2010, amid a 
broadly improving but still fragile economic 
climate with persistently strong disparities from 
one country to the next. In general, the sector 
continued to benefit from robust momentum in 
emerging market countries and Asia, where 37.6% 
of the year’s sales were made, and vigorous 
trading in industrial markets in both North America 
and Western Europe.  

In addition, the key informant states that 
in the future, SGSA won’t have too many business 
focuses and has dynamics visions ahead based on 
the involvement of Wendel Group. The writer itself 
analyzes that SGAI will still have to take 
responsibility for a wide range of functions in 
order to do the business effectively. The 
organizational culture which enables the company 
to generalize itself is suitable for the emerging 
Indonesian’s market which offers the prospect of 
substantial growth. As a part of a global company, 
SGAI will also face its global challenges. In the 
future, SGAI still has to adapt itself/portfolios to 
the changes brought by global competition.  

 
The Relative Importance of Stakeholders and 
Shareholders of Saint-Gobain Abrasives Indonesia 

 
There are 3 main research questions being 

answered by the key informant based on the 
relative importance of stakeholders and 
shareholders in Saint-Gobain Abrasives Indonesia. 
The writer analyzes the synergy between the 
stakeholders and shareholders from the key 
informants’ point of views,  the communications 
between the delegations and their unit divisions, 

and the intensity of the regular regional meetings 
in the company.  

There are 3 kinds of sinergy between 
stakeholders and shareholders in a micro 
economy: the company, the customers and the 
suppliers. The key informants states that there is 
another sinergy which also has a relative 
importance. The fourth kind of sinergy mentioned 
is the investors. The major investors of SGSA are 
mostly those from European countries.  

The writer finds out that there is also a 
relation of trust between two parties in SGSA, 
Financial Communication Department and General 
Management of the Group. This relation of trust is 
the sine qua non for ensuring the loyalty of existing 
shareholders and attracting new shareholders. The 
Financial Communication Department, with its 
team of six, keeps analysts and investors 
(institutional and individual) informed of Saint-
Gobain’s results, its strategy, and its main 
achievements through an integrated finance 
system. It also informs General Management of 
the financial community’s perception of the 
Group, and of the main strategic and financial 
directions taken by Saint-Gobain (The Month 
Magazine, 2011). The ERP systems has played 
important roles in reducing production costs. It 
enables the company to integrate the numbers in 
productions’ calculation toward efficiency for its 
organic and non organic growth.  

In addition, there is an annual training 
which is called “Meet The Group”.  The selected 
people will meet other SGSA’s personnels from all 
divisions worldwide. The next step is by attending 
the new managers’ training program. As stated 
previously that SGSA needs more people with high 
flexibilities and mobilities, this training would 
consider beneficial for these managers. So far, 
SGSA has given its local people chances to get 
promotions with highest position as Senior 
Managers. SGSA will employ expatriates to be 
positioned as its top management. Based on these 
information, the writer ascertains that the 
organization structure of SGSA is leveraged 
through its matrix structure due to its global 
marketing management system.  

SGAI’s management system is under 
control of a Director as the General Manager (GM) 
of South East Asia. Mr. Wirat Panomchai is the GM 
of South East Asia with his home base in Bangkok, 
Thailand. He controls 5 different countries: 
Indonesia (Saint-Gobain Abrasives Indonesia as a 
wholly owned subsidiary and  Saint-Gobain Winter 
Diamas as a joint venture company), Vietnam 
(Saint-Gobain Construction Products Vietnam 
Ltd.), Singapore (Saint-Gobain Abrasives Pte. Ltd.), 
Malaysia (Saint-Gobain Advanced Materials SDN 

http://www.wendelinvestissement.com/en/saint-gobain_104.html
http://www.wendelinvestissement.com/en/saint-gobain_104.html
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BHD, BPB Malaysia Gypsum SDN BHD., and 
Manewtech-Belle SDN BHD.) and Thailand (Saint-
Gobain Sekurit Co., Ltd., Saint-Gobain Vetrotex 
Co., Ltd., Saint-Gobain Weber Co., Ltd., Saint-
Gobain Abrasives Ltd., Thai Gypsum Products PCL, 
and Sales of Saint-Gobain Reinforcements and 
Composites Businesses). The General Manager of 
South East Asia is reporting all of the business 
activities to the Asia Pacific General Manager. They 
will hold quarterly meetings every year. 
 There are also 3 pathways in relation to 
each unit division in SGAI. The first is the Sales and 
Marketing Division. This division is under the 
control of a Country Sales Manager. There is also 
an annual General Meeting for Sales and 
Marketing Division as to find new opportunities 
and create new missions. The writer then 
identifies this as a purpose from the company to 
seek the importance of customers’ needs and 
meet these interests within the organization in 
order to influence their future direction.  

The second is the Manufacturing Division 
which includes the Human Resource Department, 
Production Division, and Import Material Division. 
These divisions are under the control of an 
Operation Director. Based on the theoritical 
background, a global company makes 
standardization of its products and brands through 
all of its subsidiaries. Therefore, the writer 
analyzes this as a pathway of representing SGSA as 
a global company with a global operation network. 
This network aims to reduce the costs of SGSA’s 
productions, gain more access through its 
delegations and bring more competitive 
advantages towards product innovations and 
process innovations.  

Meanwhile, the third pathway is the 
Accounting Division which is under the control of a 
Finance Director. The writer analyzes this pathway 
as a control system creates in a global company. 
The SGSA Group’s financial tasks includes the 
administration control and monitoring strategic 
programs, such as manufacturing optimization 
with the World Class Manufacturing (WCL) 
program, investment or acquisition analysis and 
finance, etc. It also provides analysis and tracking 
tools for the Group’s priority actions: price 
increase programs, strict cost control (raw 
materials, energy, production, distribution, and 
operation); cash flow management with greater 
effort placed on working capital requirements, as 
well as investment and acquisition costs (The 
Month Magazine, 2011). Finally, each division 
stated above has to make reports of its business 
activities to each appointed top management. 
  

The Future Growth of Saint-Gobain Abrasives 
Indonesia Due to Its Competitive Advantage in 
The Abrasives Industry 

 
The new management will face strong 

competitions from its competitor in the abrasives 
industry especially due to the joint venture break-
up (which was formerly named as Saint-Gobain 
Norton Hamplas). The research questions are 
organized to encapsulate the recent competitors 
in Indonesia, the countries for the products which 
are being exported, and the possibilities for Saint-
Gobain Abrasives Indonesia to expand its export 
products. The writer then will try to analyze the 
future growth of the company based on the 
interviews and documentations given.  
 The analyzes begin with the historical 
background of the economy’s condition. According 
to the key informant, abrasives industries had 
faced its worst crisis in 1998 due to political chaos 
in Indonesia. All of the abrasives industries 
dropped its sales revenues drastically since then, 
although it was not as badly effected as the metal 
industry.  

In 2002, the US dollars reached its highest 
exchange rates, and illegal logging regulations was 
ruled by the Indonesian government to squeez the 
Indonesian businessman. There were lots of 
closings of wood manufactures due to the illegal 
logging regulation. Many playwood companies lost 
its market shares during those hard times. The 
business activities became too complicated to run 
with.  

From 2005-2006, Japan continued to drop 
its market shares, and the Indonesians’ non wood 
industries seemed to have slow growths. There 
was a tendency of rapid colapse during most of the 
times, and playwood industries became the 
strongest survival in the wood industries. This 
certainly effected the SGAI’s overall market shares.  

Nowadays, it seems that the focus 
strategy doesn’t fit to Indonesian markets any 
longer. Luckily, SGSA has already extended its unit 
business for abrasives. Therefore, the holding 
company eagerly transfers its technology through 
domestic sales and marketing to sustain in the 
Indonesian markets. As stated by the key 
informant, SGAI so far has sold its abrasives 
products only for its domestic market. Export is 
still an imminent strategy for SGAI to its affiliates 
abroad.  
 From the information given by the key 
informant, SGSA is still a world leader in its several 
categories which derive from its 5 business units in 
abrasives industry, or by the least becomes the 
European leader in all of its categories. It also has 
an American competitor (3M Company) which has 
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6 business units altogether. Other strong 
competitors are from Japan (Noritake brand) and 
Sweden (Ekamant brand) which only have 1 
business unit as their core competence.  

Norton brands was a leading abrasives 
brand for Indonesian market from 1985-2002. It 
was the only company who had an abrasives plant 
and produced its own abrasives products for 
Indonesia. Nowadays, there are approximately 20 
followers from other trading companies for 
abrasives brands. Price war seems to be an 
unavoidable situation in abrasives industry. The 
writer determines that although Norton brands is 
no longer a leading abrasives brand for SGAI, the 
company has been able to maintain its market 
shares through difersifying its business units. 
Overall, SGSA has extended its product categories 
through acquisition strategy. In addition, the key 
informant states that until recently, it has 
succesfully acquired 51% share from a reputable 
mortar company in Indonesia. Immediately, it will 
also open a new gypsum manufacture in West 
Java.          
 
The Relationship Between Saint-Gobain Abrasives 
Indonesia with Its Immediate Environment and 
Society in General 
 

Corporate Social Responsibilities (CSR) are 
one of the five main areas from the purpose of the 
organization which identifies the relationship 
between a company with its immediate 
environment and society in general. As a global 
company, Saint-Gobain SA Group is having a stong 
support to  CSR. The support can be seen in 
websites from which the company are given 
several contributions to several delegations 
countries. The research questions are also aimed 
to ascertain the support given from the holding 
company towards Indonesian’s environment and 
society.   

The key informant states that his 
company has a worldwide foundation as its 
Corporate Social Responsibility (CSR). This 
foundation is a centralized CSR and opens for any 
programs given by its subsidiaries. Each suggested 
program will be evaluated by the commitee in 
accordance with SGSA’s policy. The commitee will 
examine the future effects for every CSR’s action.  

One of the successful CSR programs in 
Asia recently was building a foster care in Vietnam. 
Other interesting programs from the Saint-Gobain 
Initiatives Foundation were taking part in the 
construction of more than 90 houses in 
compliance with energy-saving criteria in 
Johannesburg, Cape Town and Durban townships 
over 3 years; making a partnership with the NGO 

Lua Nova to build 12 houses for young pregnant 
girls in Brazil, giving a 100 million yens donation in 
partnership with the non-governmental 
organization Kokkyo naki Kodomachi for providing 
aid to children suffering extreme hardship in 
Fukushima, signing a 3 year partnership agreement 
worth USD 550,000 with the not for profit 
organization YouthBuild USA to support its Green 
Initiative education and job-training program for 
low-income youth, etc (Saint-Gobain Yearbook, 
2011: 36-37).    

A CSR program has once been proposed 
by the key informant. He suggested that SGAI 
should build houses for the Javanese carpenters, 
their customers in Jepara. This program was a 
partnership program with the not for profit 
Christian housing ministry, Habitat For Humanity 
Indonesia. The ministry offered the key informant 
to take part in a CSR program by creating 10.000 
proper houses in Jepara. The housing of these 
carpenters were told to be improperly built, yet 
they have produced billions rupiahs of art works.  

Unfortunately, SGAI has not owned a 
mortar factory during that time, and the 
Foundation was questioning how the subsidiary 
would be able to provide the light bricks (mortar) 
to build the houses for these carpenters. After 
along wait for the approval, the program was 
canceled by the Foundation. According to the key 
informant, a CSR program for SGSA is not merely a 
pure donation to the needy. Due to its matrix 
structure, SGSA is having a strict political and 
finance policies. “CSR is not easily described, and 
its one of the grey area in business.”, says the key 
informant. He also states that government should 
has more responsibility to create better livings for 
poor people due to the taxes which have been 
paid by the company.  

Afterall, SGSA can’t neglect the 
importance of CSR’s programs completely because 
CSR programs are one of global firm future trends. 
“French people are more diplomatic than the 
Americans. American people tend to have direct 
statements.”, the key informant replies the 
writer’s question concerning the cultural 
differences between his former holding company 
and his latest one.  

    
THE EMERGENT APPROACHES OF SAINT-GOBAIN 
ABRASIVES INDONESIA BASED ON THE 
DEVELOPMENT OF TECHNOLOGY STRATEGY  

 
Based on the new purpose of the 

organization, Saint-Gobain Abrasives Indonesia is 
likely to have a technology development that may 
be emergent in its detailed proccesses and by the 
nature of the experimental process. Therefore, the 



CAHAYA Lingua Vol. 02, No. 01, Maret 2013                                                                                                          Listiani 
 

22 | P a g e                                                              S T B A  C a h a y a  S u r y a  
 

writer then tries to clarify whether the company is 
using the development of technology strategy for 
gaining its product eficiency. The writer also tries 
to define to what extent does knowlegde 
management have impacts on the development of 
technology strategy.   

The key informant states that SGSA has 3 
research centre in Paris, Boston and Shanghai. 
Each research centre will receive reports from its 
subsudiaries in regard of the promoted new 
products, new markets or new services. The 
research centre then will analyze the promoted 
items with its current technology in order to create 
new products, new markets or new services that 
best suited to the markets’ needs besides its 
product effiency for its advanced products. On the 
contrary, SGAI has only the authority to modify its 
products rather than producing its own products. 
This is simply because all of the decision makings 
are centralized to its R&D centre, and it’s a long 
way to get the approval through the system. 

  Shanghai is the newest R&D Centre and 
has been operating for 3 years now. It was built in 
order to cover the needs of Asia Pacific 
subsidiaries. “Asia Pacific used to enter a blank 
spot.”, states the key informant. After all, the 
three R&D Centres share the same concept for 
habitat. Eventhough SGSA is now using a 
centralized system in its R&D Centre, there is still a 
possibility of having a decentralized system 
someday according to the key informant. SGSA has 
always been dynamic in its development of 
technology strategies. Knowlegde management 
has been developed for all kinds of functional 
teams such as professional selling skill program. 
The key informant mentions that this program will 
enable the managers to count price per pieces for 
a certain product in the company. This program 
will help customers to understand the added value 
of each Norton’s product in their production 
process (Saint-Gobain Abrasives Indonesia 
Newsletter for Norton, 2009). Managers will know 
exactly the tangible and intangible profits 
alltogether. The R&D Centres may also use this 
program as a basic tools in their methods, services, 
etc.       
 In accordance to the development of 
technology strategy in order to achieve 
superiority, SGAI is particularly maintaining its 
performance  and expanding the business. It 
involves the improvement of quality of the 
products, taking costs, delivery, safety and after 
market service. Some plans have been considered 
in order to increase the quality which include 
tightening quality control from material taking, 
production processes and advancing the quality of 
joints through skive modification of the converter 

machine and in belt products (Saint-Gobain 
Abrasives Indonesia Newsletter For Norton, 2009). 
To support those plans, SGAI has set up training 
programs for its inspectors and operators. SGAI 
also continuosly discusses problems faced by its 
customers and attentively observing market 
trends. SGAI has now opened new trends in 
metalworking industries and after market 
automotives such as belt abrasive with seeded gel 
grains, Rapid Strip, scuffing gel, Multi Air and 
masking tape, compound and polishing pads of 
waterproof paper and abrasives discs. In addition, 
SGAI has successfully achieved the ISO 9001:2000 
in 2008 issued by the Bureau VERITAS. 
 
CONCLUSION AND RECOMMENDATION 
 

   Purpose of the organization is a vital 
ingredient for the success of any strategy 
formulation (Johnson et al., 1997: 183-185). There 
are fundamental questions concerning: whom 
should the organization be there to serve, how the 
direction should be determined, whom the 
organization does actually serve in practice, which 
purposes an organizational should fulfil, and which 
purposes are actually prioritised above others. By 
defining the answers of such questions then an 
organization is able to express and operationalize 
in details of its visions, missions and objectives. 
SGAI as one of wholly owned subsidiaries of SGSA 
has therefore successfully attained its strategy 
formulation through its strong purpose of the 
organization. Its objectives, commitments and 
strategies as described in the data analysis 
previously have shown SGAI’s readiness to face the 
challenges in the future. 
 Competitive advantage strategy is a 
fundamental base for a business unit to achieve a 
lasting positioning in its environment by meeting 
the expectations of buyers, users or other 
stakeholders (Johnson et al., 1997: 238). Each 
development strategy is an alternative direction 
for a company to pursue its competitiveness. By 
taking the right emergent approach in developing 
the technology strategy to meet its customers’ 
needs, SGAI is hopefully able to extend its 
conversion of various products.    
 The writer realizes that a case study rates 
low on generalizability, but it rates very high on 
data richness. By researching the Saint-Gobain 
Abrasive Indonesia’s new purpose of the 
organization, the writer is able to uncover some 
very important insights regarding a company’s 
culture, values and commitments as well as its 
strategies in technology development. Most 
importantly, the writer discovered that Saint-
Gobain SA Group is not only a world leader on 
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habitat and construction markets, but it also has 
dynamic visions toward its future. The writer also 
suggests that there will be more studies on 
purpose of the organization from other global 
companies in order to leverage the knowlegde of 
global organizational structures as well as its 
future as global firms.  
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