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Article Info A B S T R A C T

Article history Raya Utama Travel is one of travel agency that is
developing in Medan. problems that occur in Pt Raya Utama
are since the establish of traveloka and the number of OTA
system that are currently developing have made the
company sales decreased. This research used the method of
SWOT to know internal and external factor strategies in the
company and followed by AHP to know what the priority
strategies suit the most can be applied to the company. The
result of this research obtained weighting IFE score of 2,88
while EFE obtained score weighting of 3,02. From SWOT
matrixs formula obtained 3 strategies which from 3 will be
choosen which one will be prioritize using AHP calculation.
The result of AHP calculation showed that strategy
alternative is from criteria product and strategy that can be
applied to product development is changing company
website program system, developing service quality,
expanding and maintaining the market, increasing the types
of online product, creating applications for company and
frequent training for employee.
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1. Introduction

The world of tourism is growing rapidly from day-to-day and has good prospects for the future.

Because of this, many companies have sprung up in the tourism sector as well as the increasing

number of travel agents who have pioneered tourism businesses in Medan.

It started in the mid-2013 which the beginning develops of traveloka. The purchase of tickets

(airplane tickets) at PT Raya Utama has decreased. In 2020 traveloka is not only an application that

sells airplane tickets but has also developed into the field of hotel voucher, attraction tickets, train

tickets, a combination of airplane and hotel tickets, airport transportation and car rental. This has

increasingly seen its impact and sales in travel agencies has become not optimal. As happened at PT

Raya Utama, Before traveloka appeared the company's sales revenue could reach around 80% — 90%,

now it can only be around 55 — 60% and added by more advanced technological developments,

people are more interested in using internet technology to make ticket purchases.

This matter makes PT Raya Utama have to consider the way to equalize, increase market

competitiveness and use more technology in its marketing. This research also looking for way out for



P-ISSN: 2460-0113 I JKIE (Journal Knowledge Industrial Engineering) I E-ISSN: 2541-4461

DOI: https://doi.org/10.35891/jkie.v8i2.2538 I Vol. 8, No. 2, August 2021, pp. 122-131

- 123 -

this problem by using the method of SWOT to know inter and extern strategy first and then continued

with arrangement of a hierarchy structure associated with the factors of place, price, product,

promotion to decide what’s the most priority strategy using the AHP method.

2. Literature Review

Some of the literature reviews that are used as a reference in this study are to assist the author in

completing the research that is being carried out.

Marketing

Although the formulation of marketing has been stated by many experts, in the end it has the

same meaning and purpose, only has difference in defining on the perspective. Some describe in terms

of goods, functions, institutions, or from all sides of a system (Srinadi, 2016).

Marketing is generally a social process that manage by individuals or groups to get what they

need. In its role, Marketing within the company is interrelated with the surrounding environment to

determine inputs such as what kind of business is being carried out, whether the designated business

can be carried out in the environment in terms of its marketing mix (Hartati & Rohim, 2016).

SWOT

The main purpose of using SWOT in M-Printing is to determine the company's strategy based

on external and internal factors of the company to obtain a strategy. Quantity factors need to be known

to determine the impact on company goals (Pratama, Tambunan, & Sitania, 2020).

AHP

Basically, AHP solves complex and unstructured problems into components, the components

are arranged hierarchically by taking numeric input. Human perception experts when doing measured

comparisons and then producing an alliance that determines the order and priority value of these

components (Sinaga & Manalu, 2020).

3. Methodology

Kind of research that use in this research is descriptive research. Where this research refers to

actual problems that are currently in the studies that are gathered by collecting, organizing, and

analyzing data to solve the root of the problem that occurred.

 Method of accumulating data

The data used in this study use primary data obtained from interview and surveys using

questionnaires to guests and some employees in Pt Raya Utama and secondary data obtained from

internet and journal.

 Data Processing Methods

Processing data in Pt Raya Utama used analysis method of SWOT, in this step will be taking 14

sample that consist of 10 guests and 4 staff for given questionnaires and interview, from the data

obtained, the data arranged using swot. Then continued with determining the IFAS and EFAS

calculation matrix to get the weight, scores, and rating of each internal and external factor, after

obtained the calculation, an IE analysis matrix will compile which will generate what strategies can

be implemented in the company. The strategy obtained will be selected which one is the most

priority using the AHP method so that it is able to be implemented in the company.

4. Results and Discussion

SWOT Analysis Arrangement

There are 4 factors that can influence decision-making or strategy formulation in compiling this

strategy analysis. The four factors will divide into two categories, consisting of internal (strengths and

weaknesses)) and external (oportunities and threats). For the strategy it can see in table 1.
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Table 1. SWOT Analysis Strategy

Internal
Strength Weakness

S1. Has several branches in
Medan to promote ticket
sales

S2. Company has already
registered in IATA

S3. Easy to reach location in
the company

S4. Often conducts exhibition
events for several airlines

S5. There is working together
with a small travel agent

S6. Facility in work
environment already
adequate

W1.Lack of staff
knowledge about
using system

W2.Company not update
their website

W3.Staff does not master
the product

W4.The price offered is
often compared to
the OTA

W5.Do less reseach on
guests

W6.Staff does not follow
SOP

E
x

st
er

n
a

l

O
p

o
rt

u
n

it
y

O1. Market demand is still
high and wide in ticket
sales

O2. Inovation in the way of
marketing

O3. Expansion of the
marketing channel

O4. Technological
development

1. Opening up new
geographic market such as
expansion outside the city

2. Expanding and maintaining
the market

1. Frequently held
training for employees

2. Increase promotion by
utilize technology

3. Frequently held
survey for guest min
once a month

T
h

re
a

ts

T1. Business adjacent to the
site

T2. High competition in
ticket sales

T3. More and more new
systems OTA

T4. Competitor dare to
compete to set a lower
prices

1. Develop service quality 1. Change the website
program system

2. Multiply distribution
channels

After obtaining data collection which obtained from internal and external factors, then continue

with calculating the weight, score, and rating. The end result of the calculations may be seen from the

table below:

Table 2. IFAS Analysis
No Factor internal dominan

Jumlah Bobot Rating
Bobot x
RatingSTRENGTHS

1 Has several branches in Medan to promote
ticket sales 47 0,10 3,36 0,34

2 Company has already registered in IATA 51 0,11 3,64 0,40
3 Easy to reach location in the company 35 0,08 2,50 0,19
4 Often conducts exhibition events for several

airlines 53 0,11 3,79 0,43
5 There is working together with a small travel 44 0,10 3,14 0,30
6 Facility in work environment already adequate 39 0,08 2,79 0,23

Total 269 0,58 1,90
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WEAKNESS
1 Lack of staff knowledge about using system 28 0,06 2,00 0,12
2 Company not update their website 25 0,05 1,79 0,10
3 Staff does not master the product 33 0,07 2,36 0,17
4 The price offered is often compared to the

OTA 37 0,08 2,64 0,21
5 Do less reseach on guests 34 0,07 2,43 0,18
6 Staff does not follow SOP 37 0,08 2,64 0,21

Total 194 0,42 0,99
TOTAL 463 1,00 2,88

Table 3. EFAS ANALYSIS

No faktor eksternal dominan
Jumlah Bobot Rating

Bobot x
RatingOPPORTUNITY

1 Market demand is still high and wide in ticket
sales 55 0,17 3,93 0,66

2 Inovation in the way of marketing 42 0,13 3,00 0,38
3 Expansion of the marketing channel 39 0,12 2,79 0,33
4 Technological development 48 0,15 3,43 0,50

Total 184 0,56 1,87

THREATS

1 Business adjacent to the site 40 0,12 2,86 0,35
2 High competition in ticket sales 37 0,11 2,64 0,30
3 More and more new systems emerge 31 0,09 2,21 0,21
4 Competitor dare to compete to set a lower

prices 37 0,11 2,64 0,30

Total 145 0,44 1,15

TOTAL 329 1,00 3,02

Description of Matrix IE

From the calculate of the total score above the internal strategic factors at PT RAYA UTAMA

is 2.88 and the external strategic factors are 3.02. This means that external strategic factors have a

more dominant influence than internal strategic factors.

Figure 1. Matrix IE
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From the figures above can be seen Pt Raya Utama PT RAYA UTAMA is located in cell 2

where can be controlled in the best way using a grow and build strategy, it is: Market Penetration,

Market Development, and Product Development.

AHP (Analytical Hierarchy Process)

Step of AHP :

 Selection of an effective strategy to market sales

 Assessment criteria are: product, price, place, promotion

 The alternative strategy will take is the result of the IE SWOT matrix analysis, that is :

1. Market penetration

2. Market development

3. Product development

Figure 2. PT Raya Utama's Marketing Strategy Hierarchy Structure Chart

Description of the hierarchy structure:

Below is an explanation of the hierarchy structure in each part of the AHP analysis:

1. Ultimate goal AHP

The goal of this problem is the most effective strategy for marketing product sales at PT Raya

Utama.

2. AHP Criteria

The criteria that are influential and identified in marketing in the company are as follows:

a. Product

The increasing number of outside competitors makes PT RAYA UTAMA have to develop the

service products it offers so that it can compete with outside market share both in terms of product

variety, service quality and staff to knowing the product.

b. Price

In determining the rate of a product/service, a business enterprise must try to increase what it sells

to increase customer loyalty and be able to compete with competitors.

c. Place

Location or place is one of the important factors of an enterprise. so a busy and strategic place is

also a consumer attraction so that consumers will interest and easy to find the site of the company.
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d. Promotion

The increasing competition among competitors causes a lot of competition to compete for

consumer trust. Through company promotion, it can also remind consumers of the

products/services that the company market.

3. Alternative strategies in the AHP structure are obtained through SWOT analysis. There are 3

strategies that can be applied by the company, that is:

a. Market Penetration

Increase promotional activities by utilizing technology, Frequently conducting surveys to

customers.

b. Market Development

Increasing distribution channels, opening up new geographic markets such as expansion outside

the city, increasing coöperation channels with small travel companies.

c. Product development

Changing the company's website program system, developing service quality, expanding and

maintaining the market, adding to the varities of products sale, increasing online product sales,

creating apps for companies and frequent training for employees.

Assessment Matrix Data

After recapitulation the data on 14 respondents, the subsequent is the calculate of each

comparison matrix from the respondents via excel:

1. Comparison matrix of respondents' assessment of goals

Table 4. Matrix of Comparison of Respondents' Ratings Against Goals

Criteria Product Price Place Promotion Total Weight
Matrix x
Priority

Consistency

Product 0,24 0,30 0,32 0,23 1,09 0,27 1,04 3,80

Price 0,29 0,26 0,26 0,24 1,04 0,26 1,04 4,01

Place 0,30 0,25 0,26 0,21 1,02 0,25 1,04 4,08

Promotion 0,17 0,19 0,17 0,32 0,85 0,21 1,04 4,86

Total 1 1 1 1 4 1 0 0

λ maks 4,19

CI 0,06

RI 0,90

CR 0,069

2. Matrix comparison of the respondents' assessment of the product criteria

Table 5. Matrix of Comparison of Respondents' Ratings Against product

Criteria
Market

Penetration
Market

Development
Product

Development
Total Weight

Matrix
x Prio

Consis
tency

Market
Penetration 0.31 0.21 0.53 1.05 0.35 1.14 3.26
Market
Development 0.13 0.50 0.18 0.81 0.27 1.14 4.24
Product
Development 0.55 0.29 0.30 1.15 0.38 1.14 2.98

Total 1 1 1 3 1 0 0

λ maks 3.49

Consistent
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3. Matrix comparison of the respondents' assessment of the price criteria

Table 6. Matrix of Comparison of Respondents' Ratings Against price

Criteria
Market

Penetration
Market

Development
Product

Development
Total Weight

Matrix
x Prio

Consis
tency

Market
Penetration

0.33 0.24 0.43 1.00 0.33 1.06 3.17

Market
Development

0.20 0.40 0.27 0.86 0.29 1.06 3.67

Product
Development

0.48 0.36 0.30 1.13 0.38 1.06 2.80

Total 1 1 1 3 1 0 0

λ maks 3.21

CI 0.11

RI 5.8

CR 0.0183

4. Matrix comparison of the respondents' assessment of the place criteria

Table 7. Matrix of Comparison of Respondents' Ratings Against place

Criteria
Market

Penetration
Market

Development
Product

Development
Total Weight

Matrix
x Prio

Consis
tency

Market
Penetration

0,28 0,24 0,54 1,06 0,35 1,27 3,60

Market
Development

0,15 0,44 0,20 0,79 0,26 1,27 4,82

Product
Development

0,57 0,32 0,27 1,16 0,39 1,27 3,29

Total 1 1 1 3 1 0 0

λ maks 3,91

CI 0,45

RI 5,8

CR 0,078

5. Matrix comparison of the respondents' assessment of the promotion criteria

Table 8. Matrix of Comparison of Respondents' Ratings Against promotion

CI 0.25

RI 5.8

CR 0.0423

Criteria
Market
Penetration

Market
Development

Product
Development Total Weight

Matrix
x Prio Consistency

Market
Penetration 0.30 0.25 0.46 1.01 0.34 1.15 3.41
Market
Development 0.20 0.39 0.26 0.85 0.28 1.15 4.07
Product
Development 0.50 0.37 0.28 1.14 0.38 1.15 3.00

Total 1 1 1 3 1 0 0

λ maks 3.49

CI 0.25

Consistent

Consistent
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Recapitulation of priority weights for every factor

Below is a priority weight calculation for each factor:

Table 9. Recapitulation of Priority Weights

Goal Factor Weight P Sub Factor Weight P rating

T
h

e
m

os
t

ef
ec

ti
v

e
st

ra
te

gi
es

product 0.27 market penetration 0.094356875 2

market development 0.072463279 3

product development 0.103179846 1

price 0.26 market penetration 0.086841873 2

market development 0.074954447 3

product development 0.09820368 1

place 0.25 market penetration 0.087928465 2

market development 0.065682076 3

product development 0.096389458 1

promotion 0.21 market penetration 0.070667284 2

market development 0.059184936 3

product development 0.08014778 1

Global Analysis

From the calculation results about the determination sof the most significant criteria for the most

effective strategy to market its sales, it gets from the product factor criteria, namely product

development for a weight of 0.103179846. For the price criteria, namely product development for a

weight of 0.09820368. For the place criteria, namely product development for a weight of

0.096389458. For the promotion criteria, namely product development with a weight of 0.08014778.

The results of the highest analysis priority weight are found in the product criteria, namely product

development.

5. Conclusion

Based on result of the data research, it is able to be concluded that from the SWOT method,

strategies that may be applied to the company is market penetration in the company, market

development in the company, product development in the company and the most priority result of

AHP is found in product criteria and the most suitable strategies that can be applied by the company is

in product development by modifying the company's website program system, developing

service quality, expanding and maintaining the market, increasing the types of products sold,

increasing product sales online, making applications for companies and training employees

often. Hopefully, for the next researcher can do research by comparing the OTA system with the tour

department or other part of the travel agency or by adding the several combined methods to increase

the further plans and sales in the company.

RI 5.8

CR 0.0426 Consistent



P-ISSN: 2460-0113 I JKIE (Journal Knowledge Industrial Engineering) I E-ISSN: 2541-4461

DOI: https://doi.org/10.35891/jkie.v8i2.2538 I Vol. 8, No. 2, August 2021, pp. 122-131

- 130 -

References

Amalia, R. R., & Hairiyah, N. (2019). Strategi Pemasaran Produk Bepang UD. Cap Bunga Kecamatan

Pelaihari Kabupaten Tanah Laut. Jurnal Teknologi Agro-Industri, 51-60.

Elyarni, R., & Hermanto. (2016). Analisis SWOT Terhadap Strategi Pemasaran Layanan SAP Express

pada PT. SAP. Jurnal Metris, 81-88.

Hardiyansyah, A., Ikhwana, A., & Kurniawati, R. (2015). Analisis Strategi Pemasaran Usaha Mie

Basah (Studi Kasus di PD. Lugina Garut). Jurnal Kalibrasi, 13(1), 1-13.

Hartati, M., & Rohim, R. (2016). Perancangan Strategi Pemasaran dengan Menggunakan Metode

Swot di CV.Sekar Sari Roti Pekannbaru. Jurnal Teknik Industri, 2(2), 138-147.

Hasanah, H. N., Kusnandar, & Setyowati. (2020). Strategi Pemasaran Keripik Tempe Di Kecamatan

Pedan Kabupaten Klaten. AGRISEP, 27-42.

Hanik, U., & Mas’ud, M. I. (2019). Perencanaan Inovasi Pengembangan Agrowisata Bukit

Flora Dengan Pendekatan Metode Bisnis Model Kanvas. JKIE (Journal Knowledge

Industrial Engineering)Journal Knowledge Industrial Engineering, 6(3), 81–90.

https://doi.org/https://doi.org/10.35891/jkie.v6i3.2088

Hermansyah, M., & Mas’ud, M. I. (2018). Penentuan Menu Makanan Dalam Pemenuhan

Kebutuhan Kalori Buruh Pabrik Dengan Analisis Detak Jantung. Jurnal Rekayasa Sistem

Industri, 7(1), 11. https://doi.org/10.26593/jrsi.v7i1.2371.11-20
Iskandar, D., & Hermansyah, M. (2020). Sistem Pendukung Keputusan Pemilihan Karyawan Terbaik

Menggunakan Metode Analytical Hierarchy Process. Journal Knowledge Industrial

Engineering (JKIE), 7(3), 90-99.

Maulana, R. (2020). Strategi Pemasaran Produk Pikset untuk meningkatkan Daya Saing Volume

Penjualan dengan menggunakan Metode SWOT dan Analitycal Hierarchy Process ( AHP ) (

Studi Kasus IKM Jayasari Cipaku Ciamis ). Jurnal Mahasiswa Industri Galuh, 1(1), 87-97.

Mas’ud, M. I., & Wijayanti, E. (2017). Analisis Evaluasi Biaya Dan Penjadwalan Waktu

Proyek Pengolahan Limbah Pt. Ki Dengan Pendekatan Pert. J-Ensitec, 3(2), 111–117.

https://doi.org/10.31949/j-ensitec.v3i2.644

Masud, M. I., & Wahid, A. (2020). Model pengembangan pengelolaan hasil tangkap ikan

masyarakat pesisir kabupaten Pasuruan melalui pendekatan linear programming dan

business model canvas dalam industri 4.0. Agromix, 11(1), 115–124.

https://doi.org/10.35891/agx.v11i1.1672
Narto, & HM, G. B. (2020). Penguatan Strategi Pemasaran Pudak di Tengah Pandemi COVID-19

untuk Meningkatkan Keunggulan Bersaing Usaha Mikro Kecil Menengah Kota Gresik. Jurnal

INTECH Teknik Industri Universitas Serang Raya, 6(1), 48-54.

Nasution, A., & Yoman, C. (2021). Analisis Kelayakan dan Strategi Pengembangan Usaha Pupuk

pada PT.XYZ. JIME (Journal of Industrial and Manufacture Engineering), 5(1), 72-81.

Novitasari, & Mas’ud, M. I. (2020). Integrasi Linier Programming dan Program Dinamik

Untuk Menentukan Jumlah Produksi Kopi Yang Optimum di Ud. Gading Mas. JKIE

(Journal Knowledge Industrial Engineering), 7(1), 30–37.

https://doi.org/10.35891/jkie.v7i1.2095
Nuriyanto. (2020). Optimasi Management Suply Chain Bahan Baku Kedelai Impor Di Masa Pandemi

Covid - 19 Menggunkan Metode AHP. Journal Knowledge Industrial Engineering (JKIE),

7(2), 46-53.



P-ISSN: 2460-0113 I JKIE (Journal Knowledge Industrial Engineering) I E-ISSN: 2541-4461

DOI: https://doi.org/10.35891/jkie.v8i2.2538 I Vol. 8, No. 2, August 2021, pp. 122-131

- 131 -

Srinadi, N. L. (2016). Analisis SWOT Sebagai Dasar Menentukan Strategi Pemasaran Kompetitif

(Studi Kasus: Usaha Jasa Dekorasi X). Seminar Nasional Teknologi Informasi dan Komunikasi

2016 (SENTIKA 2016). Yogyakarta.

Syafa'at, A., & Wahid, A. (2020). Strategi Pemasaran Produk Sepatu Menggunakan Metode Analisis

SWOT dengan Matrik IFAS dan EFAS di PT Bagoes Tjipta Karya. Journal Knowledge

Industrial Engineering (JKIE), 7(3), 108-117.

Utsalina, D. S., & Dewa, W. A. (2015). Strategi Pemasaran Menggunakan Metode Kombinasi SWOT

dan AHP (Studi Kasus : STMIK Pradnya Paramita). SMATIKA Jurnal , 5(2), 18-26.

Wicaksono, A. (2018). Strategi Pemasaran dengan menggunakan Analisis SWOT Tanpa Skala

Industri Pada PT X Di Jakarta. Jurnal Manajemen Industri dan Logistik, 1(2), 192-201.

Nurmianto, E., Nasution, A. H., & Syafar, S. (2004). Perumusan Strategi Kemitraan menggunakan

Metode AHP dan SWOT ( Studi Kasus pada Kemitraan PT INKA dengan Industri Kecil

Menengah di Wilayah Karesidan Madiun ). Jurnal Teknik Industri, 6(1), 47-60.

Pradipta, Z. H., Suaedi, D., & Dewa, W. (2019). Analisis Strategi Pemasaran Menggunakan Metode

Kombinasi SWOT (Strength, Weakness, Opportunity, Threats) dan AHP (Analytical

Hierarchy Process). Jurnal Teknologi Informasi, 43-58.

Pratama, A., Tambunan, W., & Sitania, F. D. (2020). Analisis Strategi Pemasaran Jasa Percetakan

dengan Menggunakan Metode SWOT dan Analyitc Hierarchy Process. JIME (Journal of

Industrial and Manufacture Engineering), 4(1), 12-21. doi: 10.31289

Rahman, A. (2008). Penentuan Kriteria yang Paling Berpengaruh terhadap Prestasi Kerja Karyawan di

CV. Rimba Sentosa Sukoharjo. Surakarta: Universitas Muhammadiyah Surakarta.

Rangkuti, F. (2001). Analisis SWOT teknik membelah kasus bisnis. Jakarta: PT Gramedia Pustaka

Utama.

Rozikin, K., & Misbah, A. (2019). Strategi Pemasaran Ayam Boiler Di Perternakan UD. RESTU IBU

Dengan Menggunakan Metode SWOT. Journal Knowledge Industrial Engineering (JKIE),

6(1), 24-33.

Sayuti, M., & Suhara, A. (2016). Usulan Strategi Pemasaran Pada Perusahaan Farmasi Untuk

Memperluas Pemasaran Vaksin Dengan Metode SWOT DAN AHP. Industry Xplore, 1(1), 36-

45.

Setiyadi, S., Amar, K., & Aji, T. (2011). Penentuan Strategi Sustainability Usaha Pada Ukm Kuliner

Dengan Menggunakan Metode SWOT - AHP. Jurnal Ilmiah Teknik Industri, 68-77.

Sinaga, U., & Manalu, S. A. (2020). Perumusan Strategi Pengembangan Objek Wisata Alam dengan

Metode SWOT dan Analytical Hierarchy Process (AHP) di Kabupaten Asahan (Studi Kasus:

Air Terjun di Asahan). Jurnal SIstem Teknik Industri (JSTI), 22(2), 61-77.


