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ABSTRACT  

The purpose of this study was to use the SWOT approach to assess LPP TVRI Riau's marketing strategy. 

The focus of this research is to figure out internal and external factors in the SWOT analysis. This study 

used descriptive quantitative method. Sampling was performed by using probability sampling method with 

a total of 400 respondents from 6,394,087 populations from Riau Province. The questionnaire was designed 

by determining the level of importance and assessing the current conditions. Based on the results of the 

SWOT compilation, there are 5 strengths, 5 weaknesses, 4 opportunities, and 5 threats. Furthermore, 

weighting, rating, and scores are carried out at the IFAS and EFAS stages, for the weighting assessment 

carried out on the company side. The company's position is in quadrant II, which means that the company 

has more dominant strengths and threats, so that the company should support the diversification strategy 

policy. So that the SWOT matrix mapping can be done to produce four strategic policy alternatives, namely 

SO, ST, WO, WT. 

Keywords: Marketing Strategy, SWOT Analysis, IFAS, EFAS . 

 

1. Introduction  

Television is one of the electronic mass media that cannot be separated by the community 

and can be well received. Television is also one of the mass media that is very influential on 

society because it has provided many benefits in the form of information and entertainment. The 

presence of mass media in the community is very supportive of the creation of an information 

society that tends to need information, therefore television parameters are competing to provide 

as much information as possible to the public (Fatema, K., & Lariscy, J. T., 2020). 

There are 14 commercial television stations and one state-owned television station in 

Indonesia. RCTI, GTV, INDOSIAR, INEWS, KOMPAS TV, METRO TV, MNC TV, NET TV, 

RTV, SCTV, TRANS7, TRANS TV, and TV ONE are among the thirteen private television 

channels. TVRI is directed to be able to compete with other TVs with thirteen private television 

stations(Rangkuti, et. al., 2020). 

TVRI (Televisi Republik Indonesia) is Indonesia's primary public television network. 

The Radio Republic of Indonesia has designated TVRI as a Public Broadcasting Institution, as 

defined by Law Number 32 of 2002 on Broadcasting. TVRI, Indonesia's first television network, 

began airing on August 24, 1962. Until 1989, when the first commercial television station was 

founded, TVRI monopolized television transmission in Indonesia(Hamidah, et. al., 2021). With 

analog and broadcast systems, TVRI is presently transmitting throughout Indonesian territory. 

digital. TVRI operates three national television channels, two of which are exclusively digital, as 

well as 30 regional television stations, all of which are backed by 361 transmission stations, 

including 120 digital transmission stations, across Indonesia's provinces. TVRI has had a long 

trip and plays an important part in the struggle and journey of the Indonesian people's life, 

therefore there is a lot of rivalry from non-government television(Sari, 2020; Janah, N., & 

Mayesti, N., 2020).  
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Table 1 - News Broadcasting Program Quality Indicator Index by Broadcasting Institution 

Quality 

Factors 
Broadcasting Institution 

RCTI GTV Indosiar iNews Kompas 

TV 

Metro 

TV 

MNC 

TV 

NET 

TV 

RTV SCTV TRANS 

TV 

TV 

ONE 

TVRI 

Factuality 3.23 3.09 3.14 3.18 3.55 3.05 3.09 3.36 3.23 3.45 3.27 3.32 3.64 

Factuality 3.09 3.09 3.30 3.22 3.61 3.09 3.00 3.26 3.17 3.43 3.35 3.35 3.57 

Neutral 3.00 2.90 3.14 3.14 3.38 2.62 3.05 3.24 3.14 3.29 3.29 3.38 3.48 

Public 

Interest 

3.10 3.03 3.19 3.18 3.51 2.92 3.26 3.19 3.18 3.35 3.59 3.20 3.48 

Humanity 

Value 

3.00 3.00 3.17 3.13 3.43 3.30 2.96 3.04 3.09 3.22 3.13 3.30 3.35 

Average 

Index  

3.08 3.02 3.19 3.17 3.50 2.99 3.07 3.22 3.16 3.35 3.33 3.21 3.50 

 

According to the information presented above, TVRI must develop a plan to compete 

with rivals who have a strong potential to compete with TVRI, and TVRI must be obliged to 

develop competitive advantages. In general, all companies must be able to adopt an acceptable 

strategy in order for organizational rivalry to succeed, and for the organization to expand and 

develop sustainably with the aid of internal and external SWOT analysis techniques(Elavarasan, 

et. al., 2020; Longhurst, et. al., 2020).  

SWOT analysis in a company aims to provide a guide so that the company becomes more 

focused, so that the SWOT analysis can later be used as a comparison of thoughts from various 

points of view, both in terms of strengths and weaknesses as well as opportunities and threats that 

may arise in the future. SWOT analysis is a strategy-making tool that systematically evaluates 

and identifies numerous elements in order to develop a company-based strategy. based on a logic 

that maximizes strengths and opportunities, while minimizing weaknesses and threats in a high-

stakes market(Li, et. al., 2020; Bonfante, et. al., 2021). 

Based on observations and interviews conducted at LPP TVRI Riau, TVRI does not yet 

have standards or provisions in looking for opportunities and threats to TVRI based on internal 

and external factors, so the researchers decided to conduct a decision strategy at the TVRI Riau 

branch using SWOT analysis and at the same time looking for matches whether the analysis 

SWOT can be applied to TVRI. 

 

2. Literature Review 

Marketing is a set of activities carried out by a group of people in order to meet their 

needs and desires through an exchange process. Marketing is a broad set of activities aimed at 

identifying, pricing, promoting, and distributing goods and services that meet the needs of current 

and potential customers. As a result, marketing activities can be defined as human activities that 

occur in the context of a market(Kayumovich, et. al., 2020).  

Marketing General is a set of business operations that aims to plan, price, advertise, and 

distribute items in order to meet customer needs and reach target markets while also meeting the 

company's objectives. Marketing also refers to satisfying customer requirements and achieving a 

company's objectives in order to generate revenues and ensure the company's existence (Huang, 

M. H., & Rust, R. T., 2021).  

According to Li, et. al., 2021, marketing strategy is "the marketing rationale by which the 

firm expects to generate value, the consumers who will service it (segmentation and targeting), 

and the manner in which the company will serve it" (differentiation and positioning). The firm 

first analyzes the whole market, then splits it into smaller groups, chooses the most promising 

sectors, and concentrates on customer service and happiness within these segments.  

SWOT analysis is a strategy formulation technique that systematically evaluates and 

identifies numerous elements in order to develop a corporate plan based on logic that maximizes 

strengths and opportunities while minimizing weaknesses and threats. This procedure entails 

establishing the precise objectives of the hypothetical firm or project, as well as the internal and 

external elements that support or hinder the achievement of these objectives(Voukkali, I., & 

Zorpas, A. A., 2022). 
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Fig. 1.  SWOT Analysis 

SWOT analysis can be applied. by analyzing and sorting out various things that affect the 

four factors, then applying them in a SWOT matrix image, where the application is. how strengths 

are able to take advantage of existing opportunities, how to overcome weaknesses that prevent 

advantages from existing opportunities, then how strengths are able to deal with threats that exist, 

and lastly is how to overcome the weaknesses that are able to make threats become real or create 

a new threat(Jiskani, et. al., 2020).  

Internal analysis includes 1) Analysis of Strength, strength is situation or condition that 

is the strength of the company. Strength is an internal factor that supports the company in 

achieving its goals. Supporting factors can be in the form of technology, resources, expertise, 

marketing strength, and customer base owned or other advantages that may be obtained due to 

financial resources, image, market advantages, and good relations between buyers and suppliers. 

2) Analysis of Weaknesses, weaknesses are activities that are not going well, or resources needed 

by the company but not owned by the company. Weakness is sometimes easier to see than a 

strength, but there are several things that make the weakness not given the right solution because 

the existing strengths are not maximized. Weaknesses are internal factors that hinder the company 

in achieving its goals. Inhibiting factors can be in the form of incomplete facilities, lack of 

financial resources, ability to manage, marketing expertise, and company image(Irfan, et. al., 

2020). 

External Analysis 1) Opportunity Analysis, opportunity is a positive factor that arises 

from the environment and provides opportunities for companies to take advantage of them. 

Opportunity is a supporting external factor. company in achieving its goals. External factors that 

support the achievement of goals can be in the form of policy changes, technological changes, 

economic developments and development of supplier and buyer relationships. 2) Threat Analysis, 

threat is a negative factor of. environment that provides obstacles to the development or operation 

of a company. Threat. this is something that sometimes always. missed because many want to try 

to controversy or go against the flow. However, the company wilted more before growing. Threats 

are. external factors that hinder the company in achieving its goals. External factors that hinder 

the company can be in the form of the entry of new competitors, slow market growth, increasing 

gaining power of the main suppliers and buyers, changes in technology and new policies(Jetoo, 

S., & Lahtinen, V., 2021). 

SWOT analysis was used. to see the strengths, weaknesses, opportunities and threats that 

will be faced by the company. By looking at the strengths and developing strengths. It can be 

ascertained that the company will be more advanced than existing competitors. Likewise, the 

weaknesses they have must be corrected so that the company can continue to exist. There must 

be opportunities. be utilized as well as possible by the company so that sales volume can increase. 
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And the threat that will be faced by the company suggests that the SWOT analysis. is an evaluation 

of the overall strengths, weaknesses, opportunities and threats called SWOT analysis(Blanco-

Gutiérrez, et. al., 2020). 

 

3. Research Methods 

Data collection was carried out as a reference in conducting research. Collecting data in 

the form of primary data and secondary data as well as reviewing data collection techniques used 

by researchers. 

 

1. Data Source 

The data sources needed in this study consist of primary and secondary data which will be 

described as follows 

Primary data 

Primary data is data that is directly obtained from the main source by means of observation 

at LPP TVRI Riau and interviews with the company. In addition to observations and 

interviews, researchers also distributed questionnaires to obtain external and internal 

assessments. 

Secondary Data 

Secondary data is data that indirectly provides information to data collectors such as 

documents. In this study, secondary data in the form of emission factor data were obtained 

from relevant journals and data from the internet such as wikipedia and the official website 

of the Indonesian Broadcasting Commission (KPI). 

 

2. Data Collection Techniques 

The data collection techniques that the researchers did consist of 3 techniques, namely: 

Observation 

Observation is a technique or method of collecting data by observing ongoing activities. in 

this study, the researcher as a non-participating observation means that the researcher only 

observes ongoing activities without participating in activities at LPP TVRI. 

Interview 

This study uses free guided interviews, meaning that the interviews are open but based on the 

direction of the researcher. Interviews were conducted with the company. 

Questionnaire 

Questionnaire is an information gathering technique that allows to study the attitudes, beliefs, 

behaviors, and characteristics of several people. In this study, researchers distributed 

questionnaires to determine the external and internal values of the company. 

 

3. Data Processing 

After the data is obtained, the next step is to carry out data processing. The following are the 

stages of data processing to determine the strengths, weaknesses, opportunities and threats 

(SWOT) at LPP TVRI(Akdu, 2020; Dulić, et. al., 2020). 

SWOT Internal and External Assessment 

The first time the data processing is done is recapitulation of data from the questionnaire to 

get the value of weights and ratings on the internal and external data of LPP TVRI. 

IFAS and EFAS Matrix 

After getting the internal and external scores from the questionnaire, the next step is the IFE 

and EFE Matrix. IFE Matrix. used to find out how big the role of the internal factors contained 

in the company which consists of strengths and weaknesses which are calculated based on 

ratings and weights. EFE Matrix. used to determine the company's external factors consisting 

of opportunities and threats calculated based on weights. 

SWOT Matrix 

Next do the steps. matching to formulate a strategy based on the results of the analysis and 

identification of the company's internal and external environmental conditions that have been 

collected based on. strengths, weaknesses, opportunities and threats obtained through internal 

and external audits. 
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4. Results and Discussions  

The indicators on internal factors and external factors are as follows: 

Strength 

1. Broad broadcast coverage power 

2. Strong network 

3. Public Interest 

4. Human Values 

5. Depth of information 

Weakness 

1. Network frequency has not yet reached remote villages 

2. Picture and sound quality is not good 

3. Impressions on TVRI are less interesting and not varied 

4. The ability of the presenter 

5. Skilled and trained human resources 

Opportunities 

1. The number of internet and social media users 

2. The demands of community events that need TV shows that are different from others 

3. There are still few educational programs on television 

4. More sophisticated equipment technology 

Threats 

1. Many private TVs are getting creative 

2. The increasing number of online entertainment media 

3. Potential competitors emerge in other product areas 

4. Difficult broadcast licensing in various TV shows by KPI 

5. The number of competitors for events in the same segmentation is increasing 

 

Internal Strategy Factor Matrix (IFAS) 

After the factors of a company's internal strategy are identified, an IFAS table is compiled 

to formulate the factors of the internal strategy in the framework of strengths and weaknesses. 

Furthermore, the calculation method is carried out to determine the value of weight, rating, and 

score. In the IFAS matrix, the value of the result of reducing Strength and Weakness is 

1.017(Landmann, et. al., 2020). 

 
Table 2 - Matrix IFAS 

NO INTERNAL FACTORS WEIGHT RATING SCORE 

STRENGHT 

1 Broadcast Coverage 0.2 3 0.6 

2 Networking 0.163 3 0.489 

3 Public Interest 0.2 3 0.6 

4 Human Values 0.218 3 0.654 

5 Accurate Information 0.218 3 0.654 

Total Strenght 2.997 

WEAKNESS 

1 

Network frequency has not yet reached remote 

villages 0.17 2 0.34 

2 Picture and sound quality is not good 0.19 2 0.38 

3 

Impressions on TVRI are less interesting and not 

varied 0.19 2 0.38 

4 Host ability 0.23 2 0.46 

5 Skilled and trained human resources 0.21 2 0.42 

Total Weakness 1.98 

S – W 1.017 
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External Strategy Factor Matrix (EFAS) 

The calculation performed on the EFAS matrix is not much like the calculation on the IFAS 

matrix, namely by reducing the number of opportunities and the number of threats, which is -

0.03(Susanti, et. al., 2021). 

 
Table 3 - Matrix EFAS 

NO EXTERNAL FACTORS WEIGHT RATING SCORE 

OPPORTUNITIES 

1 The number of internet and social media users 0.29 3 0.87 

2 

The demands of community events that need a TV 

show that is different from the others 
0.26 3 0.78 

3 

There are still few educational programs on 

television  0.21 3 0.63 

4 More sophisticated equipment technology 0.21 3 0.63 

Total Opportunities 2.91 

THREATS 

1 Many private TVs are getting creative 0.16 3 0.48 

2 

The number of online entertainment media is 

increasing 0.21 3 0.63 

3 

Potential competitors are emerging in other product 

areas 0.21 3 0.63 

4 

Difficult broadcast licensing in various TV shows 

by KPI 
0.19 3 0.57 

5 

The number of competitors for events in the same 

segment is increasing 
0.21 3 0.63 

Total Threats 2.94 

O – T -0.03 

 

SWOT Quadrant 

 

After getting the results from the IFAS and EFAS matrices, the next step is to determine 

the strategic position in the SWOT quadrant, as shown in the image below with a value (x= 1.017, 

y= -0.03)(Komari, et. al., 2020). The quadrants in the SWOT analysis are as follows: 
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Fig. 2. SWOT QUADRANT 

In the SWOT quadrant as shown above, it is in a quadrant II position where in this position 

the company supports a diversification strategy policy(Putri, et. al., 2020). 

SWOT Matrix 

Furthermore, to formulate alternative strategies at LPP TVRI Riau using the SWOT 

matrix, strategic alternatives are prepared based on the interaction of the company's internal and 

external factors to obtain a competitive strategy. 

SO Strategy 

1. Improve the quality of broadcast programs that are more interesting 

2. Maintain and improve the quality of broadcast programs to retain viewers 

3. Using brand image to attract viewers from newcomers 

ST strategy 

1. Strengthen the image that has been formed 

2. Improving the quality of impressions and service quality 

3. Create a program of events in accordance with the provisions 

WO Strategy 

1. Improve cost efficiency 

2. Strive for the development and training of Human Resources (HR)). 

3. Creating innovative new broadcast programs 

4. Maximizing the introduction of broadcast programs through social media 

WT Strategy 

1. Establish a new business strategy that is more efficient and effective 

2. Pay more attention to the quality and quality of service to viewers 

3. Explore local potential (TVRI Riau) to create superior programs 

 

5. Conclusion  

Based on the weight and rating diagram of each element of the SWOT matrix, it can be 

seen that the company or agency of LPP TVRI Riau is currently in quadrant II. LPP TVRI Riau 

has internal coordinates: (total score of strength – total score of weakness): 2.997 – 1.98 = 1.017. 

On External Coordinates: (total score of opportunities – total score of threats): 2.91 – 2.94 = - 

0.03. So the coordinates are at (1.017; - 0.03) so you can take advantage of the opportunities that 

exist. The strategy that must be applied in this position is to support a diversification strategy 

policy where the general strategy that can be carried out by the company is to use the company's 

strengths and threats to take every advantage that exists. The strategy that can be applied is a 

diversification strategy, namely by looking for new opportunities to increase the potential for the 

quality of the company 
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