
CHAPTER I 

INTRODUCTION 

1.1 Background of the Study 

The competition in the market nowadays is getting tighter and tighter, and this 

condition puts every company has to find and create ways or alternatives to develop 

its business and the most important is not loosing its market share. This must be done 

to maintain the company itself and to gain optimal profit. Moreover, for that reason, 

businesspersons have to be able to manage its company in every business sector 

including marketing sector. 

Marketing has an important role because marketing is the backbone of the 

company. A good marketing will lead to the success of the company, that is by 

creating ways to enter the market, gaining market share and surviving in the market 

competition. 

Marketing is defined as a social and managerial process by which individuals 

and groups obtain what they need and want through creating, offering, and 

exchanging products of value with others. 1 

According to that definition, marketing is an interaction trying to make an 

exchange connection. Marketing makes decisions in setting the price of the product, 

1 Kotler, Philip. (1980). Marketing Management: Analysis, Planning, Implementation, and Control 
(Ninth Edition). New Jersey: Prentice Hall. 
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promotion and distributing the goods and services to the consumer. By seeing that 

there is a lot of activity that must be done in marketing, so that it should be arranged 

in order to make it effective and efficient through marketing management. Marketing 

management is the process of planning and executing the conception, pricing, 

promotion and distribution of goods, services, and ideas to create exchanges with 

target groups that satisfy customer and organizational objectives. 

Due to the competition in business nowadays, which is getting tighter, it is 

normal if the leader of a company gives extra attention to the problems that is related 

to marketing. This is because marketing is an important factor in the growing process 

of the company. A company would not be able to survive if it cannot market or sell 

goods and services they produced. Every company has to be able to place it self to the 

situation and condition they face. This is related to the competition between 

businesspersons, which force them to make a good marketing strategy. With good 

marketing strategies, a company can be able to find a way to compete with their 

competitor or even superior over its competitor. 

Indonesia is one of the countries suffering from the crisis; the depreciation of 

the Rupiah value gave huge impact to the foreign debt and the price of import. 

product. The monetary crisis in Indonesia is a "shock" that gave a straight impact to 

the economic sectors. All of the businesses in Indonesia feel the impact of the crisis 

and the industry sector also feel the impact of the crisis resulted from the increasing 

of the cost for production because of the increasing of the raw material prices. 
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Although the majority of economists writing on Indonesia's industrialization 

frequently associated the declining in the performance of industrial sector in the 

recent years as a usual consequence of currency crisis, the findings of Adams study 

(1999) indicated that the declining was basically rooted from the weaknesses in 

Indonesia's industrialization strategies. Indonesia's industrialization strategies failed 

to motivate industrial firms to upgrade productivity and efficiency. In addition, 

Indonesia's Industrialization strategies, in various ways, are not conductive to 

anticipate the demands of the increasing competitive environment in the global 

market.2 

According to the explanation above, to avoid such condition happen again, 

every company must be able to make a good marketing strategy. To do that analysis 

is needed, from the inside of the company and from the external environment of the 

company so that they can set the strategies appropriately. Textile industry as one of 

the companies who get straight impact from the crisis must also able to find a good 

marketing strategy in order for them to be able to compete and survive in the 

competition. 

PT Kosoema Nanda Putra is a textile company that is located in Pedan, 

Klaten. This company produces Grey cloth, which is also known as the basic 

material for making batik, printed or writing batiks. PT Kosoema Nanda Putra has 

been established since 1949 and has already grown rapidly and getting bigger and 

2 Adam, Latif(2001). Indonesia's Industrialization: Strategies, Achievement,and Problems. Ekonomi 
dan Keuangan Indonesia Volume XLIX no. 2. 
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they already have some loyal customer buying their product. In the production 

process, PT. Kosoema Nanda Putra uses 586 machines and has around 817 workers. 

In their development, professional management is still not supporting PT Kosoema 

Nanda Putra. In its effort to compete with the other competitors and provide better 

product quality, the company needs a good management and adopt the execution of a 

precise marketing strategy. 

Here is the marketing environment of PT Kosoema Nanda Putra, that can be 

considered as the opportunities and threats of the company: 

Micro Environment, consists of the environment near the company 

(same kind of industry around Klaten) which influences their ability 

to serve the consumer. 

The opportunity in this area for the company is still good by 

maintaining their market share. The threats for the company 

(competitor) is the same kind industry which positioned as the 

market leader such as PT Sritex, while the competitor in the same 

level are PT Safari June, PT Indatex, and PT Sekar Lima. 

Macro Environment, consists of a broader scale of environment 

which influence all business performer in the macro environment of 

the company. 

This environment includes of the Government Policy, the economic 

and monetary development, and other factors that have connection 

directly or indirectly to the company. The opportunities that can be 
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counted on such as better economic situation, the easiness to get the 

raw material with low price. The threats for the company such as 

worsen economic situation, difficulty to get the raw material and 

expensive raw material 

In obtaining the company's goal, management needs to consider about two 

factors, the internal factor, which still can be controlled by the company, and the 

external factor that is beyond the control of the company. External factor is the 

business environment of the company, which make the business Opportunities and 

Threats for the company. Internal factor consists of marketing management, financial 

management, operational management human resource management etc. From 

internal factor, the company can identify their Strength and Weaknesses. A company 

is able to obtain its goal when the Strength of the company is more than the 

weaknesses of the company. Relied on that reason, a company is able to use all of 

their business opportunities and minimalize their business Threats. 

The writer focused more on the marketing segment of PT Kosoema Nanda 

Putra because the writer thinks that making a good marketing strategies is the most 

important part in order to make the company able to compete with the other 

companies and able to survive in the competition. Based on the reason explained 

above, this thesis, therefore, will be entitled "SWOT Analysis in the Marketing 

Strategy of PT Kosoema Nanda Putra" 
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1.2. Problem Identification 

Considering the competition of business, which is getting tighter, we need to 

make an analysis of internal and external in the company environment by using 

SWOT analysis in their marketing strategy, so that PT Kosoema Nanda Putra can 

improve their business and able to compete with other companies. 

1.3. Problem Formulation 

1. What are the internal factors depicting the Strength and the Weaknesses of 

PT Kosoema Nanda Putra? 

2. What are the external factors gearing the Opportunities and Threats for 

PT Kosoema Nan9a Putra? 

3. What kind of marketing Strategy should PT Kosoema Nanda Putra use? 

1.4. Problem Limitation 

The Research in the PT Kosoema Nanda Putra is limited only to the analysis 

of Strength-Weaknesses-Opportunities-Threats (SWOT), in order to find the 

best marketing strategy that can be used by PT Kosoema Nanda Putra as the 

object of the research. 
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1.5. Research Objectives 

There are objectives that want to be reached by doing this research, and they 

are: 

1. Identifying the internal factors, which are the Strength and the 

Weaknesses of the company 

2. Identifying the external factors, which are the Opportunities and Threats 

for the company 

3. Identifying the best marketing strategy for PT Kosoema Nanda Putra 

1.6. Research Contribution 

Hopefully, this research can give contribution; 

1. To the company itself, hopefully the result of this research can be useful in 

order to be able to identify what are the Strengths and weaknesses factor 

of the company and what are the Opportunities and Threats for the 

company, so that the company is able to set their marketing strategy 

preciselr 

2. Research for the writer is very useful in order to get more knowledge and 

as a comparison between theories from college with the reality in the field. 
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1.7. Definition of Terms 

Strategy: A fundamental pattern of present and planned objectives, 

resources deployment, and interactions of an organization with 

markets competitors and other environmental factor 

Marketing: The process of planning and executing the conception, pricing, 

promotion, and distribution of ideas, goods, service to create 

exchanges that satisfy individual and organisational goals. 

Product: 

Grey cloth 

Textile: 

Industry: 

Anything that can be offered to a market for attention, 

acquisition use, or consumption that might satisfy a need or 

want. Thus, a product may be physical good, service, retail 

store, person, organisation, place or idea 

cloth that is usually used as the basic material for batik, printed 

or writings. 

industry related to weaving or woven fabrics 

Any branch of trade, business, production, or manufacture; as 

the textile industry, paper industry. 
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