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Abstract: Vegetables are a subsection of horticultural plants. Among organic products, vegetables 

are one of the organic products that consumers like most after rice. Himalaya Farm is a business that 

operates in the field of organic and non-organic vegetable production. However, with the increasing 

number of competitors, Himalaya Farm's income will decrease in 2023. The research stages are: (a) 

Study of literature; (b) Carry out  data  collection;  (c) Formulation  of  the  problem;  (d) SAP analytics; 

(e) Etop analytics; (f) SWOT  analysis;  (f) Formulating  a  marketing strategy; and (f) Draw 

conclusion. The results of this research are Himalaya Farm's position based on SAP analysis is in a 

strong position, and based on ETOP analysis is in a speculative business position. Based on the SAP 

and ETOP analysis, the company strategy that can be pursued based on the SWOT matrix is an 

investment strategy. Himalaya Farm should focus on strategies to maintain its competitive advantage 

and capitalize on its strengths and opportunities. This may include investing in research and 

development, expanding into new markets, or developing new products or services. 
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INTRODUCTION  

Vegetables are a subsection of horticultural plants. Vegetables are plants that can be 

consumed and contain sources of vitamins, minerals, etc. Vegetables have an important role 

in fulfilling human nutrition. Vegetables can be grown using conventional systems and non-

conventional systems or what is often referred to as organic farming. Organic vegetables are 

vegetables that are cultivated with attention to the environment. The concept of organic 

vegetables is to grow them using as little chemical fertilizers and pesticides as possible 

(Supriyati and Herliana 2011). 

According to Muljaningsih (2011), among organic products, vegetables are one of the 

organic products that consumers like most after rice. This shows that vegetables are 

considered one of the main needs as food. Consumers also have a preference for organic 
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products as a matter of prestige because the price of organic products is relatively more 

expensive than conventionally produced products. 

Himalaya Farm is a business that operates in the field of organic and non-organic 

vegetable production. The types of vegetables produced are local vegetables. This business 

was founded in 2015. At its inception, Himalaya Farm produced healthy rice with pesticides 

and organic kale. Initially, Himalaya Farm only marketed its products around Bekasi City. 

However, over time, Himalaya Farm has marketed its products to various local supermarkets 

in Jabodetabek. However, with the increasing number of competitors, Himalaya Farm's 

income will decrease in 2023. Therefore, Himalaya Farm needs the right marketing strategy 

so that it can meet the increasing need for organic vegetables and win in business 

competition. Research on Himalaya Farm Farm's marketing strategy needs to be carried out 

to answer this. 

LITERATURE REVIEW  

Marketing Strategy  

According to Peter & Olson (2010:12), a marketing strategy is the design, 
implementation, and control of a plan to influence exchanges to achieve organizational 
objectives. In consumer markets, marketing strategies are typically designed to increase the 
chances that consumers will have favorable thoughts and feelings about particular products, 
services, and brands. From a consumer analysis point of view, a marketing strategy is a set 
of stimuli placed in consumers’ environments designed to influence their affect, cognition, 
and behavior. These stimuli include such things as products, brands, packaging 
advertisements, coupons, stores, credit cards, price tags, salespeople’s communications, 
and, in some cases, sounds (music), smells (perfume), and other sensory cues. 

The term ‘marketing mix’ is attributed to Neil H.Borden and refers to the set of 
marketing ingredients a company can use to achieve its objectives. Lancaster and 
Massingham (2011) suggest some of the factors that the detailed marketing mix plans as 
four Ps are Products (Quality, Features, Options, Style, Services, Installation, Warranty, 
Packaging,and New product development), Price (Pricing, Price changes, List prices, 
Discounts, Allowances, Payment, and Credit terms), Promotion (overall emphasis in 
promotional mix, objectives, strategies and plans), and the last is Place (Channel 
configuration/coverage/levels, Specific type of intermediaries, Terms and responsibilities of 
channel members, Order processing systems, Warehousing, storage, stocking and delivery 
policies) 

 

Strategic Advantage Profile (SAP) Analytics 

Strategic Advantage Profile (SAP) is a tool that businesses can use to assess their 
strengths and weaknesses relative to their competitors. It is a simple but effective way to 
identify the areas where a business has a competitive advantage and the areas where it 
needs to improve. The company position in the Strategic Advantage Profile (SAP) matrix can 
be categorized into six sections: 

a. Dominant: The company has a clear and significant advantage over its competitors in 
this area. 

b. Strong: The company has an advantage over its competitors in this area, but the 
advantage is not as clear or significant as a dominant advantage. 

c. Favorable: The company is performing at a level that is slightly better than its 
competitors in this area, or where the company is performing at a similar level to its 
competitors. 
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d. Tenable: The company is performing at a level that is acceptable, but not 
outstanding, in this area. 

e. Weak: The company is performing at a level that is below its competitors in this area. 

f. Avoid: The company is performing at a level that is so poor that it is putting the 
company at risk in this area. 

 

Environmental Threat Opportunity Profile (ETOP) Analytics 

An Environmental Threat Opportunity Profile (ETOP) analysis is a tool that 
businesses can use to identify and assess the threats and opportunities that exist in their 
external environment. It is a simple but effective way to help businesses make better 
strategic decisions. To conduct an ETOP analysis, businesses typically start by identifying 
the key factors in their external environment that could have a significant impact on their 
business. These factors can be divided into two categories: threats and opportunities. 

Based on ETOP analysis, four company positions can be known (Ferdinand, 1995), 
namely: 

1. Speculative business 
A business that has a chance for great success but the risks that must be faced are 
also great.  

2. Ideal business 
A business that has a great chance of success but relatively low risk. This business 
position is very profitable for the company.  

3. Mature business 
Businesses that have the same chance of success and risk are equally low so that if 
it fails it will not be fatal for the company.  

4. Trouble business 
Businesses that have a low chance of success but a high risk of failure. This position 
is very unfavorable for the company. 

 

SWOT Analytics 

Shinno et.al (2006) has conducted SWOT analysis to create effective industrial 
strategy planning for the machine tool industry which can be carried out by applying the 
proposed method. The SWOT key words were collected from the related research reports 
published on the machine tool industry in Japan. In order to proposed quantitative SWOT 
analysis, the AHP method is combined into weighted score stage in SWOT analysis. 

Terblanche (2008) used SWOT analysis to provide an overview of the pressures 
experienced by the pharmaceutical industry in producing new drugs. SWOT analysis was 
used to analyze factors with regard to the ability of pharmaceutical industry to produce new 
drugs. 

Milosevic (2010) has conducted SWOT analysis to identify potential risks for both the 
investor and the contractor that are facing current market economy, and when private 
interests provide significant financing, also time and budget limitation on construction. This 
research showed each SWOT Analysis components from the point of view of both investor 
and the contractor in the planning, contracting, and construction phases of a project. 

METHODS 

The  research  is  located in  Himalaya Farm, Bekasi City. A  qualitative  approach  
that  allows  a researcher  to  interpret  and  explain  phenomena  holistically  using  words, 
without  having  to  rely  on numbers (Moleong,  2013).  The  tendency  of  qualitative  
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research  is  more  descriptive  and  emphasizes  the completion  process (Kurniawan  &  
Haryati,  2017).The  object  studied  was  the  implementation  of  SWOT analysis and 
marketing strategies in the development of Himalaya Farm businesses in Bekasi City. It is 
the unit under study which can be in  the form of an individual, group,  object or an event 
setting as the research subject.  

The data source used is primary data and secondary data. Primary data is data that 
is directly obtained from interviews with informants. The informants in this study  were  the 
Himalaya Farm Owner  and  consumers  who  bought the products.  Secondary  data,  
namely  data obtained  from  documents  and  written  materials,  literature  and  publication  
materials. The  technique  of selecting informants is purposive (deliberate) technique. 
According to Singarimbun and Sofyan Effendi, it is  not  random,  in  which  research  
subjects  are  selected  based  on  certain  considerations.  Based  on prarisets, the 
informants in this study were five Tedungcraftsmen who had started a business for 20 years 
in Mengwi village (Singarmbun & Effendi, 2008). 

The research stages are: (a) Study of literature; (b) Carry out  data  collection;  (c) 
Formulation  of  the  problem;  (d) SAP analytics; (e) Etop analytics; (f) SWOT  analysis;  (f) 
Formulating  a  marketing strategy; and (f) Draw conclusion 

RESULT AND DISCUSSION 

Identify Internal Marketing Variables Using SAP (Strategic Advantages Profile) 

Analytics 

Identification of internal marketing variables including industry strength and 

weakness factors is based on the results of analysis using SAP (Strategic Advantages 

Profile). This SAP analysis is used to get an overview of Himalaya Farm’s strategic position 

from a competitive point of view with internal factors which include strengths and 

weaknesses. The results of weighting and assessment of internal marketing variables can 

be explained in the following table: 

Table 1. SAP Matrix 

No Element Score Rating 
Score x 
Rating 

1 Quality 0,18 5 0,91 

2 Promotion 0,14 5 0,68 

3 Price 0,16 4 0,64 

4 Employee 0,14 5 0,68 

5 Market share 0,14 3 0,41 

6 Place 0,11 4 0,45 

7 Technology 0,14 3 0,41 

    1,00   4,18 

 

Information : 

Score :   Competitive position :  

1,00 – 1,66   Avoid  

1,67 – 2,33   Weak  

2,34 – 3,00   Tenable  
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3,01 – 3,67   Favorable  

3,68 – 4,34   Strong  

4,35 – 5,00   Dominant 

 

Based on Table 1, SAP score of Himalaya Farm is 4,18, which means that Himalaya 
Farm in a strong competitive position. A strong competitive position is the ability of a 
company to differentiate itself from its competitors and attract and retain customers. It is 
achieved by identifying and leveraging a company's unique strengths and advantages, while 
also addressing its weaknesses and vulnerabilities. A strong competitive position can lead to 

a number of benefits, including: Increased market share, higher profits, improved brand 
reputation, and greater customer loyalty. 

 

Identify Industry Opportunity and Threat Factors Using ETOP (Environmental Threat & 

Opportunity Profile) Analytics 

Identifying industry opportunities and threats is a crucial aspect of strategic planning 

for businesses operating in dynamic and competitive environments. By understanding the 

external factors that can impact their operations, companies can proactively develop 

strategies to capitalize on opportunities and mitigate potential risks.  

1. Opportunity Analysis  

The results of weighting calculations and assessments of the external environment 

that constitute opportunities can be summarized as in Table 2. 

Table 2. Calculation of the Number of Score Values of Opportunity Elements 

No Opportunity Element Score Rating 
Score x 
Rating 

1 People are increasingly aware of healthy food 0,22 5 1,09 

2 Demand for organic vegetables increases 0,22 3 0,658 

3 New partners 0,171 4 0,68 

4 The business location is in the city center 0,195 4 0,78 

5 An increasingly dynamic marketing model 0,195 3 0,58 

    1   3,80 

 

From the calculation results, the score value (score x rating) is obtained at 3.80 

which means that Himalaya Farm has a fairly high business opportunity. Companies that 

are positioned to capitalize on high business opportunities are well-positioned for 

long-term success. They are able to identify and pursue new opportunities, adapt to 

changing market conditions, and generate significant profits for their shareholders. 
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2. Threat Analysis  

The results of weighting calculations and external environmental assessment of 

threat aspects can be summarized in Table 3 below: 

Table 3. Calculation of the Score Number of Threat Element Values 

No Threat Elements Score Rating Score x Rating 

1 Burdensome government regulations 0,18 3 0,538 

2 Economic stability 0,18 3 0,538 

3 
There are many fake products on the 
market 

0,21 4 0,821 

4 Weather conditions 0,23 5 1,154 

5 Many competitors 0,21 4 0,821 

    1,00   3,872 

 

As a result of identifying several threats, it can be concluded that Himalaya Farm has 

the biggest threat due to the large number of competitors. From the calculation results, the 

score value (score x rating) is obtained at 3.872 which means that Himalaya Farm has a 

fairly high business threat. Himalaya Farm must innovate to develop new products or 

services that meet customer needs and develop a strong brand that customers can trust and 

rely on. 

ETOP (Environmental Threat and Opportunity Profile) Matrix 

From the assessment of threat and opportunity elements that have been analyzed in 

the ETOP analysis above. Industry can determine its position in competition by using the 

ETOP matrix which can be seen as depicted in Figure 2 below. 

 

 

 

 

 

 

 

 

Figure 2. ETOP Matrix of Himalaya Farm 

The ETOP matrix explains that the position of the Himalaya Farm is in a speculative 

business position. A speculative business position is an investment in an asset that is 

expected to rise in value in the future, but there is also a significant risk that the asset will 

lose value. These positions are typically taken in high-risk, high-reward industries, such as 

commodities trading, cryptocurrency trading, or venture capital. Investors who hold 
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speculative business positions are betting that the asset will appreciate in value, but they are 

also aware that there is a significant chance that they could lose money. 

 

SWOT Analysis  

The results of the SAP and ETOP analysis explain that Himalaya Farm’s position in 

the SWOT analysis matrix is in position I or Investment. This is because the company has 

a number of strengths and opportunities that it can leverage to its advantage. 

Tabel 4. SWOT Matrix Posistion of Himalaya Farm 

SAP \ ETOP Ideal Business Mature 

Business 

Speculative 

Business 

Trouble Business 

Dominant I I I I 

Strong I I I I 

Favourable I I I D 

Tenable I I D D 

Weak I D D D 

Avoid D D D D 

Information : 

I = Invest D = Divest 

Himalaya Farm may be in position I or Investment if it has a number of these 
strengths and opportunities. For example, Himalaya Farm may have a strong brand 
reputation for its organic and sustainable farming practices, a loyal customer base that is 
willing to pay premium prices for its products, and a unique selling proposition in the form of 
its direct-to-consumer sales model. Additionally, Himalaya Farm may be well-positioned to 
capitalize on emerging market trends, such as the growing demand for healthy and organic 
food. 

Himalaya Farm should focus on strategies to maintain its competitive advantage and 
capitalize on its strengths and opportunities. This may include investing in research and 
development, expanding into new markets, or developing new products or services. 

CONCLUSIONS 

Himalaya Farm's position based on SAP analysis is in a strong position. A strong 
competitive position is the ability of a company to differentiate itself from its competitors and 
attract and retain customers. It is achieved by identifying and leveraging a company's unique 
strengths and advantages, while also addressing its weaknesses and vulnerabilities.  

Himalaya Farm's position based on ETOP analysis is in a speculative business 
position. A speculative business position is an investment in an asset that is expected to rise 
in value in the future, but there is also a significant risk that the asset will lose value. These 
positions are typically taken in high-risk, high-reward industries, such as commodities 
trading, cryptocurrency trading, or venture capital. 

Based on the SAP and ETOP analysis, the company strategy that can be pursued 
based on the SWOT matrix is an investment strategy. Himalaya Farm should focus on 
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strategies to maintain its competitive advantage and capitalize on its strengths and 
opportunities. This may include investing in research and development, expanding into new 
markets, or developing new products or services. 
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