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ABSTRACT 
 

The choice of marketing strategy for the Banten College of Economics (STIEB) is something that is 
very urgent because STIE Banten is one of the representations of higher education institutions in the field of 
economics which cites the name Banten as a primordial characteristic. Choosing the right marketing strategy 
is something that is expected and becomes an alternative for a decision that will be chosen later. The 
alternatives to be achieved are alternatives that contain several criteria that must be assessed based on 
priority. The selection of alternative strategies resulted from a SWOT analysis. The strategy development of 
the Banten College of Economics is faced with an ambiguous or uncertain decision so that decision makers 
have difficulty in determining their decisions. Usually decision makers use intuition and subjectivity only the 
objectives and stages of the research method. This study generally aims to develop a SWOT analysis and 
fuzzy logic as a marketing strategy as a solution to increasing the number of new student admissions. This 
research uses two analysis methods, namely: SWOT analysis In conducting a SWOT analysis, the stages of 
the research method carried out are as follows: Swot Method , Internal Strategy Factor Matrix, External 
Strategy Factor Matrix, Assessment, Swot Matrix, Fuzzy Alnalytic Hierarchy Process (F-AHP), Comparative 
Calculations between alternatives. The results of the analysis using FUZZY LOGIC and SWOT on the 
marketing strategy of the Banten College of Economics obtained a concept ideas about exploring all the 
potential to minimize weaknesses and use strengths to take advantage of opportunities and face threats. 
Based on the analysis of F-AHP in determining priority development sectors and making recommendations for 
marketing strategies of the Banten College of Economics. 
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INTRODUCTION 
 

The research conducted (Remunjuk, Marcus, 
2005) was about Strategic Marketing Planning to 
create a Sustainable Competitive Advantage 
(Case in the UK Petra Surabaya Hospitality 
Management study program) Although the 

discussion was still general in nature, he said 
that competition in the higher education industry 
was getting tighter. Educational institutions must 
manage their organization like a business 
without abandoning its ideal aspects and must 
be able to transform itself into a marketing 
company. 
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In this section it is necessary to explain a 
description of the specific specifications 
associated with the scheme. With SWOT 
analysis and IE-Matrix, several things are 
suggested, namely: market intensive strategies 
carried out through market penetration and 
market development, developing differentiation 
strategies that show different characteristics of 
hotel schools, namely a unique combination of 
knowledge, skills, and attitude and equipped with 
facilities that show the hotel atmosphere 
throughout the lecture building so as to create a 
sustainable competitive advantage. Saroh, Ulfa 
(2008), conducted research on the Marketing 
Management of Private Universities in Malang. 
In the implementation of one private university 
with other private universities must compete for 
buyers / students, in this competition each 
university has its own ways to win market 
competition called marketing strategies. The 
results of the study include: (1) Two private 
universities are already professionals in 
marketing management, namely they have their 
own team that specifically handles marketing 
problems, (2) marketing strategies include 
market strategy, product strategy, price strategy, 
distribution strategy promotion strategy and 
customer satisfaction strategy. From all aspects 
of the strategy, it is almost the same in the three 
PTS and there are significant differences, 
namely the promotion strategy, especially the 
sales strategy. The marketing management of 
PTS should be thought of by a separate team 
that specifically handles marketing problems, led 
by an expert in economics or management and 
whose members consist of relatively permanent 
people so that their performance can be effective 
and efficient. Several processes are carried out 
in building strategy marketing includes a strategy 
to analyze the situation, a strategy to design a 
marketing, build a marketing program, and a 
strategy to implement funds to manage 
marketing (Cravens, 2006). A situation analysis 
strategy is indispensable in the initial steps of 
building a marketing strategy. In this process, an 
analysis of the market is carried out, including 
defining buyers and competitors, analyzing the 
market and predicting how the business and 

marketing plans will go forward. After analyzing 
the market, the next step is to segment the 
market. Market segmentation is done to see the 
needs and wants of buyers in the market. 
LITERATURE REVIEW 
Marketing Strategy through FUZZY LOGIC  

A good business if the business has a good 
strategy for running its business. According to 
Freddy Rangkuti (2009: 18) SWOT analysis is a 
systematic identification of various factors to 
formulate a company strategy. This analysis is 
based on logic that maximizes strengths and 
opportunities (Opportunities), but simultaneously 
minimizes weaknesses and threats (Threats). 
The strategic decision-making process is always 
related to the development of the company's 
mission, objectives, strategies and policies. . 
Thus, strategic planning (strategic planner) must 
analyze the company's strategic factors 
(strengths, weaknesses, opportunities, and 
threats) in the current conditions. This research 
shows that company performance can be 
determined by a combination of internal and 
external factors. These two factors must be 
considered in a SWOT analysis. SWOT stands 
for Internal Strengths and Weaknesses 
environment and External Opportunities and 
Threats environment facing the business world. 
SWOT analysis compares the external factors, 
opportunities and threats with internal factors: 
Strengths and Weaknesses. F-AHP is one of the 
ranking methods. F-AHP is a combination of the 
AHP method with a fuzzy concept approach 
(Raharjo et al., 2002). F-AHP covers the 
weaknesses found in AHP, namely problems 
with criteria that have more subjective 
characteristics. The uncertainty of numbers is 
represented by an order of scale. To determine 
the degree of membership in the F-AHP, a 
function rule in the form of a triangular fuzzy 
number (TFN) is used which is arranged based 
on a linguistic set. Thus, the numbers on the 
level of importance of the AHP are transformed 
into the TFN scale set. 

 
Fuzzy Logic Consists of 3 (three) stages, 

namely the fuzzification process, the inference 
system (rule base), and the defuzzification 
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process. The fuzzification process in determining 
the membership set of 4 (four) physical 
sustainability factors and the level of physical 
continuity uses ascending, descending, and 
triangular linear membership functions. Linear 
curves are used because the value of the level of 
sustainability changes up and down linearly. The 
process of determining the rule base uses the 
Delphi method. The Delphi method is an 
analytical method used to collect, select, and 
draw conclusions from the speakers using an 
iterative commissioner. The Delphi method is 
used so that the combination of sustainability 
factor values in forming the level of sustainability 
is objectively formed. The operation of the fuzzy 
expert system has 4 stages in Mamdani 
inference (including the Tsukamoto and Sugeno 
methods), these stages: 

1. Formation of fuzzy sets (fuzzyfication) 
Input and output variables are divided into one or 
more fuzzy sets 2. Application of the implication 
function The implication function used is the MIN 
set and the correlation between the rules. There 
are 3 kinds: MAX, ADDITIVE, and probabilistic 
OR (probor) 3. Composition (compounding) 
rules. Inference is obtained from the collection 
and correlation between rules. There are 3 
types: MAX, ADDITIVE, and probabilistic OR 
(probor) 4. Confirmation (defuzzyfication) The 
input here is a fuzzy set obtained from the 
composition, fuzzy rules, the output is a crisp 
value. 

Market Research for Higher Education 
Service Providers The process of seeking input 
from consumers can be carried out with various 
forms of market research, the results of which 
can be used by private universities to design 
vocabulary of attributed and benefits products 
(Assael, 1995). Cohen (1995) states that 
searching for various kinds of input from 
consumers regarding the features and benefits 
of the product is called a process of collecting 
voice of the customer. This process is carried out 
through a research effort to: (a) listen to what 
consumers say about a product and try to 
capture unstructured consumer statements, (b) 
sort different types of consumer comments into 
categories (dimensions), and ( c) using one of 

the dominant categories that represent the 
needs and desires of consumers to be 
developed. This research is directed to explore 
the determinants of selection 

PTS by prospective students (voice of the 
customers) which can be controlled by PTS 
(marketing stimuli) and testing how much these 
factors play a role in the choice of PTS (product / 
brand choice). 

 
 

METHOD 
 

Methods include research design, population 
and sample, development of research 
instruments, data collection techniques, and data 
analysis techniques, described briefly. 
The stages in this research implementation 
stage are as follows: 
1. The SWOT method 

SWOT analysis is the systematic 
identification of various factors for formulating a 
marketing strategy. This analysis uses the 
(Strentght) and opportunities (opportunities but 
simultaneously can minimize weaknesses 
(Weakness) and threats (Threats). 
2. Internal strategy factor matrix 

Before doing the SWOT matrix it is 
necessary know first internal factors (IFAS) ifas 
stands for Internal Strategic Factor Analysis 
Summary. 
3. External strategy factor matrix  

Before creating a SWOT matrix, it is 
necessary know the external strategy factor 
(EFAS). 
4.  After grouping several internal and external 

factors, the next step is doing an 

assessment. Based on the questionnaire 

data distributed on Respondent weights are 

calculated from 0.0 (not important) to 1.0 

(very important) the number of weights on 

strength and weaknes is 1.00, as well as 

The amount of opportunity and threat weight 

is also 1.00. 

5. SWOT Matrix After completing the analysis 

of the IFAS and EFAS strength and threats 
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matrices, the tool used to compile the 

marketing strategy factors of the Banten 

Institute of Economics is the SWOT matrix. 

 
Fuzzy Analytic Hierarchy Process (F-AHP) 

The solution to the problems in this study is not 
only using quantitative data, but also qualitative 
data. Qualitative data. The method or means to 
achieve the stated goals should not exceed 600 
words. This section is equipped with a research 
flow chart that illustrates what has been 
implemented and will be done during the 
proposed time. The flow chart format can be 
JPG / PNG files. The research chart must be 
made in its entirety with clear phases, starting 
from the beginning, how the process and its 
outcomes are, and the indicators of targeted 
achievement. In this section, you must also fill in 
the duties of each member who proposes 
according to the proposed research stage. After 
completing the analysis of the IFAS and EFAS 
strength and threats matrices, the tool used to 
compile the marketing strategy factors of the 
Banten Institute of Economics is the SWOT 
matrix. 

Fuzzy Analytic Hierarchy Process (F-AHP) 
The solution to the problems in this study is not 
only using quantitative data, but also qualitative 
data. Qualitative data. The method or means to 
achieve the stated goals should not exceed 600 
words. This section is equipped with a research 
flow chart that illustrates what has been 
implemented and will be done during the 
proposed time. The flow chart format can be 
JPG / PNG files. The research chart must be 
made in its entirety with clear phases, starting 
from the beginning, how the process and its 
outcomes are, and the indicators of targeted 
achievement. In this section, you must also fill in 
the duties of each member who proposes 
according to the proposed research stage. 

Obtained from the data from filling out the 
questionnaire form conducted by the 
correspondent. F-AHP can solve complex 
problems into its elements easier to solve 
through structuring a hierarchy. In structure 
hierarchy there are three levels, where level 1 is 
a priority based on factors SWOT. Level 2 is the 

criteria and sub-criteria derived from the results 
of the SWOT analysis which was discussed 
earlier. While level 3 contains alternatives 
consisting of the four conditions of the strategy. 
In making decisions on marketing strategies 
determined based on the fulfillment of the weight 
of each of the criteria and alternatives. 

The criteria and sub-criteria are obtained 
from the results of the SWOT analysis that have 
been discussed previous. Connecting lines 
between elements indicate a relationship 
between elements. After doing the hierarchical 
structure arrangement, it is done weighting of 
each element using the F-AHP calculation. 
Weighting 

This aims to determine the weight of each 
criterion against the criteria and alternative 
assuming there is no dependency relationship 
between criteria. The scaling of the alternatives 
was performed by simulating the assignment of 
scores for each alternative using importance 
based intensity subcriteria Determine the value 
of fuzzy synthesis. 
6. Comparison between Alternatives  

In this study, there are four alternatives. 
Comparison between alternatives is calculated 
for each factor in the criteria of strengths, 
weaknesses, opportunities and threats. 

 

 
 

RESULT and DICUSSION 
 

SWOT Matrix Calculation 
The marketing strategy of the Banten 

College of Economics is determined by a SWOT 
analysis. According to Rangkuti (2015) SWOT 
stands for the internal environment for Strengths 
and Weaknesses and the external environment 
for Opportunities and Threats that the business 
world faces. 

The SWOT analysis model is based on logic 
by maximizing strength (strength) and 
opportunities (Opportunity), and at the same time 
minimizing weakness (weakness) and threats 
(threats). By knowing the internal factors, namely 
(strengths and weaknesses) when reducing 
weaknesses and at the same time maximizing 
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strengths. On external factors, namely 
(opportunities and threats) when minimizing the 
threat, it can be magnified by opportunities. 

 
1. Internal factors 
a. Strengths (Strength) on the campus of the 

Banten College of Economics include: 
1) The location of the campus in the middle 

of the city is strategic and easily 
accessible 

2) Prodi accreditation is good. 
3) The fighting spirit and commitment of the 

lecturers and staff in the dictionary in 
providing servants is very high. 

4) Very affordable semester campus fees 
5) Long established private universities and 

the name PTS has given trust to the 
community 

 
b. Weaknesses on the Banten College of 

Economics campus includes:  
1) There are still multiple positions and no 

employment provisions 
2) Lack of student achievement 
3) Worship infrastructure is not good 
4) Information system technology is still 

weak, thus hampering service and 
reporting 

5) Sources of funds are still limited, making 
it difficult to increase activities that 
require large funds, such as training 
promotions etc. 

2. External Factors 
a. The opportunities that exist on the campus 

of the Banten College of Economics (STIEB) 
includess: 
1) The first private university that has been 

accredited B 
2) Hereditary tradition has entered the 

STIE Banten campus 
3) Cooperation between the campus and 

alumni 
4) Scholarship opportunities 
5) Uptake of alumni by the world of work 

and business 
 

b. The threats  that exist on the campus of the 
Banten Institute of Economics (STIEB), 
includes:  
1) Insufficient facilities and infrastructure 

can inhibit the interest of prospective 
new students 

2) Tight government regulations 
3) The demand to be able to produce 

technology literate graduates in order to 
produce technology-based businesses 

4) Other private universities that are 
consistent with quality and have big 
names. 

5) Competition is getting tougher with the 
increasing number of universities 
growing in the city of Serang. 

  
 

 

Tabel 1. Marketing Strategy Factors of Banten College of Economics 
External 
Strategy 
Factors 

Rating Weight B x R 
Internal 
Strategy 
Factors 

Rating Weight B x R 

Opportunies Strenght 

Op1 3 0,09 0,24  4 0,10 0,38 

Op2 3 0,10 0,31  4 0,10 0,38 

Op3 3 0,10 0,35  4 0,10 0,40 

Op4 4 0,11 0,41  4 0,10 0,37 

Op5 3 0,10 0,34  4 0,10 0,38 

Total Opportunies 1,65 Total Strenght 1,91 

Threats Weaknesses 

Th1 4 0,11 0,43  4 0,10 0,38 

Th2 4 0,11 0,43  4 0,10 0,35 

Th3 2 0,06 0,13  3 0,09 0,28 

Th4 3 0,10 0,31  4 0,10 0,35 
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Th5 4 0,11 0,39  4 0,10 0,38 

Total Threats 1,69 Total Weaknesses 1,75 

Total  1 3,34 Total  1 3,66 

    
 

According to Tabel 1 EFAS Matric, shows 
that the weight of the marketing strategy rating of 
the Banten College of Economics, the external 
strategy factor is obtained from the total 
opportunity score of 1.65 and the total threat 
score of 1.69 so that the total score of external 
factors is 3.34. The total value of the whole 
shows that how the marketing strategy of the 
Banten Institute of Economics (STIEB) reacts to 
external factors. 

According Tabel 1 IFAS Matric, shows that 
the weight of the marketing strategy rating of the 
Banten College of Economics, the internal 
strategy factor is obtained from the total strength 
score of 1.91 and the total weakness score of 
1.66 so that the total score of the internal factors 
is 3.66. The overall total value shows that how 
the marketing strategy of the Banten Institute of 
Economics reacts to its internal factors.  

 
3. SWOT Matrix 

   In the development of these 4 types, the 
SWOT matrix is used, namely SO, WO, ST and 
WT. The key to the successful use of this SWOT 

matrix is to bring together internal and external 
key factors in forming 1 strategy.  
1. SO strategy is a strategy that uses internal 

campus strengths to take advantage of 
external opportunities and benefits.  

2. The WO strategy is a strategy designed to 
exploit internal weaknesses and exploit 
external opportunities. This WO strategy 
also shows the opportunities that are within 
reach that can be reached by the campus if 
it is successful in correcting internal 
weaknesses.  

3. ST strategy is to anticipate external threats 
by using internal strength.  

4. The WT strategy is an organization that 
deals with weaknesses and threats that 
cannot be handled by using existing 
strengths and opportunities. In fact, the form 
of implementation of the WT strategy is a 
merger, bankruptcy, restructuring or 
liquidation.  
The results of the SWOT Analysis, below: 
 

 

Tabel 2. Marketing Strategy SWOT Matrix  
IFAS  S = 1,91 W = 1,75 
 EFAS 

O = 1,65 SO = 3,56 WO= 3,40 

T = 1,69 ST = 3,60 WT = 3,44 

    

Based on table 2, the strategic priorities are 
arranged based on the combination of strategies 

that have the highest to the lowest values, as 
shown in table 3 below: 
 

TabeL 3. Alternatives to the SWOT Strategy 

Priority Strategy Weighted Value 

1 Weaknesses-Opportunies (WO) 3,40 

2 Strenght-Opportunies (SO) 3,56 

3 Weaknesses-Threats (WT) 3,44 

4 Strenght-Threat (ST) 3,60 

     

Based on the table. 3 sequences of SWOT 
strategy alternatives, that Strength-Threats (ST) 

produces the highest weight, which is a strategy 
that utilizes all strengths to seize and take 
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advantage of the greatest threat. There is great 
competition between private universities in the 
city of Serang and very strict order regulations, 
the STIE Banten campus must develop qualified 
human resources with good training in research 
and learning methods so that they can unravel 
the competition for their human resources. and 
inviting alumni who have worked to promote 
competitive advantages that exist in the real 
world.  
 

Fuzzy Logic Calculations 
The data that will be entered into the set of 

fuzzification process is the value frequency 
multiplied by the number of respondents from 
each choice. Then defuzzification is generated 
from the average value of the results of the 
fuzzification process to obtain a single value. 

 
1. Calculation of Fuzzification and 

Defuzzification of Opportunies Perhitungan 

Fuzzifikasi dan Defuzzifikasi Opportunies 

  

Tabel 4. Opportunies Calculation 

No Attribute 
Triangular Fuzzy Number (TFN) 

Defuzzifikasi 
c a b 

1 OP.1 1,80 2,80 3,70 2,76 

2 OP.2 2,20 3,20 3,95 3,12 

3 OP.3 2,36 3,36 3,96 3,23 

4 OP.4 2,67 3,67 4,00 3,45 

5 OP.5 2,32 3,32 3,95 3,20 

    

 

From Table 4, the Opportunies level or 
opportunities that have the highest 
defuzzification value is the Opport.4 attribute 
with a value of 3.45, while the Opportunies level 
or opportunities that have the lowest 

defuzzification value is the Opport attribute with 
a value of 2.76.  
2. Calculation of Fuzzification and 

Defuzzification Threats.  

 

Tabel 5. Calculation Threats 

No Attribute 
Triangular Fuzzy Number (TFN) 

Defuzzifikasi 
c a b 

1 Th.1 2,73 2,73 4,00 3,49 

2 Th.2 2,74 3,74 4,00 3,49 

3 Th.3 1,26 2,06 3,05 2,12 

4 Th.4 2,20 3,20 3,95 3,12 

5 Th.5 2,57 3,57 3,99 3,38 

    

According to Table 5, the level of threats or 

threats that have the highest defuzzification value is 

the attribute Th.1 and Th.2 with a value of 3.49, while 

the Threats level or threat that has the lowest 

defuzzification value is Th.3 attribute with a value of 

2.12. 

3. Calculation of Fuzzification and 

Defuzzification Strenght. 

Tabel 6. Strength calculation 

No Attribute 
Triangular Fuzzy Number (TFN) 

Defuzzifikasi 
c a b 

1 St.1 2,73 3,73 4,00 3,49 

2 St.2 2,75 3,75 4,00 3,50 

3 St.3 3,80 3,80 4,00 3,53 
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4 St.4 2,68 3,68 3,97 3,44 

5 St.5 2,74 3,74 4,00 3,49 

     

 
According to Table. 6 Strenght Level or 

Strength that has the highest defuzzification value is 

attribute St.3 with a value of 3.53, while the strength 

level or strength has the lowest defuzzification value 

is attribute St.4 with a value of 3.44. 

4. Calculation of Fuzzification and 

Defuzzification Weaknesses. 

Tabel 7. Calculation of Weaknesses 

No Attribute 
Triangular Fuzzy Number (TFN) 

Defuzzifikasi 
c a b 

1 Wk.1 2,74 3,74 4,00 3,49 

2 Wk.2 2,59 3,59 4,00 3,39 

3 Wk.3 3,20 3,20 3,95 3,12 

4 Wk.4 2,57 3,57 3,99 3,38 

5 Wk.5 2,75 3,75 4,00 3,50 

    

 

According to Table 4.1, the level of 

weaknesses that has the highest defuzzification 

value is the Wk.5 attribute with a value of 3.50, while 

the level of weaknesses that has the lowest 

defuzzification value is the Wk.3 attribute with a value 

of 3.12. 

CONCLUSION 
 

The paradigm of educational development 
and the existence of regulations have had a lot 
of impact on private universities. In higher 
education studies, HR issues are crucial in 
increasing the competitiveness of higher 
education. The quality of lecturers and the 
effectiveness of educational staff are the main 
things to improve the competitiveness of higher 
education, also in terms of increasing the 
competitiveness of college graduates because 
the quality of college graduates is one of the 
indicators to assess the competitiveness of a 
university. It is clear that in higher education 
there is a series or set of management, factors, 
policies and institutions. All of these are the 
strong foundations of a college. The factor in 
question is the human factor, namely students 
who are in a university environment. Various 
issues and various internal and external 
conditions that exist within private tertiary 

institutions have positive and negative impacts 
which, when analyzed, can be an effective 
strategy for the future development of private 
universities. Through SWOT analysis and Fuzzy 
Logica, it will be useful to determine strategic 
choices in understanding the potential of private 
universities to survive in the era of globalization 
in the future. 
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