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Abstract 
Purpose - This study examines the impact of marketing strategies on business performance, with a focus on CV Patra Travel
Design/Methodology/Approach - This study examined CV. Patra Travel using a case study. Data is gathered using a qualitative approach using observations and interviews.
Findings - The study discovered a favorable relationship between CV. Patra Travel's performance and its strategic marketing strategies. Profitability, revenue growth, and brand awareness are all boosted by efficient marketing techniques.
Originality/Value - This paper's research findings will assist some businesses in putting into practice efficient marketing plans to raise overall business performance.
Keywords - Marketing, Business Performance, Brand Awareness, Marketing Strategies


1. Background of the Study
Technical advancements and changes in consumer behavior, particularly during the COVID-19 pandemic, have had a significant impact on the travel industry. The industry was characterized before the pandemic by a high volume of international travel, a propensity for group tours and business travel, and a dependence on conventional booking techniques. The majority of passengers did not prioritize health and safety regulations, with the exception of specialized sectors. But the pandemic's start brought about significant changes. Consumer preferences have shifted toward domestic and regional travel due to restrictions on international travel and growing health concerns; road trips, staycations, and nature-based tourism are becoming more and more common. With the advent of contactless reservations, virtual tours, AI-powered customer support, and digital health passports, technology use has significantly increased. 
As health and safety precautions became more important to travelers, solo and small-group travel increased, and there was a larger demand for flexible cancellation policies. Additionally, more people were aware of sustainable tourism practices, and many travelers were searching for environmentally favorable options. These modifications highlight the industry's adaptability in satisfying changing consumer demands in a post-pandemic setting, demonstrating its shift from a mass-tourism model to a more individualized, technology-driven, and sustainability-conscious approach (Dermawan, n.d).
The transportation sector's GDP contribution in West Sumatra has seen noteworthy developments between 2020 and 2023. Land transportation accounted for 8.21% of this sector's 9.49% GDP contribution in 2020. In 2021, this percentage dropped to 9.34%, although land transportation increased marginally to 8.44%. By 2022, the overall transportation sector's contribution rose to 9.92%, with land transportation accounting for 8.50% of the total. Land transportation accounted for 8.67% of the transportation and trade sectors' combined 2023 GDP contribution, which came to 11.30% (Detik Finance, 2024). These patterns show how the transportation industry has adjusted to shifting market demands and economic conditions. From conventional techniques like print advertising and word-of-mouth recommendations to contemporary digital strategies like social media marketing and online booking platforms, travel firms can employ a variety of marketing strategies (Tussyadiah et al., 2021). Effective marketing techniques improve consumer engagement and happiness, which are important components of boosting sales and fostering loyalty, according to research (Githa et al., 2022). The tourism industry has used tailored marketing strategies in recent years to boost customer engagement and reservations, particularly in the wake of the COVID-19 pandemic.
Using data-driven material, like as customized emails, personalized marketing focuses on specific client interests to strengthen ties with potential travelers (Kozak & Correia, 2024). By emphasizing local companies and attractions, geotargeting has become a popular technique for delivering location-specific information that draws in local clients. Due to the rise in domestic travel after the pandemic, this strategy has become more popular, highlighting the necessity of regional marketing campaigns. Additionally, effective place promotion and booking choice influence depend on video content marketing. Travel products can be made much more appealing by using captivating photos, which will draw in more customers (Tussyadiah et al., 2021). For instance, TikTok and Instagram are essential for attracting younger audiences with interesting, interest-based short videos. In addition to increasing brand visibility, user-generated content and influencer partnerships foster trust on these platforms, which has been demonstrated to boost reservations (Abdullaev & Anggraini, 2023) Alongside these strategies, remarketing has emerged as a crucial instrument for focusing on consumers who have already connected with a brand but did not make a reservation. Marketers may successfully re-engage potential customers and increase conversion rates by sending customized advertising based on prior interactions. Using these digital marketing strategies will be essential for drawing in and keeping customers in a business that is becoming more and more competitive as the tourism sector recovers from the effects of the pandemic. Incorporating customized marketing strategies not only enhances customer experiences but also sets up travel agencies for sustained expansion. 
The 7 P's of marketing—Product, Price, Place, Promotion, People, Process, and Physical Evidence—are frequently cited in the theoretical framework that underpins these tactics. These elements offer a thorough method for creating successful tourism marketing strategies (Hafidz & Soegoto, n.d.). Marketers can better customize campaigns to cater to the varied needs of travelers by using segmentation to understand customer behavior (Wahyuningsih et al., 2022). Indicators including revenue growth, market share, client acquisition rates, and customer satisfaction levels can be used to assess the performance of a business (Aliata et al., 2024). Businesses can evaluate the efficacy of campaigns by examining the connection between marketing strategies and these key performance indicators (KPIs) (Santos & Sotelo-Drequito, 2024). According to earlier studies, customer happiness is greatly impacted by good marketing; coordinating initiatives with customer needs can improve overall performance (Githa et al., 2022). The purpose of this study is to examine the precise impacts of marketing tactics on the performance of travel companies operating in local markets, such as CV Patra Travel. By examining these links, this study aims to offer insightful information for improving marketing initiatives in the travel industry. To sum up, this thesis will examine how customized marketing tactics might impact CV Patra Travel's performance and provide suggestions for other companies dealing with difficulties in the cutthroat travel industry today. 

2. Company History
Patra Travel has been in the land transportation business since 2007. Before rebranding it as Patra Travel, the proprietor established as CV. Lunang Wisata Travel. However in 2011, CV. Lunang Wisata Travel disbanded and stopped functioning. With a fleet of five cars, the owner soon established a new business, CV. Patra Travel. At first, Patra Travel used the southern coastline route to service the Padang-Lunang-Silaut-Muko Muko PP route in the West Sumatra-Bengkulu region. In 2012, Patra expanded two automobile fleets as demand and brand recognition grew. In 2013, the fleet was expanded by two more vehicles, increasing the total to nine. The entrepreneur collaborated with a number of parties to grow the company. Udin as regional manager oversaw the Silaut region (the boundary between West Sumatra and Bengkulu) from 2013 to 2014, and Dani as regional manager oversaw the Bengkulu region from 2013 to 2016. In Padang, the proprietor continued to have direct control over the activities. In addition, Asep as regional manager oversaw the Bengkulu region from 2016 to 2024, while Jumono as regional manager oversaw the Lunang border region from 2014 to 2020. Lately, Dwi  as our newest regional manager has been in charge of overseeing the border region and its vicinities since 2020 and still counting.
With an average of 5-8 cars departing each day and bringing in about 20–25 million per month, Patra Travel peaked between 2014 and 2019. Patra extended the service to a number of regions that rivals had not yet penetrated in 2016. However, a deadly accident that claimed one life occurred in 2019. Then, starting in 2020, Patra's fleet size and turnover started to decrease as a result of the COVID-19 pandemic and associated regulations.
Since its founding in 2011, CV Patra Travel—now just called Patra—has been a land transportation business that operates across provinces. Patra's dedication to offering dependable transportation services is demonstrated by the notable advancements it has made in the shuttle travel industry over the years. Early revenue constitute at 486 million in 2014 and peaking at 891 million in 2018 and 2019. However, income dropped significantly to 320 million in 2020 as a result of the COVID-19 pandemic. Since then, the business has steadily recovered, and by 2023, its revenues had risen to 390 million.
About 60% of Patra's revenue is spent on operating expenses, which are high. Oil, tires, maintenance or replacement components, taxes, car payments, rental fees, and unanticipated expenses like accidents are all included in these prices. In spite of these obstacles, Patra keeps evolving and adapting to the highly competitive travel market, exhibiting tenacity and a commitment to enhancing its offerings for clients around the area.
Patra is a land transportation firm that operates intercity and interprovincial routes in West Sumatra and Bengkulu, including the Padang - Lunang - Silaut - Muko Muko route along the south coast. Marketing promotion campaign for Patra can be seen in figure 1
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Source : Owner
	Figure 1 Patra’s Banner




The goal of CV Patra Travel's organizational structure is to guarantee effective management and efficient operations. At the top is the Director, who manages the company's general operations, creates and enforces policies, makes sure industry rules are followed, and works with the Board of Commissioners to match operational actions with strategic objectives. The Board of Commissioners oversees the Director's performance, examines important business decisions, sets strategic direction, and makes sure corporate governance and ethical standards are followed. The Operations Manager assists the Director with day-to-day operations by overseeing the provision of travel services, managing personnel, putting operational policies into practice, and keeping an eye on client satisfaction and service quality. In addition to managing income and expenses, creating financial reports, and making sure financial standards are followed, the finance manager is essential in supervising financial planning, budgeting, and forecasting. In order to provide dependable and safe transportation while upholding professionalism and safety rules, drivers are crucial to the company's service delivery. Last but not least, regional managers supervise business activities in their particular regions, managing regional workers, making sure local branches fulfill performance standards, and creating performance reports for the director. Because of its precise job descriptions and well-defined structure, CV Patra Travel is able to function successfully, meet market demands, and keep a close eye on both financial stability and customer happiness. Figure 2 shows Patra organization structure.


















Source : Owner
	Figure 2 Organizational Structure



The workflows for Patra are booking/reservation, fleet scheduling and coordination, pick-up and departure, travel, arrival and customer feedback, and evaluation.





Source : Owner
	Figure 3 Workflow



Figure 3 depicts the company's operations flow. Customers can make reservations directly on-site, by phone, or through social media, with Patra staff documenting key details such as the schedule, departure point, and destination. After confirmation, the staff adjusts the schedule and fleet accordingly. The driver meets passengers at the designated location, ensuring the vehicle is in excellent condition and that all passengers are prepared before setting off. During the journey, the driver adheres to the planned route while prioritizing the safety and comfort of the passengers. Upon reaching the destination, the driver ensures that all passengers disembark in the correct area. Customers are invited to share their feedback through various communication channels, which management regularly reviews alongside operational data to pinpoint areas for improvement, including fleet maintenance, driver training, and service enhancements. Typically, Patra operates 2-3 fleets daily, serving a total of 15-20 passengers, thereby maintaining competitiveness and ensuring customer satisfaction.

3. Problem Statement
The travel industry has encountered significant difficulties in engaging customers through digital marketing, particularly for CV Patra Travel. Despite the growing reliance on digital channels for marketing efforts, numerous travel agencies struggle to effectively attract and retain consumer interest. This lack of engagement can stem from various issues, including insufficient personalization of marketing initiatives, poor data management practices, and an inability to adapt to changing consumer preferences (Sumantri & Rahmat, 2023)
The COVID-19 pandemic has expedited the shift toward digital platforms, making it crucial for travel agencies to leverage technology and data analytics to enhance their marketing strategies. However, many organizations still face challenges such as limited understanding of how to utilize customer data effectively and difficulties in integrating digital marketing tools (Jaya et al., 2020; Sumantri & Rahmat, 2023).
This study aims to explore how the marketing strategies implemented by CV Patra Travel influence its business performance in light of these challenges. By investigating the relationship between digital marketing engagement and key performance indicators such as customer acquisition and retention rates, this research seeks to provide valuable insights for improving marketing effectiveness within the travel sector.
4. Objective of the study
The purpose of this study is to look into how Patra's marketing methods affect their business performance. This study will examine Patra's marketing efforts and performance, with the goal of determining the most effective marketing channels and methods for promoting Patra and improving corporate performance.
5. Research design 
The impact of marketing techniques on CV Patra Travel's business success is examined in this study using a qualitative research design. Qualitative approaches are very useful for comprehending complicated problems and documenting participants' in-depth experiences and viewpoints. Researchers can learn a great deal about consumer behavior, preferences, and the efficacy of different marketing strategies in the travel business by using methods like thematic analysis and in-depth interviews (Haliza et al., 2023; Jibril & Aruan, 2024).
Quantitative research places more emphasis on numerical data and statistical analysis to find patterns and links than qualitative approaches do. Although each approach has its benefits, qualitative research is particularly useful for examining the attitudes and motivations that underlie consumer behavior, especially in the post-pandemic setting where travel preferences have changed dramatically (Dogra, 2020; Sumantri & Rahmat, n.d.)
This study will also use analytical frameworks like Porter's Five Forces and SWOT Analysis to give a thorough assessment of CV Patra Travel's marketing tactics. By determining the elements that affect market attractiveness and profitability, Porter's Five Forces will assist in evaluating the competitive environment of the travel sector. To provide a comprehensive understanding of CV Patra Travel's strategic position, SWOT analysis will assess the company's external opportunities and threats in addition to its internal strengths and weaknesses (Githa et al., 2022)
The goal of this research is to provide a thorough understanding of how marketing tactics impact business performance in the context of CV Patra Travel by combining qualitative approaches with these analytical frameworks. 

6. Data Collection
Data collection refers to the systematic process of gathering and analyzing information to address specific research questions or topics. It involves obtaining data from various sources to derive answers, evaluate outcomes, and predict trends. Effective data collection is crucial for making informed decisions and maintaining the integrity of research (Taherdoost, 2021) The triangulation approach will be used in this study to gather and examine data. Triangulation is a research technique that uses several approaches or data sources to examine a phenomenon in order to increase the validity and dependability of findings. Triangulation can be used successfully in the context of CV Patra Travel through observations, interviews, and recording. Researchers can obtain detailed information from a variety of stakeholders, such as the owner, management, customers, drivers, and rivals, by conducting interviews, a qualitative data gathering technique. Different viewpoints on the business's operations and marketing tactics are offered by each group. Customers can provide feedback on their experiences using Patra's services; drivers can offer insights on day-to-day operations and customer interactions; competitors can provide information on market positioning and competitive strategies; and the owner can share insights into the company's vision, strategic decisions, and industry challenges. The manager can also discuss operational practices, employee management, and customer service strategies (Bhandari, 2024; Oberoi, 2024).
In observation, actions or occurrences are methodically observed and documented in their natural environment. CV Patra Travel may learn a lot about how services are provided and how staff members engage with clients by watching daily operations. The effectiveness of operations at transportation hubs or during periods of high travel demand can be evaluated by researchers by tracking interactions between drivers and passengers during shuttle services (Bhandari, 2024). After these observations are made, thorough notes or recordings can be examined to find trends or areas that need work. This technique enhances interviews by giving participants' verbal descriptions a grounded, real-world context. 
Documentation is the gathering of already-existing records or materials that offer more background information or proof on the topic of the study. In addition to client feedback gathered through surveys or internet reviews, this could contain business documents like financial reports, service logs, or marketing materials. By examining documentation in addition to interview and observation data, researchers can validate material and obtain a more complete picture of CV Patra Travel's operations by triangulating findings (Bhandari, 2024; Oberoi, 2024) Researchers can gain a comprehensive grasp of CV Patra Travel's business processes by using triangulation techniques, which include the analysis of pertinent documentation, observations of everyday activities, and interviews with a variety of stakeholders. The legitimacy and breadth of the research findings are improved by this multifaceted approach.

Question list related to the variables (digital marketing strategy, marketing strategy, porter five forces): 

Digital Marketing Strategy
Have you adopted digital platforms for your business?
How was the transition to digital platforms?
Do you still use traditional methods alongside digital platforms?
How do you inform customers about the transition to digital platforms?
What feedback have you received from customers about Patra’s services?

Marketing Strategy 
What inspired you to start this business?
Who was your initial target market, and has it remained consistent with your current customers?
What strategies do you use to maintain and grow your business?
What are the peak seasons or highest demand periods for your services?
What routes does Patra currently serve?
Are there any plans to expand to new routes?
How did you initially gain attention from the local community?
How do you manage the business operationally and financially?
Are there any innovative ideas being implemented to sustain the business?
What advice would you give to young entrepreneurs interested in starting a business like yours?

Porter’s Five Forces 
1. Rivalry Among Existing Competitors:
What are the biggest challenges you’ve faced in running this business, and how have you overcome them?
What do you think makes your customers loyal to Patra despite competitors offering lower prices?
How do competitors affect your business operations?
2. Threat of New Entrants:
Are there any innovative ideas being implemented to sustain the business?
3. Bargaining Power of Buyers:
How do you ensure customer satisfaction and loyalty?
What feedback have you received from customers about Patra’s services?
4. Bargaining Power of Suppliers:
What criteria do you use for hiring drivers?
How do you maintain strong relationships with your drivers?
5. Threat of Substitutes:
What makes your service stand out compared to bus services and competitors?
Why do customers choose Patra despite alternatives being cheaper?


Porter Five Forces Analysis
The Porter Five Forces analysis as shown in figure 4, proposed by American scholar Michael Porter in his book "Competitive Strategy," analyzes the competitive forces within an industry, such as competitors, suppliers, buyers, potential new entrants, and substitutes (Porter, 1980) 
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Figure 4 Porter Five Forces


Threats of New Entrants (High)
The threat of new entrants in the transportation industry, notably for CV. Patra Travel, is deemed high because to vehicle fleets' comparatively low beginning investment requirements and the lack of significant regulatory impediments. New competitors can enter the market quickly, putting incumbent companies at risk by disrupting pricing and market share (Sutarman., 2020).For example, the little capital required to launch a travel business encourages numerous new competitors to arise, creating competition. Existing firms, such as CV. Patra Travel, benefit 

from strong client relationships and brand loyalty, which can be a challenge for newcomers.
Furthermore, fierce price competition and the need for a comfortable fleet mean that new entrants must have major benefits, such as greater service or pricing strategies, in order to compete effectively (Sutarman., 2020).Overall, the high danger level suggests that CV. Patra Travel must constantly innovate and improve its offers in order to keep its market share. 

Bargaining Power of Suppliers (Low)
Bargaining power of suppliers for CV. Patra Travel is relatively low due to the widespread availability of alternative sources for critical inputs like as fuel, oil, and vehicle parts. This variation allows the organization to choose suppliers based on price and quality, decreasing supplier influence (Arwini, N. P. D., & Juniastra, I. M. 2023).However, variations in fuel prices can still cause problems by raising operational expenses and reducing profitability. Despite these potential challenges, CV. Patra Travel maintains procurement flexibility by switching vendors as needed, ensuring supply chain management (Arwini, N. P. D., & Juniastra, I. M. (2023).Thus, while supplier influence is limited, the corporation must remain alert to changes in important supply costs. 

Bargaining Power of Buyers (High)
Buyers have significant purchasing power in the transportation sector, where CV. Patra Travel operates. Passengers have a wide range of ground transportation options, giving them great bargaining power and the ability to demand more services (Sutarman., 2020). Because demand varies seasonally, businesses must offer incentives or additional services to entice clients during off-peak times. However, customer devotion to services that give comfort and dependability can reduce some buyer power (Sutarman., 2020). To be competitive in this market, CV. Patra Travel needs prioritize ongoing innovation and improved customer experiences. 

Threat of Substitutes (Low)
CV. Patra Travel has little threat from substitutes because there are few options for land-only routes. While other forms of transportation, such as air travel or trains, may be appropriate for larger distances, they are frequently impracticable for shorter trips or specific routes offered by CV. Patra Travel (Sutarman., 2020). Customers who use CV. Patra Travel's services are less likely to switch to other modes of transportation due to the absence of suitable alternatives.\

Rivalry Among Existing Competitors (Moderate)
CV. Patra Travel has moderate competition from other transportation companies. Innovation in vehicle fleets and service quality are critical factors in recruiting clients. The presence of various service providers results in competition for market share; yet, strong customer relationships and reputations tend to mitigate harsh competition levels (Sutarman., 2020). Local travel firms and transportation suppliers compete, but not all have substantial innovation advantages or customer loyalty tactics.

7. Segmentation, Targeting, Positioning
Segmentation - Market segmentation is categorizing a diverse market into similar groups based on shared demands, actions, and responses to marketing initiatives (Berlian, n.d.). Effective segmentation can help CV. Patra Travel boost their marketing strategy and business performance.
Demographic Segmentation
This includes things like age and income. For example, younger travelers may seek excitement and low-cost options, but older travelers may favor comfort and elegance (Smith, 2021). 
This demographic segmentation can be separated into three categories based on age and income. The first group consists of 14-17years old, who make for 20% of the entire sector. This group consists primarily of low-income high school pupils who rely heavily on parental support. They look for activities or trips that are inexpensive, intriguing, and enjoyable. The second group, aged 17 to 22, makes for 50% of the entire segment. The bulk of them are college students or young adults with a moderate income, which is typically obtained from pocket money, part-time jobs, or scholarships. This demographic prefers imaginative, entertaining, and economical travel experiences that provide possibilities for socializing. The final group is 30-60 years old, accounting for 30% of the entire sector. This group includes employees, merchants, and seniors with moderate to high earnings who are more financially secure. They prefer comfort, superior services, and premium or unique travel experiences. Understanding this segmentation allows firms to develop strategies that are more tailored to the needs and tastes of each group.

Geographic Segmentation
CV. Patra Travel can segment its market by geographic location, focusing on local customers for weekend getaways and international tourists for comprehensive travel packages (Lancaster & Massingham, 2022). Marketing tactics depending on geography, weather, and seasons can assist the organization in improving operational efficiency and performance. Geographically, the main focus is on strengthening the existing customer base in high-potential areas, specifically the Muko-Muko, Lunang, and Silaut districts, which have the highest consumer contributions. Marketing can be focused initially to areas surrounding these regions, expanding the network and causing a domino effect in client base expansion. Understanding local factors, such as consumer preferences and region-specific needs, is critical to the strategy's success.
Promotions must be timed to coincide with major travel times throughout the year, taking into account weather and seasons. For example, during the Lebaran season, marketing might center on homecoming and family travel; during the new school year, services can be tailored to students and college students; and at the end of the year, vacation packages or special travel discounts can be the main draw. Furthermore, analyzing each region's distinct needs, such as the most in-demand form of transportation or tourist services, can assist businesses in more effectively adjusting marketing plans, ensuring customer satisfaction, and improving competitiveness.

Psychographic Segmentation
This requires an understanding of customer lifestyles and values. For example, environmentally aware travelers may select sustainable travel options, but luxury tourists may seek unique experiences (Hanlon, 2023). The psychographic segmentation method is based on customers' lifestyles and travel inclinations. In terms of lifestyle, 40% of clients are economical groups looking for low-cost travel, such as those with urgent demands or schoolchildren on a tight budget. In contrast, 60% are premium clients prepared to pay extra for convenience and special amenities, such as high-income employees and merchants.
Travel motivations are divided into two categories: 50% are educational, such as students or families looking for learning experiences, and 30% are driven by work or urgency, such as employers and the elderly. Understanding customer values, such as their desire for sustainability or exclusive experiences, aids in the development of more relevant and effective marketing tactics.
Targeting - Refers to choosing and analyzing the target market for a company's product offerings. Choosing which markets to service is the most crucial strategic business choice. This strategic option is achieved by management decisions regarding how to compete in each product market of interest (Berlian, n.d.)

Economical customers (40%) The primary objectives are students, college students, families with school-aged children, and people who need to travel on a tight budget, such as for medical reasons. They are looking for inexpensive and affordable travel options. Premium customers (60%) The primary targets are employees, merchants, and middle- to upper-income consumers who value comfort and special travel amenities. They are prepared to pay extra for a better experience.
Educational Motivation (50%) The primary target audiences are students, college students, and families looking for educational opportunities through travel. They are more interested in destinations that promote learning and development. Work and Urgency Motivation: 30% Employees, merchants, and elders who travel for work or urgent reasons, such as business travels, are the primary targets.

Positioning - Positioning involves positioning a brand in a market segment where it receives a good response relative to competitors (Berlian, n.d.). Positioning is crucial for companies to become the preferred brand among consumers. Companies can increase sales by making their products/services available to different business groups (Suswanto & Setiawati, 2020).
Position of CV Patra Travel includes instilling a distinct image and a clear value offer in the eyes of its intended customers. CV. Patra Travel's unique value proposition could include great client service, exclusive travel experiences, or competitive pricing (Chaffey, 2024). Building a strong brand image that connects with the target audience is critical, such as portraying the company as a leader in sustainable tourism, which can attract eco-conscious passengers (Smith, 2021). Furthermore, to boost market positioning, CV. Patra Travel should highlight its competitive advantages, such as exclusive collaborations with local guides or delivering unique itineraries that set it apart from competitors (Lancaster & Massingham, 2022).

8. Marketing Mix 
In 1960, E. Jerome McCarthy defined the marketing mix as "the combination of tools used by a company to satisfy a specific target group." The marketing mix, consisting of product, price, place, and promotion, is a widely used concept in marketing (Lahtinen et al., 2020)

Product
A product is anything that can be introduced into the market to attract attention and then obtained, used, or consumed to meet client requirements or desires. satisfy a customer's demand or desire. This category includes both tangible and intangible aspects like as packaging, pricing, quality, brand, and related services (Wulansari et al., 2024). 
CV. Patra Travel provides a wide range of travel services to fulfill the demands of its customers, including scheduled fixed-route journeys, document and products delivery, and vehicle charter services outside of regular departure hours. In addition, alternative travel routes are provided through partnerships with trusted operators, giving clients more flexibility. 

Price
The price represents the value traded for a product or service. It has a tremendous impact on consumer perception and purchase decisions. To achieve profitability and happiness, pricing strategies should take into account costs, competition, customer demand, and perceived value. Pricing plan designed to maximize profitability and customer pleasure (Wulansari et al., 2024).  Service fees range from Rp100,000 to Rp200,000, with a special Rp10,000 student discount. This pricing structure is intended to appeal to a broad range of client segments, regardless of whether they value cost-effectiveness or convenience. 

Promotion
Promotion refers to a wide range of activities that communicate and promote the value and benefits of a product or service. This includes advertising, sales promotion, public relations, and personal selling. According to Kotler and Armstrong (1997), effective promotional strategies are vital for raising awareness, stimulating interest, and influencing behavior (Wulansari et al., 2024). Promotions are run on social media with numerous appealing offers, such as special discounts during the Lebaran season and mementos for clients. A referral scheme is also in place, in which clients who successfully promote the service receive a discount on their next trip, promoting loyalty and positive word-of-mouth. 

Place
Place refers to the location and distribution routes that customers can take to access items and services. Customers can utilize it to obtain items and services. This includes considerations regarding availability, logistics, and physical distribution (Wulansari et al., 2024). CV. Patra Travel services are accessible through branch offices in strategic places to ensure simple customer access. Furthermore, the organization uses social media and other online platforms to contact customers who are not located in the physical operational region, allowing them to book from any location. 

9. SWOT ANALYSIS
SWOT analysis is a study that can be used to identify threats, opportunities, weaknesses, and strengths that may impact performance (Cahyani, 2024). External information about Opportunities and Threats is widely available. Internal influences can influence strengths and weaknesses. This rational examination empowers individuals to exploit opportunities and minimize vulnerabilities and risks. Analyze of threats, strengths, weaknesses, and opportunities is crucial for making informed decisions (Cahyani, 2024). Figure 5 shows SWOT analysis for CV Patra

Source : Authors own work
	Figure 5 SWOT Analysis





Strengths
Strength is a feature that gives value to something and distinguishes it from others. Strength refers to an edge over anything else. Strength is defined as a positive, desirable, and creative attribute (Kumar C.R & K.B, 2023).

Facilities 
Patra delivers high-quality facilities that are critical to giving guests with a positive travel experience. comfy facilities, such as ergonomic seating, vehicle cleanliness, and a comfy area to rest while waiting, can all help to boost customer satisfaction. 

Wide Operational Network 
Patra offers the advantage of accessing isolated locations not served by public transit. Patra's vast operational network provides greater accessibility to clients, allowing them to reach areas that would be difficult to reach by other forms of transportation. 

Customer Relationships
Building positive relationships with repeat consumers is essential for fostering long-term loyalty. These strong ties can boost brand trust and inspire customers to refer the service to others. Patra can guarantee that consumers feel valued and prioritized by providing good communication and responsive service, increasing customer retention.

Weaknesses
Weakness is defined as a lack of form and ability for a task. Weakness refers to something being detrimental in comparison to something else. Weakness is viewed negatively (Kumar C.R & K.B, 2023).

Digital Marketing 
Despite an increase in social media followers, contact with potential passengers remains low. This is a result of inadequate digital marketing techniques and uneven social media management. To promote engagement, content should be evaluated and improved, as well as more frequent scheduling and responsiveness to user interactions.

Costs
Patra is heavily reliant on swings in fuel and spare parts prices, which increases volatility in operational expenses. This dependency might have an impact on the company's profitability and financial planning. As a result, it is critical to adopt better cost management measures, such as diversifying supply sources or using more efficient technologies, to mitigate the effects of price volatility.

Opportunities
Opportunity refers to a fortunate condition both within and outside of an organization. Organizations can become more lucrative by leveraging their environment and implementing effective tactics (Kumar C.R & K.B, 2023).

New Routes Expansion
Increased mobility in rural and small urban areas opens up opportunity to expand services into new areas. By launching new routes, Patra can access previously untapped market segments while also meeting the mobility demands of residents in these places. This growth will not only boost the number of clients, but will also help the company's market position by providing a broader range of transportation options.

Additional Service Innovation
Offering additional services, such as refreshments, entertainment systems, or integrated trip packages, can boost consumer value. Innovation in these services not only enhances the travel experience, but may also set Patra apart from competitors. Patra can boost customer satisfaction and loyalty by providing more comprehensive and attractive services, resulting in more revenue.

Threats
Threats refer to external factors that can negatively impact an organization and its environment. Threats are unmanageable (Kumar C.R & K.B, 2023).

Plantation Economic Fluctuations
Instability in the plantation economy might reduce customers' spending power, particularly for non-essential travel. When economic conditions deteriorate, customers tend to spend less on non-essential activities, such as travel. This may result in a decline in demand for transportation services, lowering the company's revenue. As a result, Patra must establish marketing techniques that can attract clients in the face of adverse economic conditions.

Dependence on Season
Outside of the Christmas season, demand for transportation services tends to fall, having a substantial impact on the company's earnings. Companies that rely on distinct seasons are more exposed to demand changes. To solve this difficulty, businesses could consider diversifying their offerings or giving special incentives during off-peak hours to attract clients. This allows the organization to have a more consistent revenue stream throughout the year.

10. Internal and External Analysis Summary.
This study will involve IFAS (summary of internal factor analysis) and EFAS. These statistics and analyses will assist in analyzing the internal and external factors influencing Patra. The IFAS (Internal Strategic variables Analysis Summary) matrix, based on Fred R. David's (2017) concept, is a matrix used to identify the company's internal variables connected to strengths and weaknesses that are deemed relevant for the company or research target (Juliana et al., n.d.). 
The EFAS (External Strategic variables Analysis Summary) matrix, based on Fred R. David's (2017) concept, is a matrix used to identify and evaluate a company's external variables connected to its opportunities and risks (Juliana et al., n.d.). Weight, Rank, and Weighted Score are the main columns in the IFAS and EFAS tables. 
The input phases for IFAS and EFAS data areas are as follows:

Weighting is based on the urgency of importance on a scale of 1 to 5 (1 = inconsequential, 5 = very important) (Juliana et al., n.d.).

Summarize the importance of strengths and weaknesses. Then, calculate the relative weights for each indicator so that the overall weight value equals 1. Make the same calculations for opportunities and dangers indicators. Relative weight is used to calculate weight value multiplied by rating value (Juliana et al., n.d.). 

The third step is to figure out the rating value. The rating ranges from one to five. (1 = terrible, 5 = extremely good). If the strength indication is rated 5, the performance indicator is improving; if it is rated 1, the indicator's performance is bad or decreasing. The provision of this value is identical to the provision of value on the indicator of opportunity. In the weakness indicator, the reverse is true: if it is scored 1 or higher, the weakness increases, and if it is scored 5 or lower, the weakness diminishes. The same holds true for threat indicator ratings (Juliana et al., n.d.). 

The score is calculated as the result of weighted value multiplied by rating value. The overall score for internal components suggests that the closer the value is to one, the greater the internal weakness vs strength. The closer the value is to 4, the stronger it is compared to the weakness. Likewise, the overall score for external issues. There are more hazards than opportunities as the total score approaches one. In contrast, a total score close to 4 indicates that there are more opportunities than risks (Juliana et al., n.d.).

Table 1. IFAS Result
	Internal factors
	Rating
	Weight
	Weighted value score

	Facilities
	4
	0.25
	1.00

	Wide Operational Network
	4
	0.25
	1.00

	Customer Relationships
	4
	0.25
	1.00

	Digital marketing
	2
	0.15
	0.30

	Costs
	2
	0.10
	0.20

	Total
	 
	1.00
	3.50


Source : Authors own work

	Table  1 describes Patra's internal factors. Strengths include facilities, wide customer network, and customer relationships, as well as weaknesses such as digital marketing and costs. This data is gathered from the results of interviews between researchers and Patra owners.

		Facilities (Weight: 0.25; Rating: 4, Weighted Score: 1.00) : CV. Patra Travel's Facilities are rated 4 with a weight of 0.25, for a total weighted score of 1.00. This high ranking implies that the company's physical infrastructure is effective and adequately supports its activities. Well-maintained and strategically located facilities improve customer experiences and enable smooth operational processes. This positive aspect is especially important in the travel industry, where customer satisfaction is paramount. Therefore, the good performance in this area greatly contributes to the total efficacy of CV. Patra Travel.
	
Wide operational network (weight: 0.25, rating: 4, weighted score: 1.00) : The Wide Operational Network is also rated 4 with a weight of 0.25, for a weighted score of 1.00. This suggests that CV. Patra Travel has built a strong network that enables it to function efficiently in a variety of places and markets. A large operating network is vital for a travel agency because it allows the company to offer varied travel packages and services to a larger audience, hence improving its capacity to respond swiftly to client needs and market demand. As a result, this component plays an important part in the company's competitive standing.
	Customer Relationships (Weight: 0.25, Rating: 4; Weighted Score: 1.00) : Customer Relationships are evaluated as 4 with a weight of 0.25, yielding a weighted score of 1.00. This high rating indicates that CV. Patra Travel excels at managing client interactions, which is critical for building trust and loyalty in the travel industry. Strong customer relationships promote repeat business and positive word-of-mouth referrals, both of which are essential for growth in this industry. The effective management of customer relationships enhances overall satisfaction and brand reputation, making this factor a key strength for the organization.
	Digital marketing (weight: 0.15, rating: 2, weighted score: 0.30) : In contrast, Digital Marketing scored a lower rating of 2 and a weight of 0.15, yielding a weighted score of 0.30. This lower score indicates a deficiency in this area, implying that CV. Patra Travel may not be maximizing digital marketing methods to effectively reach potential clients. In today's digital landscape, a good online presence is essential for acquiring new customers and engaging existing ones. The need for improvement in digital marketing techniques implies that fixing this issue could boost overall corporate performance.
	Costs (weight: 0.10, rating: 2, weighted score: 0.20) : Costs is evaluated as 2 with a weight of 0.10, yielding a weighted score of 0.20. This rating implies that CV. Patra Travel is facing cost-structure issues, which may have a negative influence on profitability and price. High operating costs or inefficient resource management can make it difficult for the agency to offer competitive pricing or successfully invest in marketing activities. Addressing these cost-related shortcomings is critical for enhancing financial performance and better allocating resources to development possibilities.

		In conclusion, The total score is 3.50. while CV. Patra Travel has significant strengths in facilities, operational network, and customer relationships—all of which contribute positively with high weighted scores—it also faces challenges in digital marketing and cost management, as evidenced by lower scores in these categories. CV Patra Travel may improve its overall business performance and competitiveness by using its strengths and successfully resolving its deficiencies.

Table 2. EFAS Result 
	External factors
	Rating
	Weight
	Weighted value score

	New Routes
	3
	0.20
	0.60

	Additional Service Innovation
	4
	0.40
	1.60

	Plantation Economic situations
	3
	0.20
	0.60

	Seasonal
	3
	0.20
	0.60

	
	
	
	

	Total
	
	1.00
	3.40


Source : Authors own work

	Table 2 shows the examination of external influences. Each factor's weight is decided by its level of significance, and the assessment scales from 1 to 5, with 5 being the most positive.
	New Routes (Weight 0.20, Rating 3; Weighted Score 0.60): The New Routes component is evaluated as 3 with a weight of 0.20, yielding a weighted score of 0.60. This rating indicates that, while the introduction of additional routes represents a moderate opportunity for CV. Patra Travel, it has not yet been completely capitalized on. Expanding into new travel routes can increase market reach and attract new clients, but the existing grade suggests that there may be difficulties or restrictions in implementing these routes successfully. The chance for expansion exists, but it requires strategic strategy and execution to fully realize its potential rewards.
	Additional Service Innovation (Weight 0.40, Rating 4; Weighted Score 1.60) : Additional Service Innovation is rated 4 with a weight of 0.40, for a weighted score of 1.60. This excellent grade demonstrates that CV. Patra Travel is well-positioned to capitalize on innovative service offerings as a significant growth opportunity. By adding new services or improving existing ones, such as tailored travel experiences or technology-driven solutions, the company can differentiate itself from competitors and fulfill changing client needs. The high weight highlights the importance of this component in driving corporate success and suggests that focusing on service innovation could result in significant increases in customer satisfaction and loyalty.

		Plantation Economic Situations (Weight: 0.20, Rating: 3; Weighted Score: 0.60) : The Plantation Economic Situations factor is scored 3 with a weight of 0.20, for a weighted score of 0.60. This grade implies that economic conditions in the plantations may have a moderate impact on CV. Patra Travel's operations and profitability. Fluctuations in the plantation economy can have an impact on travel demand, especially if the agency serves clients in agricultural industries or regions that rely on plantation products. While this element raises some concerns, it also provides opportunity for adaptability and strategic alignment with economic trends.
Seasonal (Weight 0.20, Rating 3; Weighted Score 0.60) : Finally, the Seasonal component is evaluated as 3 with a weight of 0.20, yielding a weighted score of 0.60. This grade indicates that seasonal variations in travel demand may have a moderate impact on CV. Patra Travel's business performance. Understanding seasonal trends is critical for effective marketing and operational planning because it enables the agency to improve its products during peak seasons while efficiently managing resources during off-peak periods. The ability to adjust to seasonal swings can boost profits and customer satisfaction.
The total score is 3.40. Finally, the EFAS table shows that CV. Patra Travel's business environment is influenced by a number of external factors to varied degrees. The strong emphasis on Additional Service Innovation, which has the highest weighted score, indicates that focusing on improving service offerings could considerably improve the agency's growth and market competitiveness. Meanwhile, elements such as new routes, plantation economic conditions, and seasonal variations bring moderate possibilities and difficulties that must be carefully managed and strategically planned to maximize their impact on overall business performance. 

11. SWOT Matrix
	SWOT Matrix Analysis is a tool used to assemble the company's strategic factors following the previous calculation step. SWOT matrix shown in figure 8 can provide four cells of viable alternative tactics consisting of quadrant and opportunity strategies (SO), weakness and opportunity strategies (WO), strength and threat strategies (ST), and weakness and threat strategies (WT) (Juliana et al., n.d.)
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	Figure 8 SWOT Matrix




Strengths – Opportunities Strategy
Use facility advantages and a vast network to capitalize on new route development opportunities:
Plan strategic extra routes, particularly in places underserved by other modes of transportation, to reach new clients. Improve services by utilizing strong client relationships: To promote repeat client satisfaction, provide additional services (for example, refreshments or entertainment en route). 

Weaknesses – Opportunities Strategy
Invest in digital technology by developing a car booking and tracking app to enhance productivity and customer experience. Diversify revenue sources by offering services like vehicle rental for special events, sightseeing tours, or charters to lessen reliance on the holiday season. 

Strengths – Threats Strategy
Optimize client relationships to sustain revenue during economic volatility. 
Launch loyalty programs or special incentives for repeat consumers to keep them choosing travel services, even during severe economic times. Use a large operating network to decrease the influence of seasonality: 
To preserve income stability, promote routes that cater to necessary travel (for example, to industrial locations or educational centers). 

Weaknesses – Threats Strategy
Reduce the effect of cost volatility on operational efficiency: 
To save money on unexpected repairs, consider using a fuel-efficient car fleet or doing preventative maintenance. Expect a decrease in demand with flexible offerings: Offer smaller travel packages or flexible timetables to meet demand during the off-season. 

Business Strategy and Implementation
	
Digital Marketing
	CV Patra Travel should use several social media channels, including Facebook, TikTok, Instagram, and WhatsApp, to boost their digital marketing efforts. The strategy entails developing entertaining material customized to the target audience, maintaining consistency in posting, and actively engaging followers. For example, using visually appealing Instagram posts to display travel packages and customer experiences, while TikTok may be used to create short, entertaining movies that highlight unique travel experiences. Additionally, partnering with YouTube reviews might help CV Patra Travel achieve a larger audience by presenting it to other markets. This strategy is consistent with the current trends in the travel business, where personalized and dynamic digital marketing strategies are vital for attracting and maintaining clients.

	Service Innovation
	CV Patra Travel should prioritize service innovation to improve client comfort and satisfaction on their travels. This can include giving complimentary snacks, nice pillows, and keeping rest spaces clean throughout excursions. Furthermore, adding innovative entertainment choices such as "carpool karaoke" can improve passengers' travel experiences and make them more memorable. These innovations not only increase customer satisfaction, but also set CV Patra Travel apart from competitors by offering a distinct value proposition that improves the overall travel experience.

	Logo Patent Registration
	To safeguard its brand identity, CV Patra Travel should register its logo with the appropriate authorities and secure copyright. This procedure is submitting the logo design to a patent office or intellectual property agency to ensure that it cannot be replicated or used by other entities without authorization. Registering the logo not only protects the company's brand, but also strengthens its market position by creating a distinctive identity that customers can rely on. This step is critical for maintaining brand identity and avoiding future legal issues over intellectual property rights.

12. Summary of Findings
The analysis of CV. Patra Travel's business strategy, internal and external factors, and the use of the TOWS matrix offers several critical insights about the company's current position and growth potential. The internal factor analysis (IFAS) identifies considerable strengths in facilities, a large operational network, and excellent customer relationships, all of which received weighted ratings of 1.00 or higher. These strengths imply that the organization has a solid basis to improve customer happiness and operational efficiency. However, shortcomings in digital marketing (weighted score of 0.30) and cost management (weighted score of 0.20) indicate areas that need immediate attention in order to improve overall performance. 
The external factor analysis summary (EFAS) shows considerable prospects for growth, particularly through further service innovations (weighted score of 1.60). This possibility implies that by improving service offerings, CV. Patra Travel can distinguish itself from competitors and potentially increase market share. Other external elements, such as new routes and seasonal variations, pose modest hurdles that require deliberate planning to maximize benefits while minimizing hazards.

The TOWS matrix elaborates on CV. Patra Travel's strategic alternatives, providing solutions that harness its strengths to capitalize on opportunities, such as expanding new routes and improving customer service. Addressing vulnerabilities by investing in digital marketing technology and diversifying revenue sources can also assist to reduce dangers from economic volatility and seasonal demand shifts.

13. Conclusion
In conclusion, CV. Patra Travel is well-positioned to improve its company performance by strategically using its strengths and correcting identified deficiencies. The company's extensive infrastructure and operating network form a solid platform for growing services and entering new markets. However, CV. Patra Travel must strengthen its digital marketing efforts and properly manage costs in order to remain competitive in the travel sector. 
Implementing innovative service offers can dramatically increase customer happiness and loyalty, while also attracting new customers via improved marketing methods across several digital platforms. CV. Patra Travel can increase its market visibility by registering its logo and securing its brand identification. 
Overall, by focusing on these strategic efforts, CV. Patra Travel may increase its competitiveness, react to changing market conditions, and achieve long-term success in the dynamic travel industry.
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