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Abstract—This research aims to determine the strategy for 

digital marketing of Indonesian agricultural products. The 

research method is SWOT (Strengths, Weaknesses, 

Opportunities, and Threats) analysis by using secondary data 

from the Central Bureau of Statistics (BPS), the ministry reports 

and various research results to establish the Internal and 

External Factor Analysis Summary (IFAS) and (EFAS) on 

aspects of agricultural products, digital infrastructure marketing 

and human resources.   The result shows a) Strengths: product 

growth, product variety, product exports, product affordable 

price and agro-industrial raw material; b) Weaknesses: long 

marketing chain, small number of millennial farmers, baby 

boomers and veterans as majority farmers, low e-commerce 

penetration, bulky and perishable products, not yet good of 

logistics services and low  farmers wages; c) Opportunities: e-

commerce road map, millennial demography bonus, many cell 

phone users, sufficient number of internet users, growth income 

per capita, many culinary business, high e-commerce transaction 

and the increase in demand for raw materials of agro-industrial; 

d) Threats: low average development index of information and 

technology,  little agricultural product start-ups, small valuation 

of agricultural product start-ups, needs of foreign funding for e-

commerce and start up development, very little unicorn start-

ups, weak internet infrastructure and increasing report number 

of e-commerce issues. According to IFAS and EFAS, the strategy 

is the Weaknesses-Opportunities strategy. 

Keywords: agricultural products, startups, digital marketing, 

millennial 

I. INTRODUCTION 

The Indonesian agricultural product marketing is running 
through a long marketing chain most of the time due to some 
marketing agent looking for benefits which causing in the 
decrease of farmer income. The industrial era 4.0 gives big 
chance of increases of farmer income through the development 
of digital marketing that shortened marketing chain for 
agricultural product. 

The strength of Indonesian agricultural products is the 
number and variety of food crops, plantations, livestock, 
fisheries and forestry for domestic and export needs. Many 
Indonesian products are included in the rising star category in 
the ASEAN market. There are nine agricultural products 
included in the rising star category in Thailand, namely fishery; 
cereals; sugars; meat, fish, and food preparation nest; 

vegetables saps and extract; dairy products and edible animal 
products; edible fruit; tress and flower [1].  

The nature of perishable agricultural products and their 
large volume requires excellent and timely transportation in 
marketing. Product damage due to shipping weakness will 
injuries consumers. Digital marketing must be able to 
anticipate the distribution of agricultural products.  

There are great opportunities and challenges in developing 
digital marketing of agricultural products due to external 
conditions that continue to change through the development of 
the industrial era 4.0. This opportunity should be taken for 
agricultural product marketing, however, the digital marketing 
only can run through the internet using cell phones and 
computers. Unfortunately, this device is only familiar to the 
millennial, and meanwhile internet user still low.  Most of 
Indonesian farmer are generation X and baby boomers. There 
are only 16.04% millennial workers in the Indonesian 
agricultural sector. In 2017, the percentage of computer user is 
19.11%, while the internet user is 32.24% and cell phone user 
is 59.59% [2]. The development of Indonesian digital 
marketing is being supported by the e-commerce road map that 
has been published by the Indonesia government since 2017. 
The e-commerce road map has an important role in the change 
of agricultural products digital marketing.  

The fundamental basis for the development of Digital 
Marketing in the business environment is the Internet. This is 
the technology that permits the use of electronic marketing 
techniques and has allowed the creation of the World Wide 
Web, as we know it today. It is the technology that has allowed 
the evolution and adaptation of traditional marketing 
techniques for the new digital environment [3].  There is a huge 
need of digital marketing infrastructure. Digital marketing 
infrastructure should include at least: the belt and road portal, 
companies-participants’ web sites, online stores, social media 
accounts and social media marketing (SMM) activities, search 
engine optimization (SEO) activities, media and context 
advertisement, email marketing, Integrated customer 
relationship management (CRM) and e-CRM systems [4]. 

Internet has become a most effective means for promoting 
and enhancing purchasing via the promotion of products and 
the provision of any possible information existing, before 
selling. Also it contributes in facilitating the customers when 
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buying and ordering, it helps financial transactions, secures 
delivering of products and preserves the prestige of the 
company while keeping clients satisfied after sales service [5]. 

The importance of farmer to understanding the internet can 
be seen from the results of the study that a farmer who wishes 
to sell his harvest through limakilo would have to sign up to the 
farmer webpage or contact the company via phone. What will 
happen next is the confirmation of the transaction via phone 
call. After the transaction is confirmed, the product will be 
published at the homepage of limakilo.id [6].  

The importance of digital marketing is stated by the results 
of the study that a developing country can be rationalized and 
mechanized if it introduces e commerce effectively and 
efficiently. It will enhance its output and gives competitive 
advantage. Information technology (IT) has boosted e 
commerce worldwide. Now it's easier to enter to a new market 
and one can evaluate his/her product and company's 
performance. It reduces business overhead and enhances 
business management [7]. Digital marketing represents a huge 
opportunity for farmers in the future. The things which have to 
change are limited access to the market information, the 
literacy level among the farmers (in this point is very low) and 
multiple channels of distribution of both farmers and 
consumers [8]. 

Seeing this reality, the right strategy is needed in 
developing digital marketing of Indonesian agricultural 
products, in order to provide marketing efficiency which leads 
to an increase in farmers' income. The strategy for developing 
digital marketing of agricultural products is certainly based on 
existing internal and external factors. IFAS and EFAS analysis 
is a good effort in developing accurate strategies. The strategy 
development is important in facing the upcoming phenomena 
of the external environment on the Indonesian agricultural 
sector which consists of small-scale farming and farming 
enterprise.  Digital marketing in this era is important as it is an 
opportunity that can be useful to achieve more efficient 
agricultural product distribution, wider market, and bigger 
chance for the farmers to grow. 

In this research, the developing of the strategy of digital 
marketing uses the SWOT analysis. SWOT Analysis is a tool 
used for strategic planning and strategic management in 
organizations. It can be used effectively to build organizational 
strategy and competitive strategy [9]. 

SWOT analysis in determining digital marketing or e-
commerce has been carried out among others by:  Awais and 
Samin, the study discuss about advanced SWOT analysis of 
E‐commerce which will comprise of strengths, weaknesses, 
opportunities and threats faced by e‐commerce in current 
scenario [10]. Study about e-commerce strategic business 
environment in Indonesia [11]. Yun Li analyse the current 
status of Mt. Jiuhua E-commerce tourism in the big data age by 
using SWOT method in order to find a new solution to develop 
tourist economy [12]. Hosseini identified strategies based on 
the analysis of SWOT have a vital role in enhancing the export 
of agricultural commodities [13]. 

 

II. METHOD 

A. Research Method 

This research uses descriptive method that begins with 
qualitative approach on secondary data from the Central 
Bureau of Statistics (BPS) and various research results on 
agricultural digital marketing.  These data are the elements of 
Strengths, Weaknesses, Opportunities, and Threats of 
Indonesian agricultural product and its digital marketing. These 
qualitative data then be set to quantitative value by weight, 
rank, and total score that is stated in IFAS and EFAS. Digital 
marketing strategy of Indonesian agricultural product is being 
developed based on the result of IFAS and EFAS analysis. 

B. Data and the Result of Previous Research 

The secondary data collected is a description of Strengths, 
Weaknesses, Opportunities, and Threats of digital marketing of 
Indonesian agricultural products. The Secondary data that 
support this study among others things the percentage of the 
population who work according to the type of main occupation 
and generation, 2017 as shown in Table I. The percentage of 
millennial workers in the agricultural sector is much lower 
compared to generation X and baby boomers + veterans 

Millennial have a definite preference for certain forms of 
online advertising. There are digital marketing strategies that 
are considerably more effective in grabbing the attention of 
Millennial, motivating repeat visits to a web site, and 
encouraging Millennial to write online reviews [14]. 

TABLE I.  PERCENTAGE OF WORKING POPULATION 2017 [15] 

Description Generation 

Y 

(Millennial) 

Generation 

X 

Baby 

boom + 

Veterans 

Service Workforce and 

Sales Force 

24.61 23.54 21.19 

Agriculture, Forestry 

and Fisheries Skilled 

Workers 

16.04 23.61 43.57 

Blue-collar workers 19.68 18.45 16.26 

 

Computer, internet and cellular telephone users in 
Indonesia continue to increase in the 2014-2017 period as 
shown in Table II. This is a condition that greatly supports 
digital marketing. The powerful smartphone and other mobile 
devices have given birth to lots of social media applications 
and many more in the pipeline.  It’s importance of mobile 
social media applications in the current digital marketing arena. 
The develops valuable insights on mobile social media, which 
is of great value for mobile marketing and social media 
marketing managers in the near future [10]. 

TABLE II.  PERCENTAGE OF COMPUTER, INTERNET AND CELLPHONE 

USER [2] 

Year Computer users Internet users Cell phone users 

2014 17.30 17.14 51.49 

2015 18.71 21.98 56.92 

2016 19.14 25.37 58.30 

2017 19.11 32.34 59.59 
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The unfavourable condition is that the average wage of 
grey collar and blue collar workers in the agricultural sector is 
lower than the manufacturing and service sectors as shown in 
Table III. This will reduce millennial appeal to work in the 
agricultural sector so that it can hamper digital marketing of 
agricultural product. 

TABLE III.  AVERAGE OF NET INCOME PER MONTH BY MAIN INDUSTRY 

(THOUSAND RUPIAHS) 2019 [16] 

Main Industry Main Occupation 

White-

collar 
Grey-

collar 
Blue-

Collar 
Average 

Agriculture - 1,188.40 1,068.30 1,128.35 

Manufacture 2,123.10 1,454.20 1,794.80 1,790.70 

Services 1,508.70 1,084.10 1,364.70 1,319,17 

 

Indonesia's digital marketing infrastructure is also marked 
by Index of Indonesian technology and information 
development (IP-TIK).   In 2016 is 4.34 which is a bigger 
number than the 2015 (IP-TIK) of 3.88. at 2017, the (IP-TIK) 
grows to 4.99.  the (IP-TIK) at province level is growing from 
2016 to 2017. The province with the highest (IP-TIK) at 2017 
is DKI Jakarta, with the index of 7.61while the province with 
the lowest (IP-TIK) is Papua with index of 2.95 [17].   

Other secondary data is Creative economic activities that 
can encourage digital marketing of agricultural products, 
among other things is the high percentage of culinary business 
activities that require raw materials of food agricultural 
products. This will be a great digital marketing opportunity. 
Number of creative economy companies in 2016 are interior 
design 798 (0,01), craft 1,194,509 (14,56%), culinary 
5,550,960 (67,66%), fashion 1,230,988 (15,01%). Total 
Creative Economy Companies 8,203,826 [18].   

The results of previous studies on digital marketing of 
agricultural products in Indonesia among other things is study 
on Limakilo.  Limakilo is one of the e-commerce companies in 
Indonesia which offers shallot as main commodity. The 
Company markets its products by being a direct mediator 
between farmers and consumers [6]. The most used social 
media types are Facebook, WhatsApp, Instagram, and 
blackberry message. The biggest advantage of real time 
communication with the customers is more intensive, effective, 
and efficient supplier [19]. Another study shows the use of the 
internet in marketing has not run optimally [20]. 

Only few who actively use social media as their promotion 
tools and they have not separated their online shop account 
with their personal account, several others use it occasionally, 
and the rest participants have never used social media 
marketing for being lack of technological skill. All participants 
show great interest to use social media marketing continuously 
[21]. 

III. RESULTS AND DISCUSSION 

The strength of Indonesian agricultural products lies in the 
aspect of the number and variety of food crops, plantations, 
livestock, fisheries and forestry for domestic and export needs. 
The results of the export competitiveness study show that many 
Indonesian products are included in the rising star category in 

the ASEAN market [1]. This shows that the market is still 
potential for Indonesia.  

Weaknesses in the development of digital marketing of 
agricultural products as internal factors, especially weak 
resources such as the low role of millennial farmers while older 
farmers are more dominant [17], this is related to the low 
wages of agricultural workers [18]. The bulky and perishable 
nature of agricultural products requires good logistical handling 
[22].   

The weight, rate, and total score of each internal factor 
element and Indonesian agricultural product digital marketing 
weaknesses are being showed in IFAS at Table IV. The 
analysis result shows that the difference between the total score 
of strengths and weaknesses is -0.18. 

TABLE IV.  INTERNAL FACTOR ANALYSIS SUMMARY (IFAS) 

Descriptions Weight Rating Total 

score 

Strengths    
Product growth 0.09 4 0.36 

Product variety 0.10 4 0.40 

Product exports 0.10 3 0.30 

Product affordable price 0.08 3 0.24 

Agro-industrial raw material 0.10 2 0.20 

Total 0.47  1.50 

Weaknesses    

Long marketing chain 0.08 3 0.24 

Small number of millennial 

farmer 

0.09 2 0.18 

Baby boomers and veterans  as 

majority farmers 

0.10 3 0.30 

Low e-commerce penetration 0.08 3 0.24 

Bulky and perishable products 0.07 4 0.28 

Not yet good of logistics services 0.06 4 0.24 

Low  farmers wages 0.05 4 0.20 

Total  0.53  1.68 

Grand Total 1.00  3.18 

 
Opportunities for the development of digital marketing of 

agricultural products are quite large as shown in Table V. The 
opportunities are based on secondary data that can be collected. 
Improving the existing communication infrastructure in the E-
commerce road map will encourage consumers to have a close 
relationship with marketers. 

The number of great millennial as a demographic bonus is a 
very important opportunity for the development of digital 
marketing of agricultural products. This is seen from the results 
of research on positive millennial attitudes towards online 
advertising [23]. This is supported by other research that some 
of opportunities of digital marketing are: easy consumer reach 
and direct advertising [10]. 

Another important opportunity there are many of cell phone 
users and sufficient number of internet users that describe Easy 
Consumer Reach [2];  Large number of culinary business [18]; 
High e-commerce transaction High e-commerce transactions 
that can be seen from the increase in the value of Indonesia's e-
commerce retail business from 1.94 billion USD in 2014 to 
3.22 billion USD in 2015 [24], and increasing the need of 
agroindustry raw materials, which can be seen from the high 
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production increase of the food and beverage industry by 
12.7% (yoy) [25].   

Weight, rate, and total score of each external factor element 
is being showed in EFAS at Table V. The result of the analysis 
shows that the difference between the total score of 
Opportunities and Threats is 1.06. 

TABLE V.  EXTERNAL FACTOR ANALYSIS SUMMARY (EFAS) 

Descriptions Weight Rating Total 

score 

Opportunities    
E-commerce road map 0.10 4 0.40 

Millennial demography bonus 0.07 3 0.21 

Many of cellphone users 0.09 4 0.36 

Sufficient number of internet 

users 

0.04 3 0.12 

Growth of income per capita 0.05 3 0.15 

Many of culinary business 0.10 3 0.30 

High e-commerce transaction 0.05 2 0.10 

The increase in demand for agro-

industrial raw materials 

0.10 4 0.40 

Total 0.60  2.04 

Threats    

Low average development index 

of information and technology 

0.06 2 0.12 

Little agricultural product 

Startups 

0.10 3 0.30 

Small valuation of agricultural 

product startups 

0.08 3 0.24 

Needs of foreign funding for e-

commerce and startup 

development 

0.04 2 0.08 

Very little unicorn startups 0.05 2 0.10 

Weak internet infrastructure 0.04 2 0.08 

Increasing report number of e-

commerce issues 

0.03 2 0.06 

Total  0.40  0.98 

Grand Total 1.00  3.02 

 
Some of challenges of digital marketing are: Limitation of 

Internet Access.  The obstacles faced in developing start-ups in 
Indonesia are funding, net-working, team solidity, trial and 
error, lack of experience, not being accepted by the market, and 
regulations are not ready. Likewise, the increasing number of 
e-commerce problem reports [25]. This shows that there are 
still few active start-ups, low funding, foreign funding needs, 
and weak internet infrastructure. 

The strategy that can be developed based on the 
combination of each SWOT element is showed SWOT Matrix. 
It shows that the strategy is a combination of strengths and 
opportunities (SO strategy), Weaknesses and Opportunities 
(WO strategy), Strengths and Threats (ST strategy) and 
Weaknesses and Threats (WT strategy). The strategies which 
are developed is focused on Indonesian agricultural product 
digital marketing in order to cut the market chain through the 
role of start-ups so that the agricultural product distribution can 
run efficiently and the farmer income would rise through the 
increase of farmers share percentage.  

Figure 1 show the strategic position digital marketing of 
Indonesian agricultural product.    According to the difference 
of the total score between strengths and weaknesses -0,18 and 

between opportunities and threats 1,06, the Indonesian 
agricultural product digital marketing is on the conservative 
strategy, which is Weaknesses-Opportunities (WO) 
combination strategy. The WO strategy purposes to fix the 
internal weaknesses of agricultural product digital marketing 
through taking advantages of the external opportunities that can 
increase the performance of Indonesian agricultural product 
digital marketing.  

 

Fig. 1. Position digital marketing of Indonesian agricultural product. 

WO strategy in developing digital marketing of Indonesian 
agricultural products requires hard work in an effort to correct 
various weaknesses as shown in Table IV. Then take advantage 
of a very wide range of opportunities as shown in Table V. The 
priority scale in this improvement is directed at accelerating the 
increase in digital marketing activities of Indonesian 
agricultural products. Conversely, the various opportunities 
that exist must be utilized as much as possible so that it can 
become a momentum to increase the performance of digital 
marketing of Indonesian agricultural products in the future.  

The combination WO strategies are: 1) Shortening the 
chain of agricultural product marketing through digital 
marketing supported by start-ups;  2) Intensifying the number 
of agricultural product start up through trainings and funding 
based on the e-commerce road map; 3)  Pushing the millennial 
farmers to manage agribusiness to make use the increasing 
people’s income; 4) Providing seminars to the farming groups 
about the advantages and profit of digital marketing;  5) Giving 
the appropriate  digital marketing training to the millennials 
based on the e-commerce road map;  6) Providing cheap and 
affordable cell phone devices that can be bought in instalments 
without interest fee;  7) Giving the subsidies and creative 
farming training to grow the number of millennial farmers to 
utilize demography bonus;  8) Increasing the e-commerce 
penetration of agricultural product by taking benefits of cell 
phone  and internet users;  9) Growing millennial farmer 
income through commercial agricultural product; 10) 
Escalating farmer income through partnerships with culinary  
and agroindustry business in the agricultural product digital 
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marketing; and 11) Providing great logistic service for 
agricultural products in order to fulfil the culinary and 
agroindustry business.  

IV. CONCLUSION 

The results of the SWOT analysis show a) Strengths: 
product growth, product variety, product exports, product 
affordable price and agro-industrial raw material; b) 
Weaknesses: long marketing chain, small number of millennial 
farmers, baby boomers and veterans as majority farmers, low 
e-commerce penetration, bulky and perishable products, not yet 
good of logistics services and low  farmers wages; c) 
Opportunities: e-commerce road map, millennial demography 
bonus, many of cell phone users, sufficient number of internet 
users, growth of income per capita, many  of culinary business, 
high e-commerce transaction and the increase in demand for 
raw materials of agro-industrial; d) Threats: low average 
development index of information and technology,  little  of 
agricultural product start-ups, small valuation of agricultural 
product start-ups, needs of foreign funding for e-commerce and 
start up development, very little unicorn start-ups, weak 
internet infrastructure and increasing report number of e-
commerce issues.    

The strategies in developing digital marketing of 
Indonesian agricultural products that can be developed  are 
combination of Weaknesses-Opportunities (WO) strategy 
consists of: 1) Shortening the chain of agricultural product 
marketing through digital marketing supported by start-ups;  2) 
Intensifying the number of agricultural product start up through 
trainings and funding based on the e-commerce road map; 3)  
Pushing the millennial farmers to manage agribusiness to make 
use the increasing people’s income; 4) Providing seminars to 
the farming groups about the advantages and profit of digital 
marketing;  5) Giving the appropriate  digital marketing 
training to the millennials based on the e-commerce road map;  
6) Providing cheap and affordable cell phone devices that can 
be bought in instalments without interest fee;  7) Giving the 
subsidies and creative farming training to grow the number of 
millennial farmers to utilize demography bonus;  8) Increasing 
the e-commerce penetration of agricultural product by taking 
benefits of cell phone  and internet users;  9) Growing 
millennial farmer income through commercial agricultural 
product; 10) Escalating farmer income through partnerships 
with culinary  and agroindustry business in the agricultural 
product digital marketing; and 11) Providing great logistic 
service for agricultural products in order to fulfil the culinary 
and agroindustry business.  

Based on these strategies, agricultural products will be 
marketed more efficiently and effectively thereby, it will 
increase farmer share through various supports: the increase 
number of agricultural start-ups, millennial management of on-
farm and off-farm agribusiness, farming group extension  about 
the benefits of  digital marketing, millennial training in digital 
marketing management, provision of inexpensive mobile 
phone devices that is accessible by millennials, subsidies for 
millennia ls who develop creative agribusiness, penetration 
increase of e-commerce in agricultural products, provision of 
good agricultural product logistics, increase in millennial 
farmers income through product development of  commercial 

agriculture and partnership with culinary and agro-industrial 
companies. 
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