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Abstract: Teaching Factory (TEFA) House of Health Promotion establishment is to enhance 
healthcare services and public welfare quality. An in-depth analysis is needed to determine the 

internal and external factors that could influence the creation of TEFA. This research aimed to 

analyze the Health Service Innovation Strategy of TEFA House of Health Promotion using SWOT 
analysis. This research method was qualitative, instrument using questionnaires given to TEFA staff 

and data analysis conducted using SWOT analysis. The research results were based on the SWOT 

analysis diagram, indicating that TEFA House of Health Promotion was in quadrant I (aggressive 
quadrant). The recommended strategy is to develop TEFA as a service provider in the health 

promotion sector. The management of TEFA must create an effective management organizational 

structure, design a comprehensive TEFA business plan and strategy, and construct a clear workflow 
and performance Standard Operating Procedure (SOP). It also required a well-defined management 

and service governance SOP and a well-structured work program. Extend promotions locally and 

reach a broader audience by utilizing promotional media. Overall, the proposed service innovation 
strategies are expected to assist TEFA House of Health Promotion in achieving its goal of enhancing 

the quality of health services and overall public health. 
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1. Introduction 

Teaching Factory (TEFA) House of Health Promotion is a teaching factory in the 

health promotion field. TEFA House of Health Promotion provided consultation, 

research, and media development services. The services offered could serve as a forum 

for college students, lecturers, technicians (internal/external), and the broader society. 

Thus, it is necessary to establish and continually develop the TEFA Health Promotion 

House. TEFA House of Health Promotion is an educational concept that integrates theory 

with direct practice according to existing conditions in the field. Therefore, college 

students, lecturers, technicians, and the people could engage in real-field and relevant 

experience. 

Teaching Factory (TEFA) House of Health Promotion establishment is to enhance 

healthcare services and public welfare quality. An in-depth analysis Health Service 

Innovation Strategy of TEFA House of Health Promotion through the identification of the 

internal and external factors that could influence the establishment of TEFA using SWOT 

analysis is needed. SWOT analysis was an effective way to determine a company's 

competitiveness and design strategies that could help to maintain its survival in the 

globalization era [1]. 

Multiple internal and external factors could influenced the establishment and 

development of the TEFA House of Health Promotion in the context of improving health. 

First, there was government support and policies, one of which is encouraging vocational 
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education and support the implementation of a teaching factory-based learning model [2]. 

Secondly, the collaboration occurred between educational institutions, industry, and the 

health sector [3]. Thirdly, the changes in demand for skilled health professionals [4]. 

Lastly, there has been a massive increase in the request for health promotion services, 

the health sector at various levels, such as hospitals and community health centers, has 

seen a rise in health promotion activities and the ability to address future health 

challenges [5]. 

The importance of developing the TEFA House of Health Promotion lies in several 

reasons. TEFA could serve as a forum for college students, lecturers, technicians, and 

society to receive direct training from health experts and practitioners, helping them gain 

a deeper understanding of various aspects of the health promotion field. The involvement 

of public participation can help achieve optimal health programs and provide benefits for 

the public itself [6]. In line with this statement, another reason for the need to develop 

TEFA was that TEFA could serve as an opportunity provider for college students, 

lecturers, technicians, and the public to participate in research projects related to health. 

The development of the TEFA House of Health Promotion could have also helped 

increase public awareness of the importance of maintaining health. The presence of the 

teaching factory (TEFA) is a promising paradigm for adapting theoretical knowledge, 

research, and innovation into industrial practice [7]. Meanwhile, health promotion is 

essential because it helps increase public awareness of the importance of living a healthy 

life, both physically and mentally [8]. Health communication to the community is a 

practical contribution to health promotion and helps disease prevention in a particular 

region [9]. Through promotional activities conducted by TEFA House of Health 

Promotion, they could have delivered information about healthy lifestyles and disease 

prevention more effectively to the public. 

Based on the previous description, the development of the TEFA House of Health 

Promotion was needed to improve the quality of services and the level of health at large. 

That was a crucial step in addressing health challenges and providing optimal health 

services in the future. The efforts to achieve this certainly required the right strategy, 

specifically by creating a TEFA House of Health Promotion service innovation strategy. 

This research aimed to analyze the Health Service Innovation Strategy: TEFA House of 

Health Promotion using SWOT Analysis. This research is the first and there has never 

been previous research related to the development of the TEFA House of Health 

Promotion. 

 

2. Materials and Methods 

This research method used a qualitative research method. Qualitative research is a 

research method used to study the natural conditions of objects, where the researcher 

serves as the key instrument. Data collection techniques were carried out through 

triangulation (combination), data analysis was inductive/ qualitative, and the results of 

qualitative research emphasized meaning more than generalization [10]. The qualitative 

research method in this study aims to provide an overview of the Health Service 

Innovation Strategy of TEFA House of Health Promotion through the identification of 

internal and external factors that could influence the establishment of TEFA House of 

Health Promotion using SWOT analysis. 

This research was conducted at TEFA House of Health Promotion, Health Promotion 

Study Program, Politeknik Negeri Jember. This research was held for three months, from 

May to July 2023. The respondents in this study were all five officers who will work at 

TEFA House of Health Promotion. The data collection technique used questionnaires 

given to five TEFA House of Health Promotion management officers. The questionnaire 

contained information about the internal and external conditions of five TEFA House of 

Health Promotion management officers, which was assessed by determining scores using 
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a Likert scale. Scoring by giving a score of 1 indicates the question has a level that is not 

very important, whereas a score of 4 for the important ones.  

Data analysis in this research used SWOT analysis. A SWOT analysis was an effective 

way to determine a company's competitiveness and design strategies that could help to 

maintain its survival in the globalization era [1]. This SWOT method provides benefits to 

TEFA House of Health Promotion by analyzing its internal factors, including TEFA's 

strengths and weaknesses, which can give a comprehensive understanding of TEFA's 

condition. Meanwhile, external factors include opportunities and threats. Opportunities 

factors represent potential avenues for effective TEFA management to ensure survival, 

while threat factors represent potential hindrances to TEFA's operations. SWOT analysis 

consisted of identifying internal and external factors, assessing IFAS (Internal Factor 

Strategy Analysis) and EFAS (External Factor Analysis Strategy), creating a SWOT 

diagram, and creating a SWOT matrix [11]. 

3. Results and Discussion 

Teaching Factory (TEFA) House of Health Promotion is a teaching factory in the 

health promotion field. TEFA House of Health Promotion establishment is to enhance 

healthcare services and public welfare quality. This research discussed an overview of the 

Health Service Innovation Strategy of the TEFA House of Health Promotion through 

internal and external factors identification that could influence the TEFA House of Health 

Promotion establishment using SWOT analysis. This research has benefits as input and 

consideration for the establishment preparation of the TEFA House of Health Promotion. 

This research consists of identifying internal (strength and weakness) and external 

(opportunities and threats) factors, assessing IFAS (Internal Factor Strategy Analysis) and 

EFAS (External Factor Analysis Strategy), creating a SWOT diagram, and developing a 

SWOT matrix for TEFA House of Health Promotion. 

 

Identify Internal and External Factors 

Internal factors consisted of strengths and weaknesses. Strength was a particular 

competition that provided a competitive advantage for the company in the market, while 

weakness was a limitation that could effectively hinder the company's performance [12]. 

The table below shows the identification of internal factors from the TEFA House of 

Health Promotion. 

 

Table 1. Internal factors in TEFA house of health promotion 

Strengths Weakness 

1. There were capable lecturers and 

technicians to provide the necessary 

guidance and training for college 

students in the health promotion field. 

2. The study program had a network of 

stakeholders/partners capable of 

supporting the development of college 

student skills. 

3. The existence of the HFC (Health for 

Change) community has served as a 

forum for college students to develop 

their creativity and skills in the health 

promotion field. 

4. It could be a place of practice (study 

place) for college students to practice and 

pursue their interests. 

1. The funding resources for the 

establishment of TEFA were limited. 

2. There was no TEFA organizational and 

management structure. 

3. There has not been studies and business 

plan regarding TEFA's business plans 

and strategies. 

4. There were still no suitable SOPs for 

performance and TEFA learning 

workflow. 

5. There is still no Standard Operating 

Procedure (SOP) for Management 

Governance and Consultation Services.  

6. Lack of training programs and 

comparative studies to gain broader 
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Source: Primary Data, 2023 

 

External factors consisted of opportunities and threats. Opportunities were crucial 

situations that benefited the company, while threats were significant situations that could 

harm the company. The table below shows the identification of external factors from the 

TEFA House of Health Promotion. 

 

Table 2. External Factors in TEFA House of Health Promotion 

Opportunities Threats 

1. There were requests for services (health 

education content, consultation of 

research and planning, development 

planning, and evaluation in the health 

promotion field). 

2. Government policies supported the 

utilization of vocational education in the 

TEFA formation process.  

3. Massive access to technology and digital 

platforms could have created 

opportunities for TEFA to provide digital 

products and services, potentially leading 

to the acquisition business relationships 

on platforms like e-commerce. 

4. There were opportunities to get external 

funding. 

5. There was support from educational 

institutions. 

6. It had potential as a forum for education, 

service, and research for lecturers and 

college students, both internal and 

external. 

1. The development of TEFA's Business Plan 

and strategy must consider competition 

from established businesses in the market. 

2. Rapid technological changes made 

existing service or product skills obsolete, 

so it was necessary to update skills and 

competencies regularly. 

3. Many study centers already have 

expertise in consulting research, 

developing health promotion programs, 

and creating media. 

4. The public does not yet know about 

TEFA's existence. 

Source: Primary Data, 2023 

 

IFAS and EFAS 

calculations 

Internal Factor Analysis Summary (IFAS) is an analysis that provides the internal 

conditions of a company to determine the strengths and weaknesses of a company [13]. 

IFAS calculation aimed to identify the relation between strengths and weaknesses, 

encompassed within the internal factors of the TEFA House of Promotion. The scores 

given by the informants were processed and entered into the IFAS table below. 

 

5. Already had a competent team to 

conduct research service consulting 

activities, plan the development of health 

promotion programs, and create health 

promotion media. 

6. Provide various types of comprehensive 

health promotion services. 

7. The service provided by TEFA 

conducted online. 

exposure to the business environment 

related to the TEFA management model. 

7. There was not much cooperation and 

collaboration with internal and external 

parties. 

8. There was no work program that was 

structured systematically. 

9. There were no supporting facilities and 

infrastructure.  

10. Marketing strategies that were still 

lacking. 
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Table 3. IFAS calculation in TEFA House of health promotion 

Internal Factors 
Weight Rating Weight x Rating 

Strengths 

1. There were capable lecturers and technicians 

to provide the necessary guidance and 

training for college students in the health 

promotion field. 

0.07 3.33 0.22 

2. The study program had a network of 

stakeholders/partners capable of supporting 

the development of college student skills. 

0.06 2.67 0.16 

3. The existence of the HFC (Health for Change) 

community has served as a forum for college 

students to develop their creativity and skills 

in the health promotion field. 

0.06 3.22 0.18 

4. It could be a place of practice (study place) for 

college students to practice and pursue their 

interests. 

0.06 3.44 0.20 

5. Already had a competent team to conduct 

research service consulting activities, plan the 

development of health promotion programs, 

and create health promotion media.  

0.07 3.00 0.20 

6. Provide various types of comprehensive 

health promotion services.  

0.07 3.33 0.22 

7. The service provided by TEFA conducted 

online.  

0.05 2.56 0.13 

TOTAL   1.32 

Internal Factors 
Weight Rating Weight x Rating 

Weakness 

1. The funding resources for the establishment 

of TEFA were limited. 

0.07 -3.89 -0.26 

2. There was no TEFA organizational and 

management structure. 

0.06 -3.33 -0.21 

3. There has not been studies and business plan 

regarding TEFA's business plans and 

strategies. 

0.06 -2.67 -0.17 

4. There were still no suitable SOPs for 

performance and TEFA learning workflow. 

0.06 -3.44 -0.21 
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5. There is still no Standard Operating 

Procedure (SOP) for Management 

Governance and Consultation Services.  

0.05 -3.89 -0.21 

6. Lack of training programs and comparative 

studies to gain broader exposure to the 

business environment related to the TEFA 

management model. 

0.04 -3.00 -0.13 

7. There was not much cooperation and 

collaboration with internal and external 

parties. 

0.05 -3.44 -0.19 

TOTAL   1.32 

         S-W    3.26 
Source: Primary Data, 2023 

 

Based on Table 3 above, the results obtained from the IFAS calculation at TEFA House of 

Promotion were 3.26. The IFAS calculation result derives from the difference between 

strengths and weaknesses. 

External analysis is conducted with the aim of exploring and leveraging emerging 

opportunities and also identifying threats that need to be avoided [14]. EFAS calculation 

aimed to identify the relation between opportunities and threats, encompassed within the 

external factors of the TEFA House of Promotion. The scores given by the informants were 

processed and entered into the IFAS table below. 

 

Table 4. EFAS Calculation in TEFA House of health promotion 

External Factors 
Weight Rating Weight x Rating 

Opportunities 

1. There were requests for services (health 

education content, consultation of research and 

planning, development planning, and evaluation 

in the health promotion field). 

0.11 3.67 0.41 

2. Government policies supported the utilization of 

vocational education in the TEFA formation 

process.  

0.08 2.78 0.21 

3. Massive access to technology and digital 

platforms could have created opportunities for 

TEFA to provide digital products and services, 

potentially leading to the acquisition business 

relationships on platforms like e-commerce. 

0.09 3.22 0.29 

4. There were opportunities to get external 

funding. 

0.10 3.44 0.34 

5. There was support from educational institutions. 0.11 3.11 0.35 
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6. It had potential as a forum for education, service, 

and research for lecturers and college students, 

both internal and external. 

0.10 3.33 0.34 

TOTAL   1.93 

External Factors 
Weight Rating Weight x Rating 

Threats 

1. The development of TEFA's Business Plan and 

strategy must consider competition from 

established businesses in the market. 

0.10 -3.00 -0.31 

2. Rapid technological changes made existing 

service or product skills obsolete, so it was 

necessary to update skills and competencies 

regularly. 

0.10 -3.89 -0.41 

3. Many study centers already have expertise in 

consulting research, developing health 

promotion programs, and creating media. 

0.09 -3.22 -0.31 

4. The public does not yet know about TEFA's 

existence. 

0.11 -3.56 -0.38 

TOTAL   -1.41 

                                                                                  O-T   3.34 
Source: Primary Data, 2023 

 

Based on Table 4 above, the results obtained from the EFAS calculation at TEFA House of 

Promotion were 3.34. The EFAS calculation result derives from the difference between 

opportunities and threats.  

 

SWOT Diagram 

The SWOT diagram was created after conducting an IFAS and EFAS calculation, which is 

used to determine the condition point of the House of Promotion. It helps in determining 

the appropriate system development strategy [15].  

 Figure 1. SWOT diagram in TEFA House of health promotion 
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Based on Figure 1 and SWOT calculations above, the results obtained were O>S, 

opportunities greater than existing strengths, where the direction of the TEFA House of 

Health Promotion policy was in quadrant I, which was the aggressive quadrant. Quadrant 

I states that TEFA House of Health Promotion has a highly advantageous position. 

Quadrant I is a situation where the organization has substantial strengths and 

opportunities, offering further room for optimization through minimizing potential 

weaknesses and threats [16]. 

Table 2. Matriks SWOT pada TEFA House of Health Promotion 

Internal 

Factor/External 

Factor 

Internal Factor 

 Strengths (S) Weakness (W) 

 1. There were capable lecturers and 

technicians to provide the necessary 

guidance and training for college 

students in the health promotion 

field. 

2. The study program had a network of 

stakeholders/partners capable of 

supporting the development of 

college student skills. 

3. The existence of the HFC (Health for 

Change) community has served as a 

forum for college students to develop 

their creativity and skills in the health 

promotion field. 

4. It could be a place of practice (study 

place) for college students to practice 

and pursue their interests. 

5. Already had a competent team to 

conduct research service consulting 

activities, plan the development of 

health promotion programs, and 

create health promotion media. 

6. Provide various types of 

comprehensive health promotion 

services. 

7. The service provided by TEFA 

conducted online 

1. The funding resources for the 

establishment of TEFA were 

limited. 

2. There was no TEFA 

organizational and 

management structure. 

3. There has not been studies 

and business plan regarding 

TEFA's business plans and 

strategies. 

4. There were still no suitable 

SOPs for performance and 

TEFA learning workflow. 

5. There is still no Standard 

Operating Procedure (SOP) 

for Management Governance 

and Consultation Services.  

6. Lack of training programs 

and comparative studies to 

gain broader exposure to the 

business environment 

related to the TEFA 

management model. 

7. There was not much 

cooperation and 

collaboration with internal 

and external parties. 

8. There was no work program 

that was structured 

systematically. 

9. There were no supporting 

facilities and infrastructure.  

10. Marketing strategies that 

were still lacking. 

Opportunities 

(O) 

SO  Strategies WO  Strategies 
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1. There were 

requests for 

services 

(health 

education 

content, 

consultatio

n of 

research 

and 

planning, 

developme

nt 

planning, 

and 

evaluation 

in the 

health 

promotion 

field). 

2. Governmen

t policies 

supported 

the 

utilization 

of 

vocational 

education 

in the TEFA 

formation 

process.  

3. Massive 

access to 

technology 

and digital 

platforms 

could have 

created 

opportuniti

es for TEFA 

to provide 

digital 

products 

and 

services, 

potentially 

leading to 

the 

acquisition 

business 

1. Make TEFA House of Health 

Promotion a service provider in the 

health promotion sector, such as 

consultation, research, and media 

development required by college 

students.  

2. Propose external funding proposals 

to partners and educational 

institutions to develop the TEFA 

House of Health Promotion.  

3. Accommodate the HFC (Health for 

Change)  community as a pioneer in 

the health promotion field, both 

within the campus and in the 

community, by following the 

prevailing government policies. 

4. Promote the services provided at 

TEFA House of Health Promotion 

online on digital platforms such as e-

commerce 

 

1. The funding resources, 

facilities, and infrastructure 

were limited. TEFA House of 

Health Promotion 

management must create a 

web-based digital platform 

or utilize e-commerce to give 

services to consumers. 

Managers can also propose 

for external funding to help 

develop the TEFA House of 

Health Promotion. 

2. The manager of TEFA House 

of Health Promotion must 

create a well-defined 

management organizational 

structure, TEFA business 

plan and strategy, SOP for 

Performance and workflow, 

SOP for Management 

Governance and 

Consultation Services, as 

well as work programs that 

are structured systematically 

to provide excellent service 

for consumers, as one of the 

efforts to obtain external 

funding, and realize the Tri 

Dharma of Higher 

Education. 

3. The existence of a 

government policy for the 

establishment of TEFA and 

internal support can become 

a legal basis for organizing or 

participating in training 

programs, comparative 

studies, cooperation, and 

collaboration with internal 

and external parties. 
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relationshi

ps on 

platforms 

like e-

commerce. 

4. There were 

opportuniti

es to get 

external 

funding. 

5. There was 

support 

from 

educational 

institutions. 

6. It had 

potential as 

a forum for 

education, 

service, and 

research for 

lecturers 

and college 

students, 

both 

internal 

and 

external. 

 

Threats (T) ST  Strategies WT  Strategies 

1. The 

developme

nt of 

TEFA's 

Business 

Plan and 

strategy 

must 

consider 

competitio

n from 

established 

businesses 

in the 

market. 

2. Rapid 

technologic

al changes 

made 

1. Lecturers and technicians can work as 

a team to manage TEFA House of 

Health Promotion in developing or 

adding new services that are still not 

currently offered by the market, have 

their advantages, originality and 

uniqueness, competitive prices in the 

market, or use the ATM method. So, 

it can attract consumers' interest in 

using the services provided.  

2. TEFA House of Health Promotion 

lecturers and technicians must 

regularly attend training and 

seminars and be aware of 

developments in science and 

technology in health promotion. 

These efforts aim to provide efficient 

and effective services to consumers. 

1. TEFA House of Health 

Promotion managers 

creating/completing the 

organizational management 

equipment 

2. TEFA House of Health 

Promotion managers manage 

and develop marketing 

promotions of the services 

that attract and invite 

consumer enthusiasm so that 

consumers can find out about 

the existence of TEFA House 

of Health Promotion. 

3. TEFA House of Health 

Promotion managers must 

take training and seminars 

and be aware of existing 

developments in the field of 
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existing 

service or 

product 

skills 

obsolete, so 

it was 

necessary 

to update 

skills and 

competenci

es 

regularly. 

3. Many 

study 

centers 

already 

have 

expertise in 

consulting 

research, 

developing 

health 

promotion 

programs, 

and 

creating 

media. 

4. The public 

does not yet 

know about 

TEFA's 

existence. 

 

3. TEFA House of Health Promotion's 

lecturers and technicians must 

maximize promotional activities in 

the internal and external 

organizations, such as collaborating 

with stakeholders/partners and the 

HFC (Health for Change) community 

using pamphlets on a smaller scale 

and utilizing social media on a 

broader scale. The managers can offer 

free or discounted services to attract 

initial interest at events organized by 

organization and the Regional 

Government. 

health promotion. So, it can 

attract consumers' interest in 

using the services provided.  

TEFA House of Health 

Promotion manager must 

develop or add new services 

that are still not currently 

offered by the market, have 

their advantages, originality 

and uniqueness, competitive 

prices, or use the ATM 

method. So, it can attract 

consumers' interest in using 

the services provided.  

Source: Primary Data, 2023 

 

Based on Table 5 above, the obtained strategies for each SWOT element were as follows; 

1. SO Strategies of TEFA House of Health Promotion  

TEFA House of Health Promotion's Strength-Opportunity (SO) strategy includes 

make TEFA House of Health Promotion a service provider in the health promotion sector. 

Submit proposals to obtain external funding for TEFA's development. Accommodate the 

HFC (Health for Change) community as a pioneer in the health promotion field. Promote 

the services provided at TEFA House of Health Promotion online on digital platforms 

such as e-commerce [17]. 

2. WO Strategies of TEFA House of Health Promotion  

TEFA House of Health Promotion's Weakness-Opportunity (WO) strategy, such as 

creating a web-based digital platform or utilizing e-commerce as a media to providing 

services to consumers, applying for external funding to help develop TEFA House of 

Health Promotion. Creating a well-defined management organizational structure, TEFA 
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business plan and strategy, Performance and Work Flow SOPs, Management and Service 

Governance SOPs, and systematically structured work programs. Organize or participate 

in training programs, comparative studies, cooperation, and collaboration with internal 

and external parties [18]. 

3. ST Strategies of TEFA House of Health Promotion  

TEFA House of Health Promotion's Strength-Threat (ST) strategy includes working 

as a team to manage the development or addition of new services that are still not 

currently offered by the market. TEFA House of Health Promotion lecturers and 

technicians must regularly attend training and seminars and be aware of developments 

in science and technology in health promotion. TEFA House of Health Promotion's 

lecturers and technicians must maximize promotional activities in the internal and 

external organizations, such as collaborating with stakeholders/partners and the HFC 

(Health for Change) community using pamphlets on a smaller scale and utilizing social 

media on a broader scale. Social media can increase public access to health information 

and complement conventional health promotion [19]. 

4. WT Strategies of TEFA House of Health Promotion  

TEFA House of Health Promotion's Weakness-Threat (WT) strategy includes 

creating/completing the organizational management equipment. TEFA House of Health 

Promotion managers manage and develop marketing promotions of the services that 

attract and invite consumer enthusiasm so that consumers can find out about the existence 

of TEFA House of Health Promotion. TEFA House of Health Promotion managers must 

take training and seminars and be aware of existing developments in the field of health 

promotion. So, it can attract consumers' interest in using the services provided [20]. 

4. Conclusions 

Based on the SWOT analysis, TEFA House of Health Promotion had several 

strengths, such as having lecturers and technicians, partners/stakeholders, and the HFC 

(Health for Change) community who could support and develop college student 

creativity in health promotion. However, the TEFA House of Health Promotion had 

several weaknesses, including the limited budget resources, the absence of a clear 

organizational structure, and not having a study of TEFA's business plan. Attractive 

opportunities included the request for health promotion services, institutional and 

government support, and the massive development of digital platforms. On the other 

hand, threats arose from intense competition from more experienced markets, 

technological changes, and the unfamiliarity of TEFA House of Health Promotion in 

society. 

Based on the IFAS and EFAS calculation results, the TEFA House of Health 

Promotion was in quadrant I on the quadrant graph, signifying that it supported 

aggressive strategies. Quadrant I is a situation where the organization has substantial 

strengths and opportunities, offering further room for optimization through minimizing 

potential weaknesses and threats. The strategy that can be implemented is to make TEFA 

House of Health Promotion as a service provider in the field of health promotion, offering 

services like consultation and research required by college students. The manager of TEFA 

House of Health Promotion must create a well-defined management organizational 

structure, TEFA business plan and strategy, SOP for Performance and workflow, SOP for 

Management Governance and Consultation Services, as well as work programs that are 

structured systematically to provide excellent service for consumers, as one of the efforts 

to obtain external funding, and realize the Tri Dharma of Higher Education. TEFA House 

of Health Promotion's lecturers and technicians must maximize promotional activities in 

the internal and external organizations. It includes collaborating with 

stakeholders/partners and the HFC (Health for Change) community using pamphlets on 

a smaller scale and utilizing social media on a broader scale. The managers can offer free 
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or discounted services to attract initial interest at events organized by organization and 

the Regional Government. 

 
Funding : Research Funding form Politeknik Negeri Jember 2023 

Acknowledgments: The researcher would like to express sincere gratitude to thxe TEFA House of 

Health Promotion chairman, who has permitted the conduct of this research, and all parties who 

have helped in this research. 

Conflicts of Interest: The authors declare no conflict of interest 

References 

1.  Sueb, S., & Churiyah, M. (2023). Strategi Perencanaan Bisnis Teaching Factory Dalam Meningkatkan Kemampuan 

Entrepreneurship Siswa Melalui SWOT ( Studi Kasus SMK Darut Taqwa Purwosari Kab . Pasuruan ). JUBIMA  : Jurnal Bintang 

Manajemen, 1(2), 33–53. 

2. Prasetyo, P. K., & Sukardi, T. (2019). Implementasi Teaching Factory Menurut Persepsi Pengelola di SMK Negeri 1 Magelang. 

Jurnal Pendidikan Vokasional Teknik Mesin, 7(3), 211–218. 

3. Muchtarom and Y. A. Septiati. (2023). Penerapan Standarisasi Pendidikan dalam Tantangan Manajemen Pendidikan Vokasi 

Kesehatan di Era Globalisasi. J. Soc. Sci. Res., vol. 3, no. 2, pp. 11949–11962. 

4. N. Paramitha. (2020). Strategi Kepala Pusat Kesehatan Masyarakat (Puskesmas) dalam Meningkatkan Kualitas Muara Jawa. 

eJournal Ilmu Pemerintah., vol. 9, no. 1, pp. 149–162. 

5. Gayatri Setyabudi, R., & Dewi, M. (2017). Analisis Strategi Promosi Kesehatan dalam Rangka Meningkatkan Kesadaran Hidup 

Sehat oleh Rumah Sakit Jiwa Daerah Dr. RM. Soedjarwadi Provinsi Jawa Tengah. Jurnal Komunikasi, 12(1), 81–100. 

https://doi.org/10.20885/komunikasi.vol12.iss1.art6 

6. A. A. S. R. P. Saraswati and D. S. Lubis. (2020). Partisipasi Masyarakat dalam Upaya Kesehatan Bersumberdaya Masyarakat untuk 

Meningkatkan Germas di Desa Gunaksa. Arch. Community Heal., vol. 7, no. 2 

7. Stavropoulos, P., Bikas, H., & Mourtzis, D. (2018). Collaborative machine tool design: The teaching factory paradigm. procedia 

manufacturing, 23, 123-128. 

8. R. Yuningsih. (2019). Strategi Promosi Kesehatan dalam Meningkatkan Kualitas Sanitasi Lingkungan. Aspir. J. Masal. Sos., vol. 10, 

no. 2, pp. 107–118,  

9. R. Fauzi and M. Nurislamiah. (2022). Komunikasi Kesehatan.  J. Bimbing. Penyul. Islam, vol. 4, no. 1, pp. 1–17. 

10. Sugiono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Cetakan Ke 26 ALFABETA 

11. Elvana, Y., Hariyati, H., & Setianto, B. (2022). Analisis swot untuk menentukan strategi bersaing saat masa pandemi covid-19 pada 

rumah sakit islam surabaya. Fair Value: Jurnal Ilmiah Akuntansi Dan Keuangan, 4(11), 5132–5147. 

https://doi.org/10.32670/fairvalue.v4i11.1807. 

12. Zakia, P., & Reza, T. (2021). Analisis Kelayakan Bisnis Pada UMKM Beni di Kampung Kayumanis Kelurahan Cibadak. Jurnal 

Administrasi Bisnis, 1(3), 119–124. 

13. Mutiara, P. B. (2021). Analisis Matriks Ifas Dan Efas Pt Unilever Tbk Pada Pandemik Covid-19. Jurnal Bina Bangsa Ekonomika, 

14(2), 363–371. https://doi.org/10.46306/jbbe.v14i2.90 

14. Pasaribu, P., & Sunaryanto, L. T. (2023). “ Akselerasi Hasil Penelitian dan Optimalisasi Tata Ruang Agraria untuk Mewujudkan 

Pertanian Berkelanjutan ” Analisis Forecasting Produksi Padi di Indonesia. Seminar Nasional Dalam Rangka Dies Natalis Ke-47 

UNS Tahun 2023, 7(1), 728–739. 

15. F. Khoirunnisa, S. Roifah, S. Setiawan, and M. Ary. (2020). Strategi Pengembangan Sistem Informasi Pelayanan Kantor Kelurahan 

Menggunakan Analisis SWOT. J. Teknol. Dan Open Source, vol. 3, no. 1, pp. 44–59. 

16. G. R. Kirana and R. Nugraheni. (2022). Perencanaan Strategis Berdasarkan Analisis SWOT Puskesmas Ngletih Kediri. J. Manaj. 

Kesehat. Yayasan RS. Dr. Soetomo, vol. 8, no. 2, pp. 343–351. 

17. M. Mulyanti and I. Masdinarsyah. (2021) Efektivitas Konseling Berbasis Media Sosial terhadap Perilaku Hidup Bersih dan Sehat. J. 

Asuhan Ibu dan Anak, vol. 6, no. 1, pp. 41–50. 

18. Z. Hakim. (2017). Analisis Pengaruh Transfer Pelatihan terhadap Prestasi Kerja Petugas Promosi Kesehatan Puskesmas Kabupaten 

Kotawaringin Timur. J. Ilm. Ekon. Bisnis, vol. 3, no. 2, pp. 151–164. 

19. E. Leonita and N. Jalinus. (2018). Peran Media Sosial dalam Upaya Promosi Kesehatan: Tinjauan Literatur. INVOTEK J. Inov. 

Vokasional dan Teknol., vol. 18, no. 2, pp. 25–34.  

20. P. J. S. Dewi, M. I. Fahmi, N. Herachwati, and T. S. Agustina. (2022). Perumusan Strategi Pengembangan Desa Wisata Tritik 

Kabupaten Nganjuk Berbasis Analisis SWOT.  Amalee Indones. J. Community Res. Engagem., vol. 3, no. 1, pp. 193–203 



IJHIS 2024, Vol. 1, No. 3 185 of 185 
 

 

 

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual 

author(s) and contributor(s) and not of IdPublishing and/or the editor(s). IdPublishing and/or the editor(s) disclaim responsibility 

for any injury to people or property resulting from any ideas, methods, instructions or products referred to in the content. 


