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I. INTRODUCTION PT Garuda Indonesia (Persero) Tbk (IDX: GIAA), publicly known as Garuda Indonesia, is the flag carrier of Indonesia. It is named after the mystical giant bird Garuda of Hinduism and Buddhist mythology. It is headquartered at Soekarno-Hatta International Airport in Tangerang, near Jakarta, the capital city of Indonesia. Most Garuda Indonesia shares are owned by the Indonesian government; the airline employs 5, 808 staff (as of December 2010). 
According to the sacred texts of Hinduism and Hindu mythology, Garuda is the carrier of the God Vishnu; a representation of Garuda appears in the National Emblem of Indonesia, Garuda Pancasila. The airline’s main hub is Soekarno-Hatta International Airport, and the airline also has a hub at Ngurah Rai International Airport, Bali. The airline flies to a number of destinations in Southeast Asia, East Asia, the Middle East, Europe and Australia. It also previously flew to several destinations in North America. In June 2007, Garuda, along with all Indonesian airlines, was banned from flying to the EU. 
However, this ban was lifted in July 2009. In May 2008, Garuda Indonesia received its IATA Operational Safety Audit (IOSA) and in 2010 for the second time (consecutive). Garuda Indonesia is listed as a 4-star airline by Skytrax, and is also listed among Skytrax’s Quality Approved Airlines. In May 2010, the airline was named as the World’s Most Improved Airline by Skytrax during 2010 World Airline Awards in Hamburg. Garuda Indonesia announced that it will join the SkyTeam airline alliance by 2012, and aims to achieve a 5-star Skytrax rating by 2013. Garuda Indonesia is the official airline sponsor of SEA Games 2011 in Indonesia. 
II. STATEMENT OF THE PROBLEM How will Garuda Indonesia sustain their growth despite of the present constraints it is facing? III. OBJECTIVES Short-term Objectives • To give excellent service • To increase fleet utilization • To improve employee’s welfare • To improve services • To boost tourism Long-term Objectives • To increase domestic schedules • To continue its international flights as long as it does not interfere with the efforts to increase domestic schedules         • To increase tourism activities • To be the first largest airline • To be one of the world’s top ten IV. 
VIEW POINT Mr. Mohammad Soeparno, President Director of Garuda Indonesia Airways. V. AREAS OF CONSIDERATION (SWOT ANALYSIS) A. STRENGTHS: 1. Low cost manufacturing capabilities 2. Technological know-how 3. Proprietary technology / superior technological skills         4. Superior intellectual capital 5. Better product quality 6. Market share leadership 7. Strong financial condition 8. An attractive customer base 9. Product Innovation skills 10. An attractive customer base 11. Reputation of good customer service 12. Fruitful collaborative partnerships with suppliers and marketing allies 
B. WEAKNESSES: 1. Systems in all aspects: sales, preparation, flight, supervisory. 2. The quality of preflight, in-flight, and post-flight services which are still low. 3. The biggest international market segment is low yield. 4. Spareparts and other aircraft equipment are still imported; this needs longer time. 5. The company’s organization is still unsteady. This situation makes “ organizational behavior” incompetent in supporting the company. OPPORTUNITIES: 6. “ Political will” of the government in tourism. 7. As, BUMN, Garuda is based on UUD’45 article 33, paragraph 2. 8. 
The still-abundant-available seat capacity         9. Government Regulation on Tariff. 10. The strengthening currency of the countries from where tourists come to Indonesia. THREATS: 11. Protection from certain countries, especially in traffic rights. 12. The development of the other means of transportation, especially for near-distance transportation. 13. The more increasing competition. 14. The uncertain economic situation. 15. Technology development in aircraft, manufacture. As the result of this development, the old aircrafts are no longer economical enough to be marketed. VI. ALTERNATIVE COURSES OF ACTIONS 
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