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ABSTRACT 
 

Recent business environment is revolutionize s faster than ever. New technologies and 
new processes meet new demands and affect the overlap between environment and 
values. Meanwhile, from time to time new products and ideas have made existing 
products dated and redundant. This demanded strategic awareness of any business to 
move faster with the ability to capture and tie together key information and knowledge 
within the organization and from the environment. For any small business, a well-written 
business plan (outlining the essence of business) is crucial ingredient in preparing for 
business success. Without a sound business plan, Matrix Printing Co. merely moves  
aimlessly along without any real direction and a business has no sustainable basis for  
creating and maintaining a competitive edge in the marketplace. The goal of developing a 
strategic plan is to create for the small company a competitive advantage, the 
aggregation of factors that sets a small business apart from its competitors, and gives it a 
unique position in the market. As a result, strategic formulation will be crucial to help a 
company select and organize its businesses and enhance the chances of survival and 
success. 

This research was doing through direct observation and interview with the 
management of Matrix Printing Co. and collecting secondary data from external 
resources. The data were being analyzed using qualitative techniques that are by 
comparing the findings with the theoretical frameworks.  The external analysis–construct 
opportunities and weaknesses–was used macro environment and Porter Five Forces 
Model as industry analysis in order to analyze the structure and evaluate the competition. 
Afterward, value chain analysis was employing for internal assessment that identified the 
firm’s strengths and weaknesses by looking at the business as a process. Finally, 
qualitative data of industry analysis and value chain analysis assisted to determine the 
alternative competitive strategies for the company by conducting SWOT analysis.  
Furthermore, Quantitative Strategic Planning Matrix (QSPM)–integrate relevant 
external and internal factors into the decision process–is strongly required as subsequent 
strategy formulation framework and to facilitates the analyses that essentially qualitative. 
The higher scores of QSPM prioritized list indicate more attractive strategies and 
relative desirability of one strategy over other feasible alternative strategies. Thus, it 
provided objective basis for selecting specific strategies.  

By using focus as a starting point for strategic thinking, Matrix Printing Co. 
strategic choice is pursued by either cost leadership or differentiation within their target 
market. Therefore, Matrix as small business units can simultaneously differentiate its 
products or services and lower its costs through several feasible alternatives. 
Correspondingly, from  the QSPM it indicates that the leverage through organizational 
expertise and image is most attractive strategy by Matrix Printing Co. Second, dedication 
to quality becomes more desirable’s strategy that is a consistent and continual dedication 
to quality throughout the business. Meanwhile, process innovation, which is the activities 
that increase the efficiency of operations and distribution,  becomes third priorities. 
Finally, such improvement on overall features and characteristic of product and services, 
which are termed as product innovation, can be chooses as Matrix fourth strategic choice 
rank. 
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