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Invitation printing services are one of the services that are
growing rapidly at this time due to the increasing rate of weddings
in Indonesia. In 10 sub-districts in Samarinda the total number of
marriages reached 3,344 married couples. One of the invitation
printing services in Samarinda, namely the Confetti Project. With JBIRCU
the rapid development of this industry, there is fierce competition,

so strategic planning/analysis is needed to help survive in this

industry. With the aim of identifying the best marketing strategy for

the Confetti Project. The method in this research is descriptive

gualitative with SOAR analysis approach. Data was collected by

collecting information about marketing strategies by conducting

interviews and direct observation. The results obtained are

alternative marketing strategies obtained from the SOAR matrix.

l. Introduction

Today's business development is growing rapidly, as is the service industry. The
development of services is getting faster which will benefit the country's economy. Service
is a form of intangible product, in the sense that it is an activity or benefit that is sold to
customers (Wardi, 2016). The service industry is divided into various categories, one of
which is printing services. Printing services are needed today because many people use
them for academic and non-academic purposes. Printing services are services that offer to
print files such as books, invitations, and so on. Invitation printing services are one of the
businesses that are growing rapidly along with the increasing number of weddings in
Indonesia. The number of marriages in 10 sub-districts of Samarinda reached 3,344
married couples (Tandi, 2021), shows that the invitation printing service business is now
growing significantly.

Due to the growth of the service business, the competition in the service business is
becoming more stringent. So, business owners of invitation printing services must develop
a plan in order to outperform the competition. Confetti Project is one of the invitation
printing services in Samarinda. Confetti Project is one of the SMEs in Samarinda that is
engaged in invitation printing services, providing invitations with designs that can be
tailored to customer preferences. With increasing competition in the field of invitation
printing services, Confetti Project must consider how to compete. One strategy to face the
competition is to analyze the best marketing strategy. Marketing strategy is a business
system that includes all planning, pricing, advertising and distribution of products (Mardia
etal., 2021).

Marketing strategy is crucial in the business world, so it is very important to plan
well for a business marketing strategy so that it can grow. Analyzing marketing strategies
can also help business owners find out whether the strategy being implemented is right or
not. If it is not right, the owner can find the weak points of the strategy being implemented
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and then look for solutions to overcome these weak points. After the business owner solves
the problem of strategic analysis, then the business owner will be able to determine the
next steps to develop his business.

There are various ways to analyze marketing strategy, one of which is SOAR
(Strengths, Opportunity, Aspirations, Results) analysis. SOAR analysis is a further level or
detail from the previous analysis, namely SWOT (Strength, Weakness, Opportunity,
Threat). SOAR analysis is an analysis that is compiled on the basis of strengths and
opportunities possessed in order to adjust to existing aspirations in order to obtain
measurable results to be used as a reference in strategic planning stages. (Ramdhani et al.,
2020). By using the SOAR analysis method, it can help find the root cause of the strategy
that is being implemented to further design strategic stages that are profitable for the
business. SOAR analysis can also help Confetti Project to determine strategies and what to
pay attention to in strategic planning so that Confetti Project can develop its business and
can face increasingly fierce competition in the printing service industry.

1. Review of Literature

2.1 Marketing

Marketing is present in all businesses, whether for profit or not. Marketing is
recognized for its significance in satisfying customer wants and needs for a
product/service. Marketing becomes more important as more and more individuals get
information, then in order to compete more effectively (Tamara, 2016). Marketing is
concerned with the process of creating products to satisfy the needs and wants of
consumers. Marketing is the spearhead of the company, where business people are
expected to be able to analyze challenges and design methods to achieve goals while
competing fiercely. Marketing includes more than just selling; also includes distribution
channels, product policies, advertising, etc (Zamista & Hanafi, 2020).

Marketing is a process of planning and execution, starting from the conception stage,
pricing, promotion, to the distribution of goods, ideas and services, to make exchanges that
satisfy the individual and his institutions (Dianto in Asmuni et al, 2020). According to
Tjiptono in Marlizar (2020) marketing performance is a function that has the greatest
contact with the external environment, even though the company only has limited control
over the company's environment. In the world of marketing, consumers are assets that must
be maintained and maintained their existence in order to remain consistent with the
products we produce (Romdonny and Rosmadi, 2019).

Marketing has evolved from a product-focused approach based on promotion and
sales activities for profit to a customer-focused approach based on marketing activities that
seek to generate profits through customer happiness. "Marketing" is defined by Philip
Kotler as "the activity of assessing, organizing, planning, and managing resources, policies
and actions aimed at the company's customers with the aim of meeting the requirements
and desires of certain groups of clients for profit."(Setiyaningrum et al., 2015).

Due to the changing features of today's market which tend to evolve, marketing
objectives change other marketing management philosophical orientations, which may
actually overcome different difficulties. These changes occur as a result of various
variables, including population growth, increased purchasing power, increased and
expanded contacts or communications, technical advances, and changes in other market
environmental elements (Grace, 2022).
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2.2 Marketing Strategy

Strategy is a technique to achieve organizational goals in the long term and carried
out continuously based on the point of view of what will happen in the future to achieve
competitive advantage (Hasiholan et al., 2021). The American Marketing Association
(AMA) describes marketing as “an organizational activity and process of developing,
delivering, and delivering value to buyers, and managing relationships with buyers to
benefit the company and its stakeholders.”(Tjiptono, 2015).

Marketing strategy is the set of goals, objectives, rules, and rules that guide the
company's marketing operations over time, at every level, and their references and
allocations, especially in reaction to the changing environment and circumstances of the
company. Consequently, the determination of marketing strategy should be based on a
study of the internal and external environment of the business, including an analysis of the
company's strengths and weaknesses, as well as an analysis of the opportunities and
dangers facing the company from its environment. Marketing strategy is also an effort to
provide more value to customers than competitors, even though it may still provide
advantages or benefits (Heart et al., 2020).

According to Sofyan Assauri (2008:183), the following are important characteristics
of a marketing strategic plan: 1) The starting point for its preparation is to look at the
company as a whole; 2) Ensure that the impacts of the planned activities are
comprehensive; 3) In its preparation efforts were made to understand the forces influencing
the development of the company; 4) The schedule and time (timing) that have been
determined are appropriate and take into account flexibility in handling (Grace, 2022).

2.3 Service Marketing

According to Kotier, Keller, and Armstrong (2008:372), a service is any activity or
performance given by one party to another that is positively intangible and does not result
in a transfer of ownership. Services vary from physical items where they often require
additional marketing strategies. In service, must pay attention to employees and customers.
As a result, the idea of a Service profit chain was born. The service profit chain is the link
between the revenue of service companies and the happiness of employees and customers
(Abdurrahman, 2018).

In today's era of globalization, marketing is no longer seen as a separate part of the
organization that is responsible for creating successful marketing by creating value and
consumer pleasure. According to Lupiyoadi (2006; 5), service marketing is any action
taken by one party to another, which is intangible and does not involve any transfer of
ownership (Mulyawan & Sidharta, 2013). Service marketing is a social process by which
individuals and groups obtain what they need and want in order to create, provide, and
exchange products of value to others.

There are six characteristics of services that must be considered, namely intangible
(intangibility), can not be stored (perishability), can be modified (heterogeneity), can not
be separated between production and consumption (inseparability), depending on one's
performance (people based), and relationship directly with consumers (contact customers).
Service marketing concepts can be categorized as follows, production concepts, product
concepts, sales concepts, marketing concepts, and social marketing concepts (Fatihudin &
Firmansyah, 2019).
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2.4 SOAR

SOAR stands for strength, opportunity, aspiration, and result. SOAR is a new
strategic planning framework created in 2009 by Stavros, Cooperrider, and Kelly (Zamista
& Hanafi, 2020). SOAR analysis is an evolution of the existing analytical approach,
namely SWOT (Strength, Weakness, Opportunity, Threat) analysis. SOAR is used to
examine internal and external variables in order to develop future-oriented strategies.
SOAR's emphasis is on internal strength. In conclusion, this analysis is still looking for
internal strength to overcome external problems/threats, apart from external
problems/threats. SOAR also has an aspirational component that allows multiple
individuals to be involved in strategic decision making (Anam, 2020).

SOAR is an innovative approach based on the power of creating thinking and
strategic design that involves all stakeholders in the thinking process (Stavros & Hinrichs,
2009). SOAR is a “strength-based framework with a participatory approach for strategy
analysis, strategy development and organizational change” (Stavros & Saint, 2010).
According to Stavros & Cole (2015) SOAR integrates Appreciative Inquiry (Al) with a
strategic planning framework to create a change process that inspires organizations and
stakeholders to engage in results-oriented strategic planning efforts (Chiu, 2019). SOAR
consists of four elements, including:

Strength (S) is everything that is the greatest strength and capacity owned, in the
form of assets, both physical assets and intangible assets, which are able to support the
sustainability of the company, and whose strengths have been developed for the
advancement of organizations and people in the future.

Opportunities (O) is a component of the external environment that must be evaluated
so that it is clear what must be done to take advantage of it. When companies are able to
capitalize on opportunities in a timely and appropriate manner, they make a profit.

Aspirations (A) are hopes, visions, and missions to be realized in order to instill
confidence in the product, market, and whatever is done to achieve the desired vision in
order to generate good sentiment and enthusiasm to improve performance and service.

Results (R) is the result of strategic planning which will indicate the number of goals
that have been agreed unanimously. It is very important to establish an attractive system of
recognition and rewards so that members of the organization feel motivated in their efforts
to achieve the goals that have been set.

I11. Research Method

3.1 Types of Research

The method used in this research is descriptive qualitative with SOAR analysis
approach. Qualitative research is a descriptive method by collecting data from observable
objects in the form of sounds, writings and actions (Nugrahani, 2014). Qualitative research
aims to find answers to a question through systematic scientific procedures using a
qualitative approach. The research subject in this study is the marketing strategy of the
Confetti Project invitation printing service in Samarinda.

3.2 Data Collection Technique

Data collection techniques in this study used observation and interview techniques.
The type of observation used in this study is the observation of participation and
involvement in the daily activities of people who have been or have been used as sources
and research. Interviews were conducted with the owner of the Confetti Project and several
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consumers in a structured manner, preparing several questions related to research in order
to get answers that can help researchers carry out their research.

3.3 Research Location and Time
The place of this research is the Confetti Project, which is located on Jalan Pulau

Kalimantan No. 29, Kec. Samarinda City, Samarinda City, East Kalimantan. Meanwhile,

the research was conducted for 3 months, starting from December 2021 to February 2022.

IV. Results and Discussion

The formulation of the marketing strategy for the Confetti Project invitation printing
service using SOAR analysis is as follows:

Table 1. SOAR . Matrix

Internal
External

Strengths(S)

Invitation design variations
An affordable price
Invitation print quality

HR Skills

Service quality

Opportunities(O)
1. Growing
industry

2. Wedding Festival
3. Customer understanding
of custom design invitations

wedding

Easy upfront  payment | 4. Maximize digital
system marketing
Easy ordering system 5. Develop and focus
product variations
Aspirations(A) SA Strategy OA Strategy
Added a variety of digital | Give more attention to the | Focusing on product

invitations

Printing machine updates
Increase promotion on social
media (Instagram)
Promotional discounts or
discounts at certain times
Expanding the production
site

variety of digital invitations
in order to provide digital
invitation options to
consumers (S1, Al)

Provide discounts on several
types of invitations at
certain moments (S2, A4)
Prepare a wider production
area to maximize production
activities (S4, Ab)

Provide discounted promos
or attractive promos such as
giving invitations to special
followers on Instagram (S1,
S2, A3, Ad)

variations, such as offerings

and dowry as well as
promotions  for  product
discounts on

offerings/dowry on social
media (Instagram) (O5, A3,
Ad)

Provide product quality
education on social media
(Instagram) (04, A3)

Results(R)
Added digital
variations
Updating the printing press
Do more promotion on
social media (Instagram)
Give attractive discounts at
certain moments

invitation

SR Strategy

Conduct promotions related
to convenience in the
invitation ordering system
(S6, S7, R3)

Perform routine checks on
printing machines to
produce high quality

OR Strategi Strategy
Updating the variety of
digital invitations  and
discount promos (01, R1,
R4)

Promoting discounted prices
at Wedding Festival events
(02, R4)
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Expanding the production | printouts (S3, R2)
site so that production
activities are more effective
and efficient

Source: Research Results, 2022

Based on the presentation of the results of the SOAR matrix table regarding several
marketing strategies that were created, it can be formulated what alternative strategies can
be applied by the Confetti Project to face competition, including:

1. The strategy of paying more attention/focus on updating the variety of digital
invitations.
The strategy of providing promotional discounts or discounts at certain times.
Strategy to expand the production site.
The strategy of updating the printing press.
Strategies to increase promotional activities on social media (Instagram).

agblrwn

V. Conclusion

Based on the results of SOAR analysis, marketing strategies that can be used as
strategy formulations and can be implemented in the Confetti Project are strategies to pay
more attention/focus on updating variations of digital invitations, strategies to provide
promotional discounts or discounts at certain times, strategies to expand production sites,
strategies to renew machines print, and strategies to increase promotional activities on
social media (Instagram).

Suggestions given to further researchers are for further research, researchers can be
more detailed in analyzing the overall strategy and can use other analytical tools that are
more likely to help business development. As well as suggestions that can be given to the
Confetti Project is that the Confetti Project needs to analyze its marketing strategy on a
regular basis, so that strategic planning can be adapted to the conditions of new needs for
Confetti Projects.
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