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 This research starts from a phenomenon that indicates that the competitive advantage of Small and 
Medium Enterprises (SMEs) in increasingly fierce business competition has not yet achieved in 
Sukabumi, Indonesia. This is indicated by the inefficiency of production costs felt by SMEs which 
are not capable of creating competitive prices and the difficulty of making unique products. The 
purpose of this study is to determine the magnitude of the influence of dimensional strategic plan-
ning on the competitive advantage of SMEs. The results of the analysis and discussion are expected 
to find a concept regarding SME strategic planning. This study uses a quantitative approach, with 
an explanatory survey design that explains and describes the level of influence of strategic planning 
on the competitive advantage of SMEs in Sukabumi Regency, Indonesia. By using data analysis of 
Structural Equation Modeling (SEM), the results of the study indicate that there is a significant 
influence of strategic planning on the competitive advantage of SMEs in Sukabumi, Indonesia. 
Strategic planning which consists of three dimensions, namely: the desires of external stakeholder, 
the company's internal encouragement, and the company's database, significantly influences the 
competitive advantage of SMEs. Of the three dimensions of strategic planning, the dimensions of 
external stakeholder have the highest influence, while the company's database have the lowest ef-
fect. These results practically imply for SMEs to increase the consideration of company database 
in preparing the SME strategic planning. 
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1. Introduction 
 
 

 

Strategic planning becomes very important to pay attention to every company, especially SMEs (Stonehouse & Pemberton, 
2002; Gibbons & O'connor, 2005). The intended strategic planning is in terms of marketing, production, finance and human 
resources. Strategic planning is the process of selecting company goals, determining strategies, strategic programs, and deter-
mining the methods needed to ensure that strategies and policies have been implemented. Strategic planning is also a long-
term planning process that is structured to achieve company goals. In other words, strategic planning is a systematic manage-
ment process or a decision making process for programs to be carried out by the company and an estimate of the amount of 
resources that will be allocated in each program over the next few years. Strategic planning occupies a crucial position, since 
it determines the comprehensive, coherent, and balanced long-term plans and short-term plans produced by the company. This 
strategic planning is certainly prepared by the leadership of the company involving other parties who are considered important 
and necessary (Wang et al., 2007). Oktavina (2008) states that strategic management is devoted to performance evaluation 
and strategy implementation that will result in SME performance and competitive advantage (Awino, 2013). The external and 



 412 

internal environment is an inseparable part that must exist in strategic planning. Naranjo-Valencia et al. (2016) links the 
factors of both the internal or external environment with the performance of small businesses that are associated with person-
ality, organizational culture and business strategy orientation. Nurhajatie (2009) examined entrepreneurial orientation and 
social capital and their influence on organizational performance improvement strategies which is an empirical study on. 
Heatubun (2008) examines the role of small and medium-sized businesses in economic growth and exports. Duhan et al. 
(2001), Camuffo & Comacchio (2005), Anggraeni (2020), Tehseen & Ramayah (2015) show the relationship between man-
ager competence and access to information on the competitive advantage of small businesses and their implications for busi-
ness success achieved by cost and differentiations. Basri (2005) suggested the influence of cooperative advantage strategies 
on the competitiveness of small and medium-sized companies in international marketing. Prior studies have focused more on 
the competitiveness of SMEs at the international level (Singh et al., 2010; Di Gregorio et al., 2009; Coviello, 1998; Vătămăn-
escu et al., 2017), and less focus on the competitive advantage of SMEs in the local context, especially in the use of databases 
and networks. Most SMEs face inefficient production costs so they do not create competitive prices and the difficulty of 
making unique products that can differentiate from other companies on the same product. In addition, competitive advantage 
is highly dependent on the preparation of strategic planning. To anticipate the inability to improve SMEs' competitive ad-
vantage, strategic planning is needed. This study seeks to conduct research with a strategic planning construct and competitive 
advantage in the research locus in the form of SMEs producing metal products in Sukabumi, Indonesia. 

 
2. Literature Review 
 
Allison and Kaye (2005) define strategic planning as a systematic process agreed upon by the organization and build involve-
ment among key stakeholders about priorities that are essential to its mission and responsive to the operating environment. 
Strategic planning is specifically used to sharpen the focus of the organization, so that all organizational resources are used 
optimally to serve the organization's mission. This means that strategic planning as a guideline for an organization must be 
responsive to a dynamic and unpredictable environment. The strategic planning process consists of three main components 
(Armstrong, 1982; Shrader et al., 1989) including formulation, which includes the development of the mission, determination 
of the main objectives, assessment of external and internal environment and evaluation and selection of alternatives; applica-
tion; and controlling. Orpen (1985) states that strategic planning benefits small companies by encouraging them to look for 
new alternatives to increase their sales and competitive position. Bracker et al. (1988) suggested that careful strategic planning 
benefits small companies in a rapidly developing dynamic industry. Rue and Ibrahim (1998), Shrader et al. (1989) stated that 
managers in small and medium-sized companies indicate that company planning is generally done on their own, which means 
managers as well as planners. Strategic planning in various business circumstances that should be owned by companies both 
large and small, because with strategic management will be able to function as a means to communicate corporate objectives 
and alternative paths that will be taken to achieve these goals. Strategic planning usually covers a period of one to five years 
(Rue & Ibrahim, 1998). Strategic planning is a guideline for an organization to respond to a dynamic and difficult to predict 
environment. Strategic planning emphasizes the importance of making decisions that place the organization to respond suc-
cessfully to changes in the environment. In an effort to increase competitive advantage, it is necessary to explore further the 
factors that can influence a strategic planning so as to create the value of competitive advantage. Regarding the basis of 
strategic planning, there are 2 basic corporate strategic plans. First, anticipatory intuitive planning is a plan that is based on 
the experiences, instincts, considerations and reflective of a manager, in other words anticipatory intuitive strategic planning 
is planning based on past experiences, considerations and reflective thinking. Usually this kind of planning is determined not 
formally alias non-formal. Second is formal long-term planning that is planning based on procedures, research, involving 
many people and producing a set of written plans. Thus, this kind of planning can be said as formal strategic planning (Rob-
inson & Pearce, 1983). 

 
3. Hypothesis 
 
Formulating the dimensions of strategic planning is a task for researchers because strategic planning theory is always dis-
cussed in a more general perspective, so a red thread should be drawn when formulating how strategic planning is formed. 
The theory of strategic planning becomes a little complicated when it is associated with SMEs, because there have not been 
many SME strategic planning studies conducted specifically in Indonesia. The SME strategic planning that the researchers 
formulated is the desire of external stakeholder, the company's internal encouragement, the company's database, the evaluation 
of the external environment and evaluation of the internal environment. However, in this study, environmental evaluation will 
not be included in strategic planning because all companies will certainly do an analysis or evaluation of the environment 
both outside and inside without question. Thus, the SME strategic planning formulated is the desire of external stakeholder, 
the company's internal encouragement and the company's database. Regarding the wishes of external stakeholder, Steiner 
(1979) explains some of the stakeholder referred to: the community, certain communities, owners of capital, customer suppli-
ers and creditors. The company's internal encouragement consists of: top managers, lower level managers, workers related to 
the production process, and administrative employees. For the company's database, Steiner (1979) divides it into three, that 
are past performance, current situation and forecasting the future. Regarding the relationship between strategic planning and 
competitive advantage, many researchers have already done so, including Powell (1992), Veskaisri et al. (2007), Schmidt 
(2010), O'Regan and Ghobadian (2007), Lyles et al. (1993), Jusoh and Parnell (2008), Weil (1985) state that there are several 
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ways to create competitive advantages for companies, especially SMEs, through differentiation, cost leadership, response 
speed and market focus. 

 
H1: There is a significant effect of external stakeholder on SME strategic planning 
H2: There is a significant effect of internal encouragement on SME strategic planning 
H3: There is a significant effect of company database on SME strategic planning  
H4: The higher the strategic planning, the higher the competitive advantage of SMEs 

 
 
 
 
 
 

 
 
 
 

Fig. 1. Research Framework 
 

4. Research Method 
 
This study collected a sample of 106 respondents from entrepreneurs in Sukabumi. This research is a causality model (causal 
relationship/influence). The analysis in this study was examined through the relationship structure of a number of series equa-
tions using the Structural Equation Model (SEM) analysis tool. SEM Equation Model is a statistical technique that is used to 
test a series of relationships between several variables formed from factor variables or observed variables. The statistical 
verification analysis method in the study was conducted using the Structural Equation Modeling (SEM) method with the help 
of LISREL 9.10 software. This research technique will use two approaches: (1) confirmatory factor analysis, to confirm the 
most dominant factors in a group of variables, (2) regression weight in SEM that is used to examine how much the relationship 
between variables. 

 

5. Result 
 

5.1 Influence of External Stakeholder, Internal Encouragement and Enterprise Database on SME Strategic Planning 
 

The results of the analysis of the SME strategic planning variable measurement model that is used to explain the three dimen-
sions more accurately, are analyzed using the path coefficient and t-value are presented in Table 1.  

 

Table 1  
Analysis of the Measurement Model for SME Strategic Planning 

Dimension Factor Loading R2 Error Var. t-arith t-table note 
External stakeholder (X1) 2.35 0.686 2.59 10.26 1.98 Sig. 
Internal encouragement 1.69 0.670 1.41 10.19 1.98 Sig. 
Company database 1.11 0.636 1.11 9.83 1.98 Sig. 
Construct reliability 0.883 
Extracted variance 0.66 

 
Table 1 presents the results of the calculation of the measurement model from the path coefficient (factor loading) to the 
significance of the coefficient. It can be seen from the table that all dimensions have path efficiency greater than 0.50 so it 
can be concluded that all dimensions are valid in measuring strategic planning. From the results of hypothesis testing can also 
be seen in the column description of all dimensions expressed significant in measuring. Furthermore, the construct reliability 
coefficient has a value of 0.883, greater than 0.700, so it can be stated that all dimensions consistently measure SME strategic 
planning. This value also illustrates that 88% of the diversity of the SME strategic planning can be reflected by three dimen-
sions, namely the desires of external stakeholder, the company's internal encouragement, and the company's database. Fur-
thermore, the extracted variance coefficient value is 0.66, indicating that 66% of the diversity of the four dimensions can be 
explained by SME strategic planning. From these three dimensions, it is seen that the dimension that is most capable of 
measuring strategic planning. The results of the study show the dimension of external stakeholder (X1) has a path coefficient 
of 2.35 with the results of the test of the path coefficient being declared significant with coefficient greater than 0.5. This 
indicates that this dimension can validly measure SME strategic planning. The reliability coefficient R2 of 0.686 states that 
68.6% of the diversity of this dimension is influenced by SME strategic planning. The dimension of the company's internal 
encouragement (X2) has a path coefficient of 1.69 with the results of the test of the path coefficient being declared significant 
and a coefficient greater than 0.5 indicates that this dimension can validly measure SME strategic planning. The reliability 
coefficient R2 of 0.67 states that 67% of the diversity of this dimension is influenced by SME strategic planning. The company 
database (X3) has a path coefficient of 1.11 with the results of the test of the path coefficient being declared significant and a 
coefficient greater than 0.5. This indicates that this dimension can validly measure SME strategic planning. The reliability 
coefficient R2 of 0.636 states that 63.6% diversity of this dimension is influenced by SME strategic planning.  

External stakeholder 

Internal encouragement 

Company database 

Strategic 
planning 

Competitive 
advantages 
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5.2 Cost and Differentiation, Responsiveness, Market Focus on Competitive Advantage 
 

Competitive advantage is measured using 4 dimensions: cost leadership, differentiation, responsiveness and market focus. 
Calculation results for path coefficient (factor loading) of competitive advantage (Y) for the four dimensions are presented in 
Fig. 2. 
 

 

Table 2 
Analysis of Measurement Model of Competitive Advantage 

Dimension 
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Cost leadership (Y1) 0.89 0.220 2.805 3.32 1.98 Sig. 
Differentiation (Y2) 2.57 0.199 26.57 3.35 1.98 Sig. 
Responsiveness (Y3) 0.65 0.0542 7.36 2.04 1.98 Sig. 
Market Focus (Y4) 2.26 0.495 5.22 4.14 1.98 Sig. 
Construct Reliability 0.92 
Extracted Variance 0.67 

 

Chi-Square 34.30, df = 13, P-value = 0.00108, RMSEA = 0.118  
Fig. 2. Model of Competitive Advantage Measurement (Standardized Coefficient) 

 
Fig. 2 shows the path for the measurement model results on the magnitude of the coefficient values of each dimension related 
to competitive advantage. The results of the values from each dimension show coefficient value>0.50. The results of the 
analysis of the measurement model of competitive advantage, namely the path coefficient and the value of t-value are given 
in Table 2, which presents the results of the calculation of the measurement model from the path coefficient (loading factor) 
to the significance of the coefficient. The results show all dimensions have a path coefficient greater than 0.50. All dimensions 
are valid in measuring the latent variable of competitive advantage. Furthermore, the construct reliability coefficient has a 
value of 0.92, greater than 0.70. The results show that all dimensions consistently measure the competitive advantage. This 
value also illustrates that 92% of the proportion of the variance of competitive advantage was reflected by the four dimensions 
of cost leadership (Y1), differentiation (Y2), responsiveness (Y3) and market focus (Y4). Furthermore, the extracted variance 
coefficient value of 0.67 shows that 67% of proportion of the variance of the four dimensions can be explained by the latent 
variable of competitive advantage. It appears that all dimensions have a large coefficient of loading factor so that these four 
dimensions are quite capable of reflecting competitive advantage. The cost leadership (Y1) has a path coefficient of 0.89 with 
the results of the test of the path coefficient being declared significant and a coefficient greater than 0.5. This indicates that 
this dimension can validly measure competitive advantage. The reliability coefficient R2 of 0.220 states that 22% proportion 
of the variance is influenced competitive advantage. The dimension of differentiation superiority (Y2) has a path coefficient 
of 2.57 with the results of the test of the path coefficient being declared significant and a coefficient greater than 0.5. This 
indicates that the dimension can validly measure competitive advantage. The reliability coefficient R2 of 0.119 states that 
11.9% proportion of the variance of this dimension is influenced by competitive advantage. The dimension of fast responses 
(Y3) has a path coefficient of 0.65 with the results of the test of the path coefficient declared significant and a coefficient 
greater than 0.5. This indicates that this dimension can validly measure competitive advantage. The reliability coefficient R2 
of 0.054 states that 5.4% proportion of the variance of this dimension is influenced by competitive advantage. The market 
focus (Y4) has a path coefficient of 2.26 with the test results of the path coefficient being declared significant and a coefficient 
greater than 0.5. This indicates that this dimension can validly measure the competitive advantage. The reliability coefficient 
R2 of 0.495 states that 49.5% proportion of the variance is influenced by competitive advantage.  

 

5.3  Structural Model Analysis and Hypothesis Test  
 

Structural equation modeling analysis examines the effect of strategic planning on the competitive advantage of SMEs. Anal-
ysis of the structural model is shown in Fig. 3.  
 

 

Table 3 
Effects of strategic planning on competitive advantages of 
SMEs 

Variable Coefficient t-arith. t-table Note 
Strategic 
Planning 0.84 4. 32 1.98 Sig. 

 

Fig. 3. Std. Coefficient Strategic Planning for Competitive 
Advantages of SMEs 

 

 

Fig. 3 is a structural equation model that reflects structural equations and measurement equations. Structural equations show 
the relationship between exogenous (strategic planning) and endogenous variables (competitive advantage). The results show 
the relationship between the effects of strategic planning on competitive advantage. From the calculation results, the coeffi-
cient of the strategic planning path to the competitive advantage of SMEs is 0.84 with a calculated value of 4.32 with an error 
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variance of 0.30. The path coefficient of 0.84 indicates that the influence of strategic planning on competitive advantages of 
SMEs is 0.84 (std. dev). By squaring the path coefficient, the coefficient of determination is obtained with a value of 0.70. 
This value explains that 70% of the proportion of the variance of competitive advantage was explained by strategic planning. 
The result of t-value. (4.32)> t-table (1.98), so that the hypothesis is accepted (Table 3). Table 4 shows the magnitude of the 
direct and indirect effects of strategic planning on the indicators of competitive advantage. 
 

Table 4  
Direct and indirect effects of strategic planning on competitive advantages  

Endogenous Variables strategic planning 
Direct Indirect Total 

Competitive advantages 0.84 - 0.84 
Cost leadership (Y1) - 0.746 0.746 
Differentiation (Y2) - 2.152 2.152 
Responsiveness (Y3) - 0.545 0.545 
Market Focus (Y4) - 0.545 0.545 

 
Table 4 shows the direct effect of strategic planning on the competitive advantage of SMEs at 0.84. Moreover, the influence 
of SME strategic planning indirectly on the indicator of cost leadership is 0.746; the effect to the indicator of excellence 
differentiation is 2,152; for a responsiveness is 0.545; and to the market focus is equal to 0.545. The results show that the 
influence of strategic planning on SME competitive advantage is seen from changes in the indicators of cost leadership and 
differentiation. The test results indicate that the cost leadership indicator is indirectly influenced by the variable strategic 
planning. The results support several previous findings that show a relationship between cost performance and strategic plan-
ning and with broader elements of management system (Nair et al., 2015; Kharub et al., 2019; Suarez et al., 2016; Amelsberg, 
2002; Emmett, 2005). Strategic planning is to create their products so that they have a competitive advantage in the market, 
especially in terms of cost advantages compared to other companies with the same product, including governance and imple-
mentation of guidelines regarding efficient production costs, low average cost, marginal costs low, and competitive cost effi-
ciency when developing strategic planning.  

 

6. Conclusion 
 

Strategic planning in the company shows that the company is directed, not working as it wishes. With strategic planning, 
efficiency and effectiveness of the company will be created. Strategic planning is one aspect that is quite important for the 
achievement of overall company goals. The test results show the strategic planning of the competitive advantage of SMEs in 
Sukabumi which is a reflection of the results of the accumulation of the three dimensions. The dimension that has the lowest 
value in its ability to reflect the strategic planning variable is the company's database dimension; while the greatest ability is 
the dimension of the wishes of the outer stakeholder. The analysis also shows that SME strategic planning has a significant 
influence on the competitive advantage of SMEs. This relationship implies that the three dimensions build SME strategic 
planning to provide a high contribution to the competitive advantage of SMEs. The internal encouragement has a path coef-
ficient with significant result. The test also indicates the reliability coefficient of this dimension is influenced by strategic 
planning. This internal encouragement dimension of the company, both in terms of path coefficient and reliability coefficient, 
has provided a significant and valid measurement second only to the dimensions of the wishes of the external stakeholder, 
and is more significant and more valid than the dimensions of the company database. The statistical analysis also highlights 
that strategic planning is empirically proven to affect competitive advantage, especially the dimensions of differentiation. 
Strategic planning in this context refers to efforts to create their products in order to have a competitive advantage in the 
market, especially superiority in product differentiation compared to other companies with the same product, including re-
garding the types of products that are in line with consumer expectations, good product quality, shape products according to 
consumer expectations, timeliness of product handover, good service quality, good after-sales service, easy payment methods, 
good impression, use of the latest technology, good company reputation, consistency in production, and good image when 
formulate strategic planning. Practically, this finding lays an important foundation that strategic planning is vital for all types 
and sizes of companies, in this case SMEs. The implication, strategic planning is also not distinguished whether it is formal 
or informal. In terms of existence, formal strategic planning is no better than informal strategic planning, and vice versa. Thus, 
strategic planning must be owned by all companies including SMEs, both formal and informal. Strategic planning also in its 
preparation must consider at least three things, namely the desires of external stakeholder, the company's internal encourage-
ment and the company's database.  

 

References 
 

Allison, M., & Kaye, J. (2005). Perencanaan Strategis Bagi Organisasi Nirlaba. Yayasan Pustaka Obor Indonesia. 
Amelsberg, J. (2002). Systemic performance and cost management: a management framework for organizational excellence. In ASQ 

World Conference on Quality and Improvement Proceedings (p. 487). American Society for Quality. 
Anggraeni, A.I. (2020). Executive Role in the use of information technology in public organizations. Arthatama, 4(1), 1-19. 
Armstrong, J. S. (1982). The value of formal planning for strategic decisions: Review of empirical research. Strategic Management 

Journal, 3(3), 197-211. 
Awino, Z. B. (2013). Strategic planning and competitive advantage of ICT small and medium enterprises in Kenya. Business and 

Management Horizons, 1(1), 191-204. 
Basri, F. H. (2005). Tantangan dan Peluang Otonomi Daerah. Universitas Brawijaya, Malang. 



 416 

Bracker, J. S., Keats, B. W., & Pearson, J. N. (1988). Planning and financial performance among small firms in a growth indus-
try. Strategic Management Journal, 9(6), 591-603. 

Camuffo, A., & Comacchio, A. (2005). Linking intellectual capital and competitive advantage: A cross-firm competence model for 
north-east Italian SMEs in the manufacturing industry. Human Resource Development International, 8(3), 361-377. 

Coviello, N. E., Ghauri, P. N., & Martin, K. A. (1998). International competitiveness: empirical findings from SME service 
firms. Journal of International Marketing, 6(2), 8-27. 

Di Gregorio, D., Musteen, M., & Thomas, D. E. (2009). Offshore outsourcing as a source of international competitiveness for 
SMEs. Journal of International Business Studies, 40(6), 969-988. 

Duhan, S., Levy, M., & Powell, P. (2001). Information systems strategies in knowledge-based SMEs: the role of core competen-
cies. European Journal of Information Systems, 10(1), 25-40. 

Emmett, S. (2005). Excellence in warehouse management: how to minimise costs and maximise value. John Wiley & Sons. 
Gibbons, P. T., & O'connor, T. (2005). Influences on strategic planning processes among Irish SMEs. Journal of Small Business 

Management, 43(2), 170-186. 
Heatubun, A. B. (2008). Peranan Usaha Kecil dan Menengah dalam Pertumbuhan Ekonomi dan Ekspor. (Dissertation, Graduate 

School, Bogor Agricultural University). 
Jusoh, R., & Parnell, J. A. (2008). Competitive strategy and performance measurement in the Malaysian context. Management De-

cision 46(1), 5-31. 
Kharub, M., Mor, R. S., & Sharma, R. (2019). The relationship between cost leadership competitive strategy and firm perfor-

mance. Journal of Manufacturing Technology Management, 30(6), 920-936. 
Lyles, M. A., Baird, I. S., Burdeane Orris, J., & Kuratko, D. F. (1993). Formalized planning in small businesses: Increasing strategic 

choices. Journal of Small Business Management, 31, 38-38. 
Nair, A., Jayaram, J., & Das, A. (2015). Strategic purchasing participation, supplier selection, supplier evaluation and purchasing 

performance. International Journal of Production Research, 53(20), 6263-6278. 
Naranjo-Valencia, J. C., Jiménez-Jiménez, D., & Sanz-Valle, R. (2016). Studying the links between organizational culture, innova-

tion, and performance in Spanish companies. Revista Latinoamericana de Psicología, 48(1), 30-41. 
Nurhajatie, T. (2009). Orientasi Entrepreneur dan Modal Sosial: Strategi Peningkatan Kinerja Organisasi (Studi Empiris pada 

UKM Furniture Kayu di Jawa Tengah) (Doctoral dissertation, Universitas Diponegoro). 
Oktavina, D. N. (2008). Pengaruh Modal Bank yang di ukur dengan CAR Terhadap Profitabilitas yang di ukur dengan Net Interest 

Margin (NIM) pada PT. Bank Ekonomi Raharja, Tbk. 
O'Regan, N., & Ghobadian, A. (2007). Formal strategic planning: annual raindance or wheel of success?. Strategic Change, 16(1‐

2), 11-22. 
Orpen, C. (1985). The effects of need for achievement and need for independence on the relationship between perceived job attributes 

and managerial satisfaction and performance. International Journal of Psychology, 20(2), 207-219. 
Powell, T. C. (1992). Research notes and communications strategic planning as competitive advantage. Strategic Management Jour-

nal, 13(7), 551-558. 
Robinson Jr, R. B., & Pearce, J. A. (1983). The impact of formalized strategic planning on financial performance in small organiza-

tions. Strategic Management Journal, 4(3), 197-207. 
Rue, L. W., & Ibrahim, N. A. (1998). The relationship between planning sophistication and performance in small businesses. Journal 

of small business management, 36(4), 24. 
Schmidt, A. M. (2010). Strategic planning and corporate performance. What is the relationship. Department of Management Journal, 

82-100. 
Shrader, C. B., Mulford, C. L., & Blackburn, V. L. (1989). Strategic and operational planning, uncertainty, and performance in small 

firms. Journal of Small Business Management, 27(4), 45. 
Singh, R. K., Garg, S. K., & Deshmukh, S. G. (2010). The competitiveness of SMEs in a globalized economy. Management Research 

Review, 33(1), 54. 
Steiner, G. A. (1979). Strategic Planning: What Every Manager Must Know. 
Stonehouse, G., & Pemberton, J. (2002). Strategic planning in SMEs–some empirical findings. Management decision 40(9), 853-86 
Suarez, E., Calvo-Mora, A., & Roldán, J. L. (2016). The role of strategic planning in excellence management systems. European 

Journal of Operational Research, 248(2), 532-542. 
Tehseen, S., & Ramayah, T. (2015). Entrepreneurial competencies and SMEs business success: The contingent role of external 

integration. Mediterranean Journal of Social Sciences, 6(1), 50-50. 
Vătămănescu, E. M., Andrei, A. G., Nicolescu, L., Pînzaru, F., & Zbuchea, A. (2017). The influence of competitiveness on SMEs 

internationalization effectiveness. Online versus offline business networking. Information Systems Management, 34(3), 205-219. 
Veskaisri, K., Chan, P., & Pollard, D. (2007). Relationship between strategic planning and SME success: empirical evidence from 

Thailand. Asia and Pacific DSI, 1-13. 
Wang, C., Walker, E., & Redmond, J. (2007). Explaining the lack of strategic planning in SMEs: The importance of owner motiva-

tion. International Journal of Organisational Behaviour, 12(1), 1-16 
Weil, K. E. (1985). Competitive advantage, creating and sustaining superior performance. Revista de Administração de Empre-

sas, 25(2), 82-84.  
                                     

 

 
© 2020 by the authors; licensee Growing Science, Canada. This is an open access article 
distributed under the terms and conditions of the Creative Commons Attribution (CC-BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


