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ABSTRACT

Along with the changes in the marketplace as well as the impact of increased com-petition and the advanced digital technologies,

speed and flexibility become critical to the printing industry. For the small or medium size printing company, forming a strate-gic

alliance with partners from different industries was a viable response to pressure from an increasingly competitive marketplace.

Strategic alliances are independent organizations collaborate to increase the com-petitive advantage of each organization. It is a fast

and flexible way to access comple-mentary resources and skills that reside in other companies, and has become an impor-tant tool for

achieving sustainable competitive advantage. The number of strategic alli-ances has increased dramatically over the past decade. On

average, the top 500 global companies each participate in more than 60 major strategic alliances. Fraught with risk, almost half fail.

Through a case study approach, this study set out to discover why some companies in the printing industry manage alliances

effectively when others fail. The findings indicated that trust and mutual benefit among partners are the most important factors for

successfully managing a strategic alliance. Previous studies of strategic alli-ances have demonstrated trust is indeed one of the most

important factors. This study, based on Kano two-dimensional quality model, proposed that key successful factors for the strategic

alliances can be further classified into hygiene and attractive factors, and trust is an attractive key successful factor. Several

propositions related to marketing strategic alliances have been proposed based on the findings of this study and practical and

theoretical implications and future research avenue were also discussed.

Keywords : the printing industry strategic alliances、the printing industry marketing alliances、the printing industry through other

strategic alliances
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