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ABSTRACT 

 

 

 

 This research carries out intervention that can help Smart Craft Interior & 

Construction Sdn Bhd in increasing their sales of Smart Mirror. Throughout this 

research, researcher had design and implemented of two marketing strategy, which is 

application of digital marketing and expansion of distribution channel. Researcher 

proposed of digital marketing for Smart Cart with the objective of increase market 

awareness toward Smart Mirror that produced by Smart Craft. For the second cycle of 

intervention, researcher proposed Smart Craft in expanding their distribution channel, 

which alternate from direct to end (direct marketing) to direct to retail (indirect 

marketing0. With this approach, it could raise customer accessibility towards Smart 

Craft product – Smart Mirror. Research objective then can be achieved with the 

implementation of these intervention. 
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ABSTRAK 

 

 

 

Penyelidikan ini melakukan intervensi yang dapat membantu Smart Craft 

Interior & Construction Sdn Bhd dalam meningkatkan penjualan Smart Mirror mereka. 

Sepanjang penelitian ini, penyelidik telah merancang dan menerapkan dua strategi 

pemasaran, yaitu penerapan pemasaran digital dan pengembangan saluran distribusi. 

Penyelidik mencadangkan pemasaran digital untuk Smart Cart dengan objektif untuk 

meningkatkan kesedaran pasaran terhadap Smart Mirror yang dihasilkan oleh Smart 

Craft. Untuk kitaran intervensi kedua, penyelidik mencadangkan Smart Craft dalam 

mengembangkan saluran pengedaran mereka, yang bergantian dari terus ke akhir 

(pemasaran langsung) ke terus ke runcit (pemasaran tidak langsung0. Dengan 

pendekatan ini, ia dapat meningkatkan aksesibilitas pelanggan terhadap produk Smart 

Craft - Smart Cermin. Objektif penyelidikan dapat dicapai dengan pelaksanaan 

intervensi ini. 
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CHAPTER 1 

 

 

INTRODUCTION 

 

 

 

1.1 Introduction 

 

 The purpose of this research is to increase of Smart Craft Interior and 

Constructing Sdn Bhd sales by implement of marketing strategy for its innovative 

product. In this chapter, I will discuss the background of Smart Craft Sdn Bhd, problem 

statement, research question, research objectives, researcher role, research ethic and 

significant of this research. 

 

 

 

1.2 Information about the Case Company 

 

Smart Craft Interior & Construction Sdn Bhd is a civil engineering company 

that located in Senai, Johor. This company provide wide range of product and services, 

including of interior design, housing renovation, and furniture design.  
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Smart Craft Interior & Construction Sdn Bhd started operating on year 2017. 

The founder of this company, Mr. Chin Wei Chen, stated that Smart Craft Interior & 

Construction Sdn Bhd is not a conventional renovation company. With the company 

name of “Smart Craft”, this company design and develop their product with the central 

ideal of “smart product” and “smart home”. Therefore, apart from providing of interior 

design, renovation and construction service, Smart Craft had developed and innovated 

their new smart product which called as “Smart Mirror”.  

 

Smart Mirror is a product launch aligned with the central ideal of smart living, 

which equipped with the feature of lighting, music playing, anti-fog, Bluetooth call, 

and temperature display. 

 

 

 

1.3 Problem Statement 

 

 Smart Craft Interior & Construction Sdn Bhd has currently innovated their new 

smart product which call ‘smart mirror”. Unlike typical mirror, smart mirror is a mirror 

that equipped the feature of lighting, music playing, anti-fog, Bluetooth call, and 

temperature display. This newly innovated product is novel in local market. As this 

product equipped with technological features, the pricing is relatively higher than 

typical mirror. Hence, Smart Craft Interior & Construction Sdn Bhd is facing difficulty 

to increase the sales of this intervened product.  

 

Meanwhile, Smart Craft Interior & Construction Sdn Bhd did not apply of 

appropriate marketing strategies that can enable them to penetrate into local market 

and increase their sales volume. According to Mr. Chin, Smart Mirror had developed 

and launched on year 2019, however market respond towards this product is slow and 

sales volume is at pessimistic level.   
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As Mr. Chin had put massive effort in developing of Smart Mirror, he wish that 

his innovation can be recognize and gain market acceptance. Therefore, he wish that 

this research might provide effective solution to increase the sales of Smart Mirror. 

 

 

 

1.4 Research Question 

 

 According to the problem statement, the present research is going to answer the 

following research question: 

1. What marketing strategy should implement to increase the sales volume of 

Smart Mirror? 

 

 

 

1.5 Research Objective 

 

 The research objective for this study as below: 

1. To implement effective marketing strategy to increase the sales volume of 

Smart Mirror. 
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1.6 Researcher Role 

 

 Throughout the research, the researcher is responsible to design a series of 

effective marketing strategy that can help Smart Craft to increase sales of ‘smart 

mirror’. Marketing strategy that be design then will be implement by Smart Craft. 

Researcher will conduct two cycle of performance evaluation and propose with 

effective improvement. 

 

 

 

1.7 Research Ethic 

 

 This research conducted with the consent gained from Mr. Chin, the owner of 

Smart Craft Interior & Construction, supported with letter of consent. The objective of 

this research is clearly discussed among researcher and subject of study. Throughout 

this research, methodology of collecting data was acknowledged and approved by both 

participants. Data collected for this research is confidential and non-disclose to protect 

the right, and interest of participant. 

 

 

 

1.8 Significant of Study  

 

 This research is attempt to design and implement of effective marketing 

strategy to improve sales volume of Smart Mirror. As stated in problem statement, 

Smart Craft Interior & Constructing Sdn Bhd did not consist of marketing team to 

design of appropriate marketing strategy that can improve organization’s financial 

performance. Hence this study set out insight for Smart Craft Interior & Construction 
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Sdn Bhd which marketing strategies play important role in an organization for growth. 

An appropriate design marketing strategy might help company taking a leaps forwards 

in their performance. 

  



69 
 

REFERENCE 

 

Altrichter, H., et al. (2002). "The concept of action research." The learning organization. 

  

Bearden, W. O., et al. (1989). "Measurement of Consumer Susceptibility to Interpersonal 

Influence?'Journal of Consumer Research 15 (March): 473-481.--, and. 1990." Further 

Validation of the Consumer Susceptibility to Interpersonal Influence Scale: 770-776. 

  

Bergen, M., et al. (1992). "Agency relationships in marketing: A review of the implications 

and applications of agency and related theories." Journal of Marketing 56(3): 1-24. 

  

Biermann, F. (2017). A World Environment Organization: solution or threat for effective 

international environmental governance?, Routledge. 

  

Burns, A. (2003). Collaborative action research for English language teachers, Ernst Klett 

Sprachen. 

  

Burns, A. (2005). "Action research: An evolving paradigm?". 

  

Cespedes, F. V. (1991). Organizing and implementing the marketing effort: Text and cases, 

Addison-Wesley Publishing Company. 

  

Cho, C. and H. Lee (2018). Digital marketing 4.0, Seoul: Green Pine Media. 

  



70 
 

Cole, E. (2012). Advanced persistent threat: understanding the danger and how to protect your 

organization, Newnes. 

  

Dent, J. (2011). Distribution channels: Understanding and managing channels to market, 

Kogan Page Publishers. 

  

Dick, B., et al. (2009). Theory in action research, SAGE Publications Sage UK: London, 

England. 

  

Feldman, A. (2007). "Teachers, responsibility and action research." Educational Action 

Research 15(2): 239-252. 

  

Fraj‐Andrés, E., et al. (2009). "Factors affecting corporate environmental strategy in Spanish 

industrial firms." Business strategy and the Environment 18(8): 500-514. 

  

Greenley, G. E. (1989). "An understanding of marketing strategy." European Journal of 

marketing 23(8): 45-58. 

  

Gürel, E. and M. Tat (2017). "SWOT analysis: a theoretical review." Journal of International 

Social Research 10(51). 

  

Heale, R. and D. Forbes (2013). "Understanding triangulation in research." Evidence-based 

nursing 16(4): 98-98. 

  

Hoskisson, R. E., et al. (2012). Competing for advantage, Cengage Learning. 



71 
 

  

Humphreys, J. (2007). "Weakness or opportunity." MIT Sloan Management Review 48(3): 96. 

  

Hussey, D. E. (2007). Strategic management: from theory to implementation, Taylor & Francis. 

  

Jacob, S. A. and S. P. Furgerson (2012). "Writing interview protocols and conducting 

interviews: tips for students new to the field of qualitative research." Qualitative 

Report 17: 6. 

  

Katsikeas, C. S., et al. (2016). "Assessing performance outcomes in marketing." Journal of 

Marketing 80(2): 1-20. 

  

Kerin, R. A., et al. (1990). Contemporary perspectives on strategic market planning, Allyn & 

Bacon. 

  

King, R. K. (2004). "Enhancing SWOT analysis using triz and the bipolar conflict graph: a 

case study on the Microsoft Corporation." Proceedings of TRIZCON2004, 6th Annual 

Altshuller Institute. 

  

Kotler, P. and K. L. Keller (2006). Marketing management: Pearson international edition, 

Pearson Prentice Hall. 

  

Lee, H. and C.-H. Cho (2019). "An empirical investigation on the antecedents of consumers’ 

cognitions of and attitudes towards digital signage advertising." International Journal 

of Advertising 38(1): 97-115. 



72 
 

  

Lee, H. and C.-H. Cho (2020). "Digital advertising: present and future prospects." International 

Journal of Advertising 39(3): 332-341. 

  

Lewin, K. (1946). "Action research and minority problems." Journal of social issues 2(4): 34-

46. 

  

McNiff, J. (2013). Action research: Principles and practice, Routledge. 

  

McNiff, J. (2016). You and your action research project, Routledge. 

  

Morgan, N. A. (2012). "Marketing and business performance." Journal of the academy of 

marketing science 40(1): 102-119. 

  

Ngavi, P. (2014). An investigation into the impact of distribution channel length on sales 

volume: case of Wheeler Dealers Car Sales, BUSE. 

  

Phadtare, M. T. (2010). Strategic management: Concepts and cases, PHI Learning Pvt. Ltd. 

  

Porst, R. (2011). Fragebögen. Ein Arbeitsbuch, VS Verlag, Wiesbaden. 

  

Raynolds, L. T., et al. (2007). Fair trade: The challenges of transforming globalization, 

Routledge. 

  



73 
 

Rogers, E. (2003). Diffusion of innovations (Free Press trade paperback ed.). New York, NY 

ua, Free Press. Retrieved from http://swbplus. bsz‐bw. de/bsz107999064inh. htm. 

  

Slater, S. F., et al. (2010). "Factors influencing the relative importance of marketing strategy 

creativity and marketing strategy implementation effectiveness." Industrial Marketing 

Management 39(4): 551-559. 

  

Slater, S. F. and E. M. Olson (2001). "Marketing's contribution to the implementation of 

business strategy: An empirical analysis." Strategic Management Journal 22(11): 

1055-1067. 

  

Srinivasan, R., et al. (2016). "Impact of social media marketing strategies used by micro small 

and medium enterprises (MSMEs) on Customer acquisition and retention." IOSR 

Journal of Business and Management 18(1): 91-101. 

  

STERN, L. and E. ANSARY AI; COUGHLAN, AT 1996. Marketing channels, New Jersey: 

Prentice Hall. 

  

Taylor, C. R. (2009). The six principles of digital advertising, Taylor & Francis. 

  

Truong, Y. and G. Simmons (2010). "Perceived intrusiveness in digital advertising: strategic 

marketing implications." Journal of strategic marketing 18(3): 239-256. 

  

Varadarajan, P. R. and S. Jayachandran (1999). "Marketing strategy: an assessment of the state 

of the field and outlook." Journal of the academy of marketing science 27(2): 120-143. 

http://swbplus/


74 
 

  

 Ngavi, P. (2014). An investigation into the impact of distribution channel length on sales 

volume: case of Wheeler Dealers Car Sales, BUSE. 

  

Porst, R. (2011). Fragebögen. Ein Arbeitsbuch, VS Verlag, Wiesbaden. 

 

  




