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ABSTRACT

The social media has witnessed an exponential growth in the new millennium.
With the rapid development of Internet technology, e-commerce has become a key
means of modern enterprise competition. This study is descriptive based on the
collection and analysis of results of studies, reports, periodicals, and books related to the
topic of study to investigate the relationships between E-commerce on marketing
Strategy. However, relatively few researches has examined its interventions, and most
of the existing studies have not assessed the degree to which these e-commerce
applications enable to increase sales and number of potential followers and customers in
social media. One reason for this is that there are a number of limitations associated with
the implementation of e-commerce applications including the fact that they: (a) low
number of sales, (b) are impersonal and passive, and (c) low number of followers. Thus,
the primary purposes of this study are to review the interventions of implementation of
e-commerce applications towards the marketing strategies, consider the existing
literature on the topic, and discuss the impacts and potential limitations of the existing
implementation of e-commerce applications. In addition, we offer directions for action
research and implementation of e-commerce applications to increase sales and humber
of potential followers and customers in social media.



ABSTRAK

Media sosial telah menyaksikan pertumbuhan pesat di alaf baru. Dengan
perkembangan pesat teknologi Internet, e-dagang telah menjadi kaedah utama
persaingan perusahaan moden. Kajian ini bersifat deskriptif berdasarkan pengumpulan
dan analisis hasil kajian, laporan, berkala, dan buku yang berkaitan dengan topik kajian
untuk menyelidiki hubungan antara e-dagang dengan strategi pemasaran. Walau
bagaimanapun, hanya sedikit kajian yang mengkaji campur tangannya, dan kebanyakan
kajian yang ada belum menilai sejauh mana aplikasi e-dagang ini memungkinkan untuk
meningkatkan penjualan dan jumlah bakal pengikut dan pelanggan di media sosial.
Salah satu sebab untuk ini adalah bahawa terdapat halangan yang terlibat dengan
pelaksanaan aplikasi e-dagang termasuk fakta bahawa: (a) jumlah jualan yang rendah,
(b) tidak menggalakkan dan pasif, dan (c) jumlah yang pengikut yang rendah. Oleh itu,
tujuan utama kajian ini adalah untuk meninjau intervensi pelaksanaan aplikasi e-dagang
terhadap strategi pemasaran, mempertimbangkan literasi yang ada mengenai topik ini,
dan membincangkan impak dan potensi halangan pelaksanaan aplikasi e-dagang yang
ada. Sebagai tambahan, kami menawarkan petunjuk untuk penyelidikan dan
pelaksanaan aplikasi e-commerce untuk meningkatkan penjualan dan jumlah pengikut
dan pelanggan yang berpotensi di media sosial.
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CHAPTER 1

INTRODUCTION

1.1. INTRODUCTION

The existence of the internet has changed the way people do business, include
from selecting the product to the selecting marketing strategy. Many marketers believe
that the burse internet bubble is the bright future for the E-Commerce marketing. As the
popularity of the internet increasing, online user also evolving, at the beginning the

internet user were limited to the work and search for the information only.

Nowadays the internet has change, how the user using it. They start to engage in
the e-commerce by doing business transaction thru online, which is involve in selling
and buying the product. The interne impacts all the aspect of the business and now E-
Business or E-commerce no longer an option but its necessity for the company to use in

order to compete with the competitor.

E-commerce also starts to grow with more than millions of users using internet
every day. Now a lot of platforms can assist them to enter the e-commerce business in
social media such as Facebook, Instagram, Tweeter, Shopee and many more. Due to the
vast number of the seller move to online business, it is very difficult for the company to
maintain their sales target and maintain their competitive advantage over their rivals
which is the key factor in the business. To ensure the company and product are
competitive and visible, the company are investing their resource in selecting the

suitable product and best marketing strategy to attract customers.

Keywords
Social Media, E-Commerce, Marketing Strategy, Online Business, Suitable

Product.
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1.2. COMPANY INFORMATION

Thelilycious Enterprise is a local small medium enterprise (SME) business that
only using online business as their business platform. The company is founded by
Norashikin Bt Suhaimi in 2013 and using the name “Thelilycius Enterprise”. Thelilycius
is an online business that selling toys and accessories especially for the children.
Currently in the Instagram page “Thelilycius” having 84.2K followers as shown in
Figure 1: Instagram Pages, they also have Facebook and Shopee as another platform to

promote their product.

thelilycious RN BB -

8.113 posts 84.2k followers 2,419 following

THELILYCIOUS EMTERPRISE

[5] 55M Registered (201403122866)
? Ukay Perdana/Setiawangsa

(B Postage everyday Mon-Fri

@ Preferred courier by Ninjavan/J&T
[57 All item are READY STOCK
wasap.my/60173218978

Figure 1: Instagram Pages

1.3. PROBLEM STATEMENT

The outbreak of the COVID-19 in China on the end of 2019 also give significant
impact to Thelilycious. This is because the product that previously sold are comes from
China.

On the end On the March 18, 2020, Malaysia government implemented
Movement Control Order (MCQO) whereby all the non-essential business needs to shut
down and limited movement order was imposed. This limited MCO have shift the

customer buying criteria from buy kids toys and another item.

Challenges
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» Limited product to sell during COVID-19.

» Sale reduces.

1.3.1. PROBLEM FORMULATION

Movement control order (MCQO) also comes with the rules and regulation they
require some of the people to start working from home and safe distance, these create
new buying criteria that need for new product especially for essential product and home-
based learning product. Due to that, this research is to develop and design an effective
marketing strategy to increase sales and to sustain followers / buyers. Due to the current
product that focus on toys and Kids’ accessories the company are struggled to maintain
the sales. By using PETS framework further analysis can be done to determine the

problem facing by the company.

Table 1: PEST Analysis

PEST Analysis

P E S T

Political Economic Social Technological

Sudden policy and
not consistent make
people more alert
on spending and
reduce the buying.

Page |3

MCO — limit the
movement of the
people and buying

criteria(online).

People now prefer
to buy the items for
the essential
healthcare product
and technology

product.

Safe distance
measure limits the
people from visiting
and having
celebration, giving
gift.

Working from
home required
internet access and
some equipment
need to buy to
accommodate the
WFH working

culture.

The teaching also

from home.



From the Table 1: PEST Analysis above how the problem was diagnosis is

based on the 4 categories as in PETS which is

Political, the sudden and not consistent policy by the government such as new
rule was introduce make people more careful and alert in their spending by reducing

spending, due to uncertainties of the situation and job security.

Economics, the MCO give most significant effect on the buying criteria from
spending direct shop to the spending online. This gives a major advantage for the
company that already done the sales in online platform. Another factor also because of
the economic downturn, a lot of unemployment and the care for the hygiene, customers
now prefer to buy the item for the essential usage such as healthcare product and

technology product.

Social, in this term it is disadvantage for Thelilycious because of the safe
distance measure, this limits the people form visiting and having the birthday

celebration, giving gift.

Technological, For the technological point of view MCO and working from
home create opportunity to enter new product segment because Working from Home
(WFH) require internet access and some equipment are needed to accommodate WFH

working culture.

1.4. RESEARCH QUESTION

There are three (4) research questions and objective for this study. The research
questions are aligned with the research objectives as shown in Table 2: Research

Question & Objective.
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Table 2: Research Question & Objective

) To identify the factor that contribute to
What factor contribute to sales drop?
sales drop.

What is the right product that meet current ~ To identify the right product that need to be

customer demand? sold in order to meet customer demand.

To identify correct market segment based
Who is the most buyer of the product? on current follower in Instagram and

Facebook page.

What are the sales strategies that can be To design a better sales strategy based on

used for the company? new product selected.

1.5. RESEARCHER ROLE

In this research, there are few rules that researcher should aware and follow as
shown below.
1) Adapt the situation and actively participate during the work.
2) Has background knowledge about the research topic and the company.
3) Has the integrity and perform the task with due diligence.
4) Able to establish good relationship and gain trust with all the participants
including authority.

5) Follow and obligate to the code of ethics by all times.

1.6. RESEARCH ETHICS

The researchers must always obligate to the ethics by all times, others than

general ethics or good behavior the researcher always must maintain:
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1) Always maintain integrity and good faith when conducting the research activity.

2) Always follow the data protection act, do not reveal the important and secret
data.

3) Always keep and protect the identity and data of the participant or respondent.

4) Ask for the consent from the individual or company that need their involvement

for this research.

1.7. SIGNIFICANT OF THE PROPOSED RESEARCH

With so many research and study about online marketing or E-commerce
marketing strategy, the business keep falling due to the changes in internal and external
factor such as lack of knowledge in marketing and global economic downturn. With this
issue the marketers and other professional need to keep on study the to keep up with the

new market behavior changes and online tools evolution.

This can be justifying with the most common error that the company don’t want
to slow in change their marketing strategy based on consumer needs and use the
generalization marketing strategy, for example following others seller or competitor.
Every company or organization are different based on their business target, business
sector and other factor, so the business strategy should be varied based on own unique

business.

From this understanding the important of this research are as below
1) Able to identify right product that meet customer demand.
2) To retain and increase sales of the company.

3) To know new marketing strategy based on new customer buying behavior.
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1.8. DEFINITION OF TERM

The definition of term in this research are as follow.

E-Commerce or Electronic commerce is the business activity of the buying and

selling product electronically thru online service or internet.

Online Marketing is the practice of using web-based platform as channel to
market or advertise about company, product, or services to its potential customer thru
internet. Online marketing includes, social media, email, search engine optimization

google ads, Facebook ads and more.

MCO or PKP is referring to the Malaysian government movement control order
is referring to restriction of movement of people in or out of geographical area to stop
spread of the COVID-19 disease. The MCO 1 is referring to the date start from March
18,2020 to May 17,2020.

Work from Home is describe as working from remote location instead of work

at office. During COVID-19 many companies adapting this concept to accommodate the

requirement of job but cannot comes to office due to MCO or another reason.

Page |7



REFERENCE

Onojaefe, D., Erwin, G., & Bytheway, A. (2005, January). Successful E-Commerce: The
Importance of Brand Management. Retrieved from

https://www.researchgate.net/publication/267564455.

Jain, S., & Kannan, P. (2002, September). Pricing of Information Products on Online Servers:
Issues, Models, and Analysis. Retrieved from
https://www.researchgate.net/publication/227447538.

Svedic, Z. (2004). E-MARKETING STRATEGIES FOR E-BUSINESS. Retrieved from
https://core.ac.uk/download/pdf/56372493.pdf.

B. (Ed.). (2002, September). HOW TO DEVELOP AN E-COMMERCE MARKETING
PLAN. Retrieved from https://www.researchgate.net/publication/227447538.

Al Adwan, A., Mahmoud Aladwan, K., & Al-Adwan, A. (2019, December). E-
MARKETING STRATEGIC FOR JORDANIAN SMALL BUSINESS TO
INCREASE SALE IN LOCAL E-MARKET. Retrieved from
https://www.researchgate.net/publication/344189821.

Grzywaczewski, A., Igbal, R., Shah, N., & James, A. (2010, December). E-Marketing
Strategy for Businesses. Retrieved from

https://www.researchgate.net/publication/224215930.

Khurana, A. (n.d.). How to develop a compelling ecommerce marketing plan. Retrieved
February 09, 2021, from https://www.thebalancesmb.com/develop-a-compelling-
ecommerce-marketing-plan-1141658.

Ecommerce marketing essentials: 17 ACTIONABLE tactics to drive more sales. (2018, July
21). Retrieved February 09, 2021, from https://www.shopify.com.sg/blog/ecommerce-
marketing.

Allen, E., & Fjermestad, J. (2001, March). E-commerce marketing strategies: An integrated
framework and case analysis. Retrieved from
https://www.researchgate.net/publication/235282902.

N. IBEH, K., LUO, Y., & DINNIE, K. (2005, June). E-branding strategies of internet
companies: Some preliminary insights from the UK. Retrieved from

https://www.researchgate.net/publication/233703808.

Page |65



Leite de Almeida, D. (2014). Digital Marketing Strategies — From Brand Awareness to
Engagement. Retrieved from https://core.ac.uk/download/pdf/47140669.pdf.

Y. Lee, C. (2003, June). A New Marketing Strategy for E-Commerce. Retrieved from
https://proceedings.informingscience.org/IS2003Proceedings/docs/046L ee.pdf.

Li, J., & Yu, H. (2013, September 30). An innovative marketing model based on AIDA: - a
case From e-bank Campus-marketing by China Construction Bank. Retrieved February
09, 2021, from https://www.scirp.org/journal/Paperinformation.aspx?PaperlD=39238

MACK, N., & WOODSONG, C. (2005, January). Qualitative Research Methods: A Data
Collector’s Field Guide. Retrieved from
https://www.researchgate.net/publication/215666086

OOSTERBROEK, T. (2009, August). PREPARING TO CARE: CREATING A CULTURE
OF CARING IN PROBLEM BASED LEARNING TUTORIAL GROUPS. Retrieved
from https://www.researchgate.net/publication/265618813

GHIRVU, A. (2013, June). The AIDA Model For Advergames. Retrieved from
https://www.researchgate.net/publication/261873887

Agyapong, H. (2018). Exploring the Influential Factors of Online Purchase Intention in
Finland. Retrieved from https://core.ac.uk/download/pdf/161426026.pdf

Simpson, M., &amp; Padmore, J. (2006, November). Marketing in Small and Medium Sized
Enterprises. Retrieved from https://www.researchgate.net/publication/51014424

Kam, M., &amp; Loo, L. (2020, October). Identifying Small Business Barriers. Retrieved
from https://www.researchgate.net/publication/344463610

Sfetcu, N. (2015). How to SELL (eCommerce) - Marketing and Internet Marketing
Strategies. Retrieved from https://www.researchgate.net/publication/339447362

[Soraite, M. (2016, April). RAISING BRAND AWARENEES THROUGH INTERNET
MARKETING TOOLS. Retrieved from
https://www.researchgate.net/publication/303717415

Wang, D., &amp; Yang, L. (2010). Customer Buying Behavior — Online shopping towards
electronic product. Retrieved from https://core.ac.uk/download/pdf/38079333.pdf

Kalogiannidis, S. (2020, December). Covid Impact on Small Business. Retrieved from

https://www.researchgate.net/publication/347524972

Page |66


https://www.researchgate.net/publication/215666086
https://core.ac.uk/download/pdf/161426026.pdf
https://www.researchgate.net/publication/51014424
https://www.researchgate.net/publication/344463610
https://www.researchgate.net/publication/339447362
https://www.researchgate.net/publication/303717415
https://core.ac.uk/download/pdf/38079333.pdf

Bolos, C., C. Idemudia, E., Mai, P., Raisinghani, M., & Smith, S. (2016). Conceptual Models
on the Effectiveness of E-Marketing Strategies in Engaging Consumers. Journal of

International Technology and Information Management, 25(4), 3rd ser.

Bori¢, S., Stanisavljev, S., Kavali¢, M., Vlahovi¢, M., & Tobolka, E. (2016, June). Analyisis
of digital marketing and branding for the purpose of understanding the consumers in
digital age. Retrieved from https://www.researchgate.net/publication/304918952

Pujya, P., Ambedkar, D., & Samiti's, S. (n.d.). AIDAS Theory of Selling. Programme
Educational Objectives, 2(3), 3rd ser.

Ur Rehman, F., Javed, F., Hyder, S., &amp; Ali, S. (2015, October). A Qualitative Approach
to Analyze Marketing Communication Based on AIDA Model. Retrieved from
https://www.researchgate.net/publication/324839689

CHARLES Enyia, D. (2017). EEMARKETING AND SMALL BUSINESS SUCCESS.
Monthly Peer Reviewed & Indexed International Online Journal, 3(8). Retrieved from
https://www.researchgate.net/publication/319245902

Schwarz, S. (n.d.). Online marketing strategies: The future is here. “Online Marketing
Strategies: The Future Is Here”, 2(2). Retrieved from
https://www.jois.eu/files/JIS_Vol8 N2_Schwarzl.pdf

Singh, M. (n.d.). Marketing Mix of 4P’S for Competitive Advantage. IOSR Journal of
Business and Management, 3(6), 40-45. Retrieved from
https://d1wqtxtslxzle7.cloudfront.net/28251386/G0364045.pdf

Page |67


https://www.researchgate.net/publication/324839689
https://www.jois.eu/files/JIS_Vol8_N2_Schwarzl.pdf

