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EXECUTIVE SUMMARY

My most enticing and unforgettable six-month industrial training began here at My Fimedia
Network Technology Sdn. Bhd. (SKINTIFIC), which equates to a duration of 24 weeks. My
internship at Skintific Malaysia took place from 12th August 2024 until 24th January 2025.

This report marks my completion of my Bachelor of Business Adminisfration (Hons.) in
Marketing at Universiti Teknologi Mara (UiTM) Bandaraya Melaka Campus. This report
showcases the summary of my internship journey at Skintific Malaysia. It entails my primary
responsibilities, accomplishment and knowledge gained during the internship program. This
internship time was dedicated to acquiring hands-on industry experience and exposure in how
the online marketing field works for famous brands in Malaysia.

During my internship at Skintific Malaysia, my main duties were to handle comment operation
tasks for all respected postings for the influencers. In order to create a buzz about the brand, |
was responsible for commenting on the postings regarding the products. Furthermore, | was
also responsible for coming up with unique and catchy trigger text for new upcoming products

for influencers’ postings in TikTok.

This report includes a SWOT analysis for Skintific Malaysia, as well as the suggestions and
recommendations pertaining to the brand name. One of the qualities Skintific Malaysia

possesses is their strong brand identity and diverse product range.

That work in Skintific Maiaysia alone has been exiremely beneficiai. The experience used a lot
of what | taught in class about market research, product analysis, and other similar activities in
the skincare industry, which was really interesting, as well as associated regulatory work. This
internship has helped me strengthen my communication, critical thinking, and collaboration skills
while aiso increasing my understanding of the brand's commitment to innovation. in other
words, the internship helped me build vital skills for personal and professional growth while |

pursued a career in skincare and cosmetics.
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Roslee, for guidance and support in work that allowed me to reach my goals and new skills.

Thank you for sharing your knowledge with me and being patient.

i would like to express my gratitude to my mentor, Madam Nor Hamiza Binti Mohd Noor. Your
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patience during busy times.

Finally, | would like to acknowledge myself for the time and effort | put into this training. It was
niot always easy, but | persevered and am pleased with my accomplishiments.



2.0 STUDENT’S PROFILE

SITI MUYASSARAH AZ- ZAFIRAH
MOHD RAMLI ALZAKI
STUDENT | 24 YEARS OLD

OBJECTIVE

I am an enthusiastic tearner eager to secure an internship opportunity in the field of
marketing, equipped with rapid learning capabilities and a dedicated mindset for
success. My goal is to contribute effectively to the team and company white gaining
valuable experience in the marketing domain.

EDUCATION

Bachelor of Business Administration Marketing| UiTM Bandaraya Melaka

OCT 2022 - PRESENT

CGPA: 3.51 | GPA: 3.73

Diploma in Business Studies | UiTM Raub, Pahang

JAN 2020 - AUG 2022

vice Chancellor's Award for achieving dean's list every semester with a total CGPA of 3.61
Computer Science | SMK Bandar Baru Bangi

JAN 2014 - DEC 2018

6A for SPM and a Secretary for Entrepreneur Club

EXPERIENCE

Tearista | Tealive Seksyen 16, Bangi

AUG 2021 - OCT 2021

«Prepare customers' beverage according to their order

«Keep the store clean, organized and well-maintained
Production Worker | Farmasia Sdn. Bhd, UKM-MTDC, Bang

JAN 2019 ~ AUG 2019

»Produce and assemble pharmaceutical products
«Operate and maintain machinery
«Actively involve in the preparation of items for shipping

SKILLS
e Social  Media * Content Management
Photography *  Digital Marketing

ACHIEVEMENTS
* Be asecretary and scriptwriter for Podcast Unitalk of High Achiever’s Club during
diploma
= Participate in a talent show competition for Aspuri Night



3.0 COMPANY’S PROFILE

Company Name MY FIMEDIA NETWORK TECHNCLOGY SDN. BHD. (SKINTIFIC)
Company Address Level 19, Menara Binjai No. 2,

Jalan Binjai

50450

Wilayah Persekutuan Kuala Lumpur

Operation Hours e Monday - Friday: 9AM - 6PM
e Saturday - Sunday: Closed

Table 1: Details of Company

3.1 COMPANY BACKGROUND

SKINTIFIC is a skincare brand developed by a team of committed specialists in Canada who
have been scientifically shown to give quick and safe results for all skin types, inciuding
sensitive skin. Started to enter the Malaysian market in 2022 and have been growing ever since.
They are registered as vegan and also dermatologically tested. Skintific Malaysia based all their
formuiations on TTE (Trilogy Triangie Effect). Which are accurate aciive ingredients, quickiy
relieve skin problems by vigorously moisturizing and calming the skin as well as effectively
protecting and improving the skin barrier.

SKINTIFIC’s mission is to create effective, scientifically validated skincare treatments for all skin
types. Whereas their vision in the beauty industry is to be able to create smart solutions that are
affordable to everyone looking to improve their skincare routine with pure active ingredients,
smart formulation, and, most importantly, more current technology. With their tagline “repair your
skin barrier” , makes them well known to the market. Started with onily the moisturizing cream as
their main product to help users repair their skin barrier and give a lasting moisture to the skin.

Now, they have more than 50 products including skincare products and makeup.

SKINTIFIC Malaysia is located in Menara Binjai, Kuala Lumpur which is a very strategic location
in the heart of the city. The building is near an MRT and LRT station, MRT Persiaran KLCC and



LRT Ampang Park. There are also nearby restaurants and coffee shops for pedestrian that go

along the area.
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Figure 1 & 2: Menara Binjai building and location in maps



3.2 ORGANIZATIONAL STRUCTURE
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Figure 3: Organizational chart for Online Marketing Department

3.3 PRODUCTS AND SERVICES OFFERED

SKINCARE PRODUCTS

SKINTIFIC offered a variety of skincare products that are suitable with various skin types.
Ranging from repairing skin barriers, brightening the skin, acne skin problems to anti-dark spots.
One of their first products that was released in the market was SKINTIFIC 5X Ceramide Barrier
Repair Moisturize Gel with current price of RM49. Then, their popuiarity grew from then and

made them expand into a bigger range of products. Now, they have more than 50 products sold



in the market online and offline. Currently, the SKINTIFIC 5X Ceramide Barrier Repair
Moisturize Gel remains one of the famous products sold, followed by the SKINTIFIC Symwhite
377 Dark Spot Serum, SKINTIFIC 12% AHA BHA PHA LHA Peeling Solution Serum and other

virai products.

COSMETIC PRODUCTS

Furthermore, SKINTIFIC also came out with cosmetic products. They segregate between dry
skin and oily skin types. For oily skin types are suggested to use their matte series. One of the
first viral product was SKINTIFIC Cover All Perfect Air Cushion Makeup 24H Long-lasting
SPF35 PA++++ Foundation Poreless & Flawless. This product is retailed for RM38. They are
slowly growing their cosmetic products with more items like full coverage concealer, powder

foundation and other cosmetic products that consumers often look for.



4.0 TRAININGS REFLECTION

My internship at My Fimedia Network Technology Sdn. Bhd (SKINTIFIC) commenced from 12th
August 2024 until 24th January 2025. The duration was 6 months. My working hours are eight
(8) hours from 9:00 AM - 6:00 PM with one (1) hour break from 1:00 PM - 2:00 PM. | worked for
five (5) days a week, from Monday io Friday with two days break on Saiurday and Sunday.

During my internship, | was assigned to the Online Marketing Department with the role of
Influencer Marketing Intern. My team was called the BIG Team, where we are responsible for
working in partnership with famous Key Opinion Leaders (KOLs) and influencers on TikTok
Platform. As my specific task, | was responsible for the Comment Operation task. My task
requires me to engage with influencers’ postings on TikTok that promote our products. By
leaving a like, save the post and comment on posts that will help increase the impression of the
contents. Each content needs to have a minimum of five (6) comments from different accounts
that react with the posting and producti(s) mentioned in the video. Everyone in the team will
provide me with the link to the postings in an Excel Sheet for me to manage the Comment

Operation task.

Furthermore, | was also the Person In Charge (PIC) for creating Point Of View (POV) and
trigger texts for every product that requires engagement for the current month. These POVs and
trigger texts help to attract viewers to engage and increase the postings impression.

| have obtained and gained benefits from the company for my contribution. Each month, |
eamed RM2,000 as my monthly allowance from the company. Other than that, SKINTIFIC also
provides Tea Time Benefit as well as Breakfast Benefit for the staff to enjoy. | also gained new
experiences and sharpened my skiils during this industrial training. i experienced the working
life as a student which will help me be prepared with the real working life as an adult. | also
enhanced my personal development skills such as my leadership skills, teamwork, multi-tasking,

punctuality, confidence and communication skills.



5.0 SWOT ANALYSIS

SWOT

ANALYSIS

Strenghts

Weaknesses

Strong Brand identity
Diverse Product Range
Strong Digital Presence

Higher Price Point
Fast Beauty
Dependence on
Influencer Marketing

Opportunities

Threats

Growth of Halal Beauty
Market

Rapid Growth of Online
Shopping Platform
Engaging Younger
Demographics

Intense Competition
Shift in Consumer
Preferences
Negative Reviews on
Social Media

SKINTIFIC
POWERED BY SCIENCE

Figure 4: SWOT Analysis




STRENGTHS

Strong brand Identity

SKINTIFIC has a strong brand identity in the market. SKINTIFIC'S compelling brand identity is
built on a number of key quaiities that set it apart in the skincare industry. The brand has a
distinct visual identity, which includes a consistent colour palette, typography, and logo design
that appeals to its target audience. Furthermore, SKINTIFIC has Daiyan Trisha as their Brand
Muse Ambassador. They also managed to win the Shopee Super Aspiring Brand Award -
FMCG in 2023. When consumers mention SKINTIFIC, most skincare enthusiasts will know the
name. They are aiso famously known from TikTok for their contents and postings. SKINTIFIC
tailors its marketing strategies to stimulate interaction through social media and interactive
campaigns. Transparency regarding components and formulation techniques promotes trust,

whereas instructional materials teach and develop trustworthiness.

DAIYAN TRISHA
BRAND MUSE AMBASSADOR

Figure 5 & 6. FMCG Award and Daiyan Trisha as Skintific Brand Muse Ambassador

Diverse product range

SKINTIFIC’s line of products ranges from skin care to cosmetics. Their skincare line meets the
demands and preferences of a large number of customers. They provide a variety of products
that address different skin concerns, such as sensitivity, aging, acne, and hydration. This
diversity encourages customers to try new goods from the company and boosts customer

satisfaction by offering distinctive options. Customers will often select their produci based on



what their skin concerns. Some of their famous products are 5X Ceramide Barrier Repair
Moisturize Gel, Symwhite 377 Dark Spot Serum and Retinol Skin Renewal Serum.

Additionally, SKINTIFIC also has a cosmetics line. They are currently expanding this sector
because customers seem to be fond of their makeup products. They cater to both dry and oily
skin types that are suitable to wear their products. Some of them are SKINTIFIC Cover All
Perfect Cushion 24H Long-lasting SPF35 PA++++, Ultra Cover Powder Foundation and Dual
Tip Concealer Cover Perfect Serum Concealer.

Strong digital presence

SKINTIFIC has a strong digital presence for them to grow and be successful in Malaysia. The
business aggressively engages with its audience on popular social media platforms like TikTok,
Instagram and Facebook. SKINTIFIC gets most of its customers through TikTok. TikTok is a
platform where the brand posts content that is attractive and informative in product demos,
skincare tips, and reviews, that is, to actually talk directly to its target audiences, especially the
Internet-savvy segments of youths,

it also works with different influencers, also termed as KOLs, to drive engagement with its
products. The influencers boost a potential client's trust in SKINTIFIC and its products by
documenting their product usage experiences. Also SKINTIFIC made sure to have its line of
products placed on leading online marketplaces like Shopee and TikTokshop, further creating a
stand-alone e-commerce website for its sales. All these digital presences, with hassle-free
online purchases, buying guides from a trustworthy source, and engaging content, have given
SKINTIFIC its much-coveted space in a competitive skincare market. It also clinched the No. 1
spot for its skincare and cosmetics category on Shopee Malaysia for the 11.11 sales.

: . i .
B Snopea  Shooee Mall q B Shopee Shopee Mall q

"gilglﬂ.e A '1;{] §‘A‘ie

llV"A

BEST-SELLING BRANDS BEST-SELLING BRANDS

MAKEUP ; SKINCARE
SKINTIFIC SKINTIFIC

DAZZLE ME HADA LABO

LA ROCHE POSAY

GLAD2GLOW

2
&
MAYBELLINE o INNISFREE
44
(5

CE TORRIDEN

Figure 7 & 8: Best Selling brands for makeup and skincare on Shopee 11.11 Sales
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WEAKNESSES
Higher price point

One of SKINTIFIC main disadvantages is that it costs more than many mass-market and
regional skincare brands. Many Malaysians are frugal and look for goods at fair prices. This
suggests that SKINTIFIC’S products would not appeal to people with lower incomes, limiting the
brand's market to middle-class and upper-class consumers. Even if it is vegan,
dermatologist-tested, and scientifically proven, some customers might question whether the
exira expense is warranted. Because they offer similar benefits at lower prices, they may
choose to use less costly solutions from businesses like Glad2Glow and Wardah or local brands
like Safi and Alia. Consumers from lower incomes might only purchase their products during big
sales like TiktokShop 12.12 sales.

SKINTIFIC Skintific 12% Aha Bha Pha Lha Peeling
Solution 30MI
U SKINTIFIC
AEBHU Homrg )
MYR 90.00
ImInom
- I
Glad2Glow oLAD26LOW
AHA BHA PHA Intensive Peeling Sojution 15m| w35.00 senon
LR S T T IT=N-Y LTI v ] P RT———
[ - 6 Frdnume e ek
% it
3 Prscives  owe >
PP E——

Table 2: Price difference between Skintific and Glad2Glow on Watsons Online

Fast beauty

SKINTIFIC may be vulnerable when it follows the "fast beauty" trend, which calls for the rapid
release of new products to meet rapidly changing consumer tastes and market trends. Although
this strategy can help the organisation stay current and meet cumrent customer wants, it also
presents a number of challenges. Fast beauty trends can cause consumers to easily forget
about the previous release of their products. For example, SKINTIFIC comes out with Ultra
Cover Powder Foundation in the early week of December but another product like Dual Tip

Concealer Cover Perfect Serum Concealer also releases at the end of month in December. This
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will tend to make consumers forget about the hype of the product that releases in that same
month. Their hype will rapidly die down and make the sales of the product not satisfying as they

have targeted for the month of release.
Dependence on influencer markeling

SKINTIFIC relies on influencer marketing as their main marketing strategy especially on TikTok
platform. One of the most serious risks is that the brand's image is tightly linked to the
influencers it works with. If an influencer gets involved in a scandal or receives criticism, it may
have a negative impact on the brand, even if the two are not directiy reiated. This might cause
clients to lose faith and credibility in the brand because they believe it is associated with
undesirable individuals. Furthermore, as influencer marketing has gained prominence, many
consumers have grown wary of sponsored content. Influencer endorsements may be viewed as

less authentic or financially motivated, lowering campaign efficacy.

OPPORTUNITIES
Growth of Halal beauty market

Hailal cosmetics are a fast-growing industry with Muslim consumers demanding products that
align with their religious and ethical values. The majority of the Malaysian populations are
Muslims, and thus halal-certified skincare and cosmetics are widely used. In that way, Skintific
has the opportunity to enter this growing market and utilize this opportunity to deliver products
that are free of alcohol, pork chemicai additives, and animai crueity. This scientific and
eco-friendly approach is what may give Skintific an edge over other premium halal skincare

brands.
Rapid growth of online shopping platform

Given the increase of intemet shopping in Malaysia, Skintific should explore expanding its
revenue streams. More customers have migrated from physical stores to e-commerce,
particularly during the pandemic, due to the ease with which skincare goods can be acquired on
platforms like as Shopee, Lazada, and TikTok. Furthermore, simple navigation and low
electronic rates for reading product reviews before making a purchase have fueiied this
tendency. Thus, Skintific stands to gain from expanding its offerings and establishing a presence

on these platforms through appealing product listings, interesting content, and price promotions.

12



Engaging younger demographics

Millennials and Gen Z are the younger demographics whose lives revolve around skincare and
products that reflect their beliefs and lifestyles are Skintific's target market. In seeking out
products, these younger consumers are natural social media audiences, flocking to platforms
such as Instagram, TikTok and YouTube in search of product recommendations, skin care
techniques and reviews. Simply put, how-to demonstration videos, mini-makeover/cosmetic
transformation videos, and relevant skincare routines are examples of what would resonate best

with Skintific's audience.

THREATS
Intense competition

Some compelitors iay a similar claim in terms of being vegan, dermatologically tested, or skin
barrier restoration. Differences, if any, are actually not pronounced, making the role of
differentiation rather more complex for SKINTIFIC. Also, a larger firm generally has a larger war
chest for marketing. However, as a local firm, a smaller brand could be faster in penetrating or
adjusting to an evolving market and change regional preferences, thus giving it a fair amount of
advantage in its drive to capture specific client categories. Fierce competition often put pressure
on pricing, limit market share, and foster constant client switching, whereby clients would only
consider a competing brand that has a comparable or better price and/or cool factor. Given that
new brands entering the market recycle the same old trends, this breeds serious fatigue among

customers, as they cannot differentiate SKINTIFIC from the other competitors.

Shift in consumer preferences

The skincare industry is heavily influenced by changing trends and consumer preferences. For
example, today's consumers may prefer science-backed skincare, but tomorrow's preferences
may shift to completely natural or sustainable products. If SKINTIFIC does not adapt to these
changing expectations, it risks iosing relevance and market share to more agile competitors.
Consumers might also shift their interest towards other brand based on what they see or hear
from others. If one might say something bad about SKINTIFIC, consumers without hesitant can

13



change their products’ preferences. Without flexibility and innovation, SKINTIFIC's current

solutions may not match future consumer demands.

Negative reviews on social media

The negative influence of misinformation on social media poses a significant risk to SKINTIFIC
because incorrect or misleading skincare information travels quickly online, frequently confusing
consumers. Misinformation may lead to consumers mistrusting brands or rejecting useful
products. Social media platforms often promote influencer opinions, which may not necessarily
be scientificaily valid. An infiuencer faiseily claiming that a product has harmfui implications,
even without evidence, can harm SKINTIFIC's reputation. For instance, a person can make a
video about how a product from SKINTIFIC that they use causes their skin to breakout and
worsen their skin conditions. This might influence consumers to talk bad about SKINTIFIC and
shift to other brands due to the misinformation that was delivered without further investigation
that their skin condition might not be suitable for the ingredients in the product and not the brand
itself. Furthermore, viral skincare trends may prioritise quick fixes over long-term solutions,

which contradicts SKINTIFIC's focus in their skincare line.
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6.0 DISCUSSION AND RECOMMENDATION

STRENGTHS

Diverse product ranae
Offer product bundles

Bundling those starter kits that treat specific skin problems (like fighting acne or providing
hydration) enhances perceived value and discrimination on the buying process on customers.
Through this grouping, Skintific helps consumers meet their skincare needs more efficiently by
promoting the trial of a whole spectrum of options. This strateqy serves as excellent
income-generating while promoting cross-product adoption since consumers will become
acquainted with a variety of Skintific products. Moreover, product bundles afford first-time
customers and existing buyers a perceived value and convenience. Bundling can enhance
consumer experiences and build brand ioyaity by providing a more cohesive solution to skincare
concerns. (Jay Group, 2023).

Strong diaital presence

Develop a mobile app

A custom mobile app enhanced with virtual skin analyser or personalised product
recommendations can elevate the user experience for skin-care products. The application gives
users personalised skin care advice while connecting them to brands through their interactive
experiences. Reminders, exclusive discounts, and personalized skincare advice can really drive
consumer loyalty through value addition. This picks upon the beauty industry's trend of

personalised apps making an impact on skin-care routines.

WEAKNESSES

Higher pri .
Introduce mini or travel-sized versions of products

Introducing miniature or travel-size versions of Skintific's products can effectively overcome the
higher price point barrier in Malaysia's price-sensitive market. These smaller versions provide
buyers a low-cost way to try out the brand before investing in full-sized products. This strategy is
aligned with current industry trends, as the global travel-size toiletry market is predicted to
increase at a compound annual rate of 4.90% between 2023 and 2030. Additionally, little

cosmetic goods have gained popularity, particularly among younger clients, due to their low cost
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and ease. Retailers such as Target said that sales of travel-size products had more than
doubled in the past three years, indicating strong consumer demand for smaller, less priced

product alternatives.

Dependence on Influencer marketing
Incorporating professional recommendations from dermatologists or skincare specialists

Relying primarily on influencer marketing might be challenging since influencers may lack the
specialised expertise needed to deliver appropriate skincare recommendations. Diversifying
marketing techniques to incorporate endorsements from dermatologists or skincare
professionals can help boost brand reputation. Expert endorsements provide authoritative
views, increasing customer trust and lowering reliance on influencers who may lack in-depth
product knowledge. According to a research published in the Journal of the American Academy
of Dermatology, skincare influencers are more likely to influence consumers than
dermatologists; however, dermatologists who present as expert influencers have a greater
impact on consumer purchase decisions. For example, Skintific can collaborate with Dr Aen,

who is a famous dermatologist in TikTok to promote and taik about their products.

OPPORTUNITIES

Growth of Halal beauty market

Obtain halal certification and market products explicitly as halal-fiendly

Getting the halal certification and displaying the halal-friendly products may have a positive
influence on Skintific, which will let the company to use the uninterrupted growth of halal
cosmetics production among peopie who are keen on these kinds of products in Malaysia,
where the market for halal cosmetics is growing rapidly due to increased consumer awareness
and demand for Islamic-compliant products. Halal certification guarantees that skincare
products are made, processed, and handled with the use of materials that are approved
according to Islamic law, which is an ultimate need for Muslim people who are looking for goods
that they can use according to their religious beiiefs. Skintific shouid undergo the process of
halal certification, a move that will serve as a major victory over competitors. This, in turn, will be
a major step forward in the brand's quest to maintain customer loyalty beyond any geographical

boundaries.
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Rapid arowth of online shopping platform
Partner with top e-commerce platforms

The partnership between Skintific and Shopee and Lazada is bound to capture more buyers and
raise the oniine saies through their promotional and discount prices that suit the needs of the
potential customers. The client base of these platforms is incomparably huge and thus is one of
the most crucial aspects for any company intending to get into the internet business. Skintific,
therefore, creates the environment and time to start the entertainment and engagement of the
existing and new buyers through the promotion of the location-based products. Plus,
e-commerce platforms also offer data-based insights, which enable marketers to craft marketing
strategies based on customer preferences and purchase behaviors. By utilizing such
promotional activities and the information obtained, the company can achieve such objectives
as expanding brand awareness, increasing conversion, and boosting customer engagement. In
the sharp rat race of the online market, being a brand that is top of mind on Shopee and Lazada
equals a fan base that is wide enough for Skintific.

THREATS

Intense competition

Focus on loyalty programs to retain existing customers

Consequently, customer loyalty incentive plans generally are considered as efficient tools,
employed by various businesses, in order to usually keep their customers back in a highiy
competitive market and in the process forge their relations stronger therewith, although
sometimes they encounter displeasing resuits. A kind of loyalty program where customers get
bonus points for items like consistent buying routines, convincing their contacts to the brand,
and doing things like sharing on social media, can then be used to get discounts, or even get
the items for free. Customers not only who are exposed to these loyalty programs buy more
often but they also see themselves as part of the act of buying the product and are thus grateful
they are firm customers. Loyalty programs can also be a vehicle to make the relationship
stronger with the customers that are already there by making them the brand proponents who

are more likely to recommend Skintific to their friends and relatives.

Neaqative reviews on social media

Estabiish a responsive customer service team to address compiaints

17



To cope with bad online reviews in the time of the internet, the challenge is vital either to the
surface or the building of the brand's self-esteem. People have given this verdict with a high
level of precision such that 53% of the total respondents said such businesses who display their
response to the negative commenis under one week shail remain preferred, however, the figure
in practice was not as of 87% amongst the respondents. In addition, in excess of 90% of
purchasers exposed that quickness is the most crucial, and about 60% of the approving
comments were given in just ten minutes by the respondents. It is known that after this time no
further updates occurred. If an organization were to take a more proactive approach, they could
put the customer service centei at the center to resolve compiaints quickly and try to enter the
customer's mindset. This company would not only bring consolation to the present camplainants
but also imply that it cares about the customer's feedback and is dedicated to providing service
to future customers, if with taking such a step. This step is an extra that allows the
corresponding issues to be taken care of without necessarily the customer's involvement. This
during this time the organization should guide its empioyees to quickiy hiandle negative reviews

to ensure customer winnings and when faced with this the brand would be buyer involved.
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7.0 CONCLUSION

More explicitly, Skintific is not just a great name but also offers diverse products that coexist with
a dynamic online presence, contributing to its name as one of the most important players in the
skin and cosmetics industry. Among millennials, a market-entry tactic that includes sponsorships
with social media influencers and themes in the newest sociai media piatforms, has proven to
be fruitiul methods of attracting and informing people about brands. The weaknesses are
escalating price, influencer marketing dependence, and lack of consistent beauty standards as
aspects of SWOT analysis. On the other hand, if they are not really demanding, it might be a
good idea to think about expanding the range of products and using alternative approaches for
different target groups; in case they require, it is about time for them to seize the strengths.
Balancing advantages and disadvantages, therefore, becomes a counter-market approach.
Some promotional tactics are product bundling, starter kit offers, sample or travel-size products,
and targeted advertisements endorsed by experts aimed at price-oriented clientele. In
continuation, Skintific promises to contribute and benefit from the halal beauty market, for which
it will expand Oiaz-branded growth oniine through strategic partnerships with the e-commerce
platforms Shopee and Lazada. All these initiatives fortify Skintific's capabilities to withstand
competitive forces and nurture new clientele.

Last but nat least, the strong competition and unfavourable reputation that hit social media must
be countered as soon as possible in order to ensure the longevity of the brand. Strong customer
service that responds quickly to complaints and proactively seeks feedback helps to maintain
the brand and gain long-term customer loyalty at such an important moment in Skintific's
journey. Thus, by adapting consumer dynamics accordingly, forcefully strengthening the
relationship with existing clientele, and confronting upcoming opportunities, Skintific may see

long-term development and success in the dynamic skin care market.

19



8.0 REFERENCES

1.

oo

10.

11.

12.
13.

Jay Group. (2023). Product bundling and the unboxing experience. Jay Group.

https://iwww.iavaroup.com/product-bundling-unboxina-experience

Moldstud. (n.d.). Building apps for the beauty and wellness industry. Moldstud.

https://moldstud.com/articles/p-building-apps-for-the-beauty-and-wellness-industrv

Cognitive Market Research. (n.d.). Global fravel-size toiletries market report 2023-2030.,
Cognitive Market Research. https://www.cognitivemarketresearch.com

. Vogue Business. (2024). Why mini beauty products are ftrending. Vogue Business.

hitps://iwww.voaguebusiness.com/storv/beautv/whv-mini-beautv-products-are-trending

Night & Gaie Spa. (n.d.). Beyond the hype: Why you should think twice before buying
influencer-endorsed skincare and makeup. Night & Gale Spa.

https://nightandgalespa.com/bevond-the-hvpe-why-vou-should-think-twice-before-buving

~influencer-endorsed-skincare-and-makeup/

Mersi Cosmetics. (n.d.). The benefits of halal cosmetics for Muslim women. Mersi
Cosmetics.

https://mersicosmetics.com/bloas/bloa/the-benefits-of-halal-cosmetics-for-muslim-wome

n

Anchanto. (2023). E-commerce trends and strategies for Southeast Asia. Anchanto.

https://www.anchanto.com

Aminuddin, 1. (2024, December 10). Unwrap the best deals with bank voucher codes for
Shopee & Lazada 12.12 sale 2024. RinggitPlus.

https:/frinagitplus.com/en/blog/online-shoppina/unwrap-the-best-deals-with-bank-vouche

r-codes-for-shopee-lazada-12-12-sale-2024 .htmil

Chin Woon Fook, A., & Dastane, O. (2021). Effectiveness of loyalty programs in
customer retention: A multiple mediation analysis. Jindal Journal of Business Research.
https://doi.org/10.1177/22786821211000182

Tada. (2023, April 16). Here's how loyalty programs can enhance customer retention.

hitps://bloa.usetada.com/en/how-lovaltv-proarams-can-enhance-customer-retention

NetReputation. (2022). Negative impacts of social media on business.
https://www.netreputation.com/neaative-social-media-impacts/

Skintific. (2024). About Us. Retrieved from Skintific.

Furley Bio. (2023). Overview of 2022 Summary of the Malaysia Skin Care Market.
Retrieved from Furley Bio.

20


https://www.iavaroup.com/product-bundlina-unboxina-experience
https://moldstud.com/articles/p-buildina-apps-for-the-beautv-and-wellness-industrv
https://www.cognitivemarketresearch.com
https://www.voauebusiness.com/storv/beautv/whv-mini-beautv-products-are-trending
https://nightandgalespa.com/bevond-the-hvpe-whv-vou-should-think-twice-before-buvina
https://mersicosmetics.com/bloas/blog/the-benefits-of-halal-cosmetics-for-muslim-wome
https://www.anchanto.com
https://rinaaitplus.com/en/blog/online-shoppina/unwrap-the-best-deals-with-bank-vouche
https://doi.Org/10.1177/22786821211000182
https://bloa.usetada.com/en/how-lovaltv-proarams-can-enhance-customer-retention
https://www.netreputation.com/neaative-social-media-impacts/

14. Expert Market Research. (2024). Malaysia Skin Care Products Market Share Growth
2024-2032. Retrieved from Expert Market Research.

15. FocusEconomics. (2024). Malaysia Economic Growth (GDP ann. var. %). Retrieved from
FocusEconomics.

16. Moojing Global. (2023). Indonesia boasts the largest online beauty and skincare market

in Southeast Asia. Retrieved from Moojing Global.

21



9.0 APPENDICES

‘I—D::

MKT REQ

canzernt tink (aTy)

asdanz

Cemment= dea

Status

1102024

vy comvioar st Corment Lue

Save & Shars

1.l peeing sohtn skintiic kan?

2 berapa Hima kena pakai serum tu?

3 mana nak bek skincare ha'sl U™

4 st lime deNgar aamikon vempirs . fo3a pedin
Lk bida pakar serum W

5. macam menank ja skncare Wu, nak bel kat
i

6 3aya puri dah cuba peehn soluton i memang
kbt dah kurang blacrhexd

7. hann beiul besl sangat pakal kuM jat glowing
B i pakai nl jerawat makin hiang

9. 22y punn, zesxw cangat uniuk £aya yang acme
prone ckin

10 brst weh pakor peeding sokisbion e meTang
berkesan, kol | rasa smooth je

R 1.10.24 -

Commurt ke ~

a

1 wah besinye kena kacau pasiy dapal makeup

2. utsh bacyaknya cusheon nak saluva

3 wedubanlt vy nalts Rk vl un w0

4. kak pakal shade apa

5. laki memang kA kacau Lime tengah makeup
Kan? sabar jeh

Y LT S T
SeE oMPLN 3820s0-dma_me

- 11024

s Commen b like ~

1 kena amalkan sefaiu 190 N biar cayn pakai
skncare

2 suag bwshufe & I best ks pwka: preling
sohston aft

3 ok nak guna vound r tap kak nak pakai
skincare

4 rasa pedsh |mic paka peehng solulon '/ LMingin

ek
5 _weh lawakk # o

1 uish hebw betul cikna baleh makenp ales mato
2 veah okna palal code 1pa Custvad b

Figure 9: comment operations sheet

WL Tun L b

v SKT LAUNZCH - uitra cover pawder founaation TWC

7 Yy s A k-3

TRIGGER TEXT/ POV KOL TAB

“wal buza sengat kasia ni, xebelaty berrnyak
1 sebeiab matle”

“2024 mas taklau nak covar minyak guoa
apa?
--> pnolher par, “guna two way coke skintific

2 jolah o "

*filkar par? §*
3 "1 awipa Je porl pori erus hilang”

IS

“POV. lstag bersiap walaupun banyak jerawat”

B
[

MUYA PIC OF TRIGGER TEXT 8 SONGS

REFERENCE LINK

rdee aRdC O LT £R2E1D

fly y ey

|

7

& 1 webnoosl&swwdor dows
@apchwad g T40TIITITNS
17248

Rtta e b e
2maan T WNT th AW A00NN | T1Y
13 {rom webaoo:=1&sender devi
seznchwgb d=74021333379248
1248

- et

a1 1 9

@ from webaog: i Saader dgy)
cpengiwoh xin74021133279246
17748

Figure 10: Trigger text and POV bank for new product launch sheet
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Figure 11 & 12: Monthly review meeting and weekly trending meeting with
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team

23



a > L ——py
o . '\‘r
CRNINTIIC s

2024

ka0

S W '.-h.1 -A i

Figure 16: Skintific 2024 Annual Dinner
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