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1. BACKGROUND OF THE STUDY

1.1 GCH RETAIL SON BHO IN MALAYSIA

In Malaysia, the name Giant has become synonymous with everyday low

prices, big variety and great value. This has been underscored by the

Shoppers Trend Survey, which showed that Giant was perceived as the

cheapest place, in Malaysia, to shop for everyday groceries.

Owned by GCH Retail Sdn Bhd, Giant is a 50-year old Malaysian brand built

on its ability to deliver low prices everyday to consumers. It started by the

Teng family as a simple grocery store in one of the suburbs of Kuala Lumpur

in 1944. Its mission was to offer a wide variety of products at the lowest

possible prices. As its reputation grew, so did its business.

GCH Retail Sdn Bhd, which acquired Giant in 1999, recognized that the key

to Giant's success had been its ability to continuously offer value for money.

This core principle had been retained even as it began transforming Giant into

a national and international brand.

Today, after seven years of intensive efforts which included redesigning the

stores, the introduction of the non-food products into the Giant hypermarkets,

the implementation of international retail standards that includes safety,

cleanliness, structured training and a vibrant shopping environment as well as

centralized buying functions and improved operations, GCH Retail Sdn Bhd

has made Giant the undisputed leader in Malaysia's retail sector.

GCH Retail Sdn Bhd currently operates a total of 220 stores, comprising

Giant hypermarket and supermarkets. Guardian pharmacies and Cold

1


	"A STUDY ON MARKET POTENTIAL FORGIANT PRIVATE BRAND" A CASE STUDY IN GIANT HYPERMARKET BANDAR KINRARA, PUCHONG SELANGOR
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	TABLE OF CONTENT
	ACKNOWLEDGEMENT
	LIST OF TABLE
	LIST OF FIGURES
	CHAPTER 1 INTRODUCTION
	1. BACKGROUND OF THE STUDY
	1.1 GCH RETAIL SON BHO IN MALAYSIA
	1.2 GIANT HYPERMARKET BANDAR KINRARA COMPETITORS
	1.3 PROBLEM STATEMENT
	1.4 SCOPES AND COVERAGE OF STUDY
	1.5 RESEARCH OBJECTIVES
	1.6 RESEARCH QUESTION
	1.7 HYPHOTHESES
	1.8 SIGNIFICANCE OF THE STUDY
	1.9 LIMITATION OF THE STUDY
	1.10 DEFINITION OF TERM

	CHAPTER 2 LITERATURE REVIEW
	2. LITERATURE REVIEW
	2.1 PRIVATE BRAND
	2.2 MARKET POTENTIAL
	2.3 CONSUMER AWARENESS
	2.4 BRAND REPUTATION
	2.5 PRODUCT PERFORMANCE
	2.6 AN OVERVIEW ON THE COMPETITIVE MARKETING

	CHAPTER 3 RESEARCH METHODOLOGY
	3. RESEARCH METHODOLOGY AND DESIGN
	3.1 THEORETICAL FRAMEWORK
	3.1.1 Theoretical Framework

	3.2 DATA SOURCES AND DATA COLLECTION
	3.3 SAMPLING DESIGN
	3.4 QUESTIONNAIRE & INTERVIEW
	3.4.1 Questions Design
	3.4.2 Questionnaire pre - testing

	3.5 DATA ENTRY AND DATA PROCESSING
	3.6 DATA ANAYLYSIS AND INTERPRETATIONS
	3.6.1 Procedures for data analysis
	3.6.2 Method for data analysis
	3.6.3 Frequency Distribution
	3.6.4 Descriptive Statistics
	3.6.5 Multiple Regressions


	CHAPTER 4 DATA ANALYSIS
	4. ANALYSIS OF DATA AND FINDINGS
	4.1 RESPONDENT DEMOGRAPHIC PROFILE
	4.2 CUSTOMER PERCEPTION
	4.3 IDENTIFYING GIANT HYPERMARKET COMPETITORS IN BANDAR KINRARA MARKET
	4.4 TO DETERMINE ABOUT BRAND REPUTATION OF GIANT PRIVATE BRAND
	4.5 TO IDENTIFY THE FACTOR THAT MAKES CONSUMERS CONSUME GIANT PRIVATE BRAND
	4.6 RELIABILITY ASSESSMENT
	4.7 CORRELATIONS ASSESSMENT
	4.8 HYPOTHESIS TESTING USING
	4.8.1 Multiple regressions
	4.8.2 The relationship between customer awareness and market potential
	4.8.3 The Relationship competitors and market potential
	4.8.4 The Relationship between product performance and market potential
	4.8.6 R square

	4.9 CROSSTABULATION

	CHAPTER 5 CONCLUSION AND RECOMMENDATION
	5. CONCLUSION AND RECOMMENDATIONS
	5.1 CONCLUSION
	5.2 RECOMMENDATION

	CHAPTER 6 BIBLIOGRAPHY
	CHAPTER 7 APPENDIXES



