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EXECUTIVE SUMMARY

Go along with the Malaysia development, today we can see the slightly

t=} ® » / B
growth of the Malaysia Economic. Nowadays Malaysian citizen have high
purchasing power. They afford to purchase any expensive product and the

taste also are very high.

The statement mentioned above, has encourage GFSB to involve in open
market business which is more profitable. Previous, GFSB was only
concentrating or dealing with Government contracts. Instead of the '
confidence to penetrate the domestic market, GFSB main purpose is to
ensure that all the AP's can be success in furniture business independéﬁt_ly
without any support from GFSB anymore. Therefore, 1t wilk show that the
Umbrella Concept has been successed to born the successful Bumiputras

developers.

At these moment, GFSB only has one showroom located at City Square -
shopping complex. It has been established in early 1993 and plahned to open
up some more showrooms in 1993, From the sales in 1993, it shows that
GFSB still cannot capture or penetrate the furniture market even in Klang
Valley area. The 1993 sales show that GFSB showro\on only afford to
achieve about RM 200.000. Therefore it 1s targetted to achieve the sales of
RM 2 million in 1995 with the increasing in market share from 1.2% in

1994 to 1.8% in 1995 for Klang Valley area.[1]



Therefore in order to achieve the amount targetted. GFSB need to do
something such as increasing their promotional activities, redevelope and
modify. the existing products and produce new products design, mass
distribution by open up more showrooms and offer the products that have

the competitive price.

It is hope that with the current economic growth, GFSB can take it for
granted to be the successful company in furniture business especially in open
market. At last but not least, GFSB really hope that in future all the AP's
can be the successful entrepreneurs or developers even without any support

from GFSB.



TABLE OF CONTENTS

Acknowledgement

Letter of Transmittal
List of Abbreviation
Executive Summary

Chapter 1
1] INETOQUCHON vt eeceteenenenre s seessssesnsessnsnssssssrsssssessnssesssssisssnsnsssanes 1
1.2 Background of Company ceerrestets et se sttt e aase e aransaenas 3
1.24 Guthrie Group Bethad =~ e 3
1.2.2 Guthrie Fumniture Sdn. Bhd. ... 4
Chapter 2
2.1 Literatire REVIEW L. essnasars e esesecsanessssastesssssnssens 7
Chapter 3 o ‘
3.1 Backeround of STAY ..o et nssaeeas 11
32 ODJECHVES ceoereecrereecsieneeeers s enss et ssssassennsens ertererar st esasaatesaees 13
33 Scope Of Study .o rererseeeereretesetessnnranes 13
3.4 MethOAOIOZY ...cvvevverreeeienieencericnniennenrentsesesiesrssssssssasssseeecresersassssssssncarsasessssaes 14
BSLIMIAION coeeeeieeiesnsniasssesesseersssssesssss s ssssssss s ssss s sss s ssssss s 15
Chapter 4
4.1 Curmrent Market SItUHON = oot et s
A118aleS ettt e st ens 16
AL2MATKEL sttt enas 18
413 Target Matket et 21
4.1 4The COMPANY  ceoecereercererrererennnsenaeeseeseessestscsnesanssessescsssaens 22
4.1.5 Market Intermediaries .o eetrereanens 23
4.1.6 Competitive SHUAHON =~ oo, 25
4.2 SWOT ANAIYSIS coreceiecerreirnen et sten et ese sttt ress st s eesssanen 27
421 Strength e 27
4.2.2 Weaknesses.............. OSSOSO OYORI 29
423 Opportunities .ocvreceeecernercnnnenne reeerensinsieneias e 30
424 Threat ... cereere e rese st esastaserer s srerans 31
Chapter 5
5.1 Marketing Mix COMPATISON ovvouvrueureressmesissnssssssssnesssssssssssnssssssssssssssnsesss 33
SLIPIOAUCE e . 33
5.1.2 Price eeeerare ettt ras b cus et ee s snssatasesaseassannssertassssscessasirei | 3O
5.1.3 Distribution (Plac/e) ........................................................................ - 38
S.LAPIOMOHOI ..ouveceeiecvrrenarresisesiactstnsecsnssssssssosssasessssssonsesssssssasassscsssasens 40
Chapter 6
6.1 COMPELLOLS  ..ccuiniimiiceemsemiieiceconereestsmsssssececesense s es e enaenssensssssasssssins 42

6.1 1 Lang FUITHIITE coooooeeeneeemaeamseeseeeeeeemseesseeeseseeenseesssssseessseeennes 42



