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BEAUTY MAKEUP 

PRODUCT OR 
SERVICES OFFER.ED 

As customer needs and cosmetic trends 

constantly evolve, Sa Sa has also been 

actively responding to the market needs. 

They market themselves as a one-stop 

beauty product speciality platform with a 

"Beauty" business focus. They also offer a 

diverse range of high-quality items under 

over 600 brands, including skincare, 

fragrance, make-up, hair care and body care 

products, health and fitness products, and 

beauty devices, to meet the needs and 

desires of their clients. Their multiple e

commerce platforms offer round-the-clock 

online purchase services as well as 

thorough product information to customers 

from various countries. They aspire to offer 

round-the-clock online shopping services as 

well as comprehensive product information 

to their customers from various countries, 

leveraging the combined strength of their 

physical store network and multiple online 

platforms beyond geographical constraints, 

in order to provide a refined and seamless 

OMO customer experience. 
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STRENGTH 
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Customers, for example, can only get J perfume from the Mercedes-Benz brand 
at Sa Sa. When compared to duty-free 
shops in other countries, which claim to 
sell goods at low rates, their prices are 
still high when compared to Sa Sa. As a J result, a lot of new clients pick Sa Sa to 
acquire cosmetic products and 
eventually become devoted Sa Sa 
customers. 

J 

100% GENUINE 
PRODUCT WITH 
AFFORDABLE PRICE 
As we all know, today's consumers have very 
high purchasing power, which influences their 
choice of goods, as most customers are more 
driven to buy genuine products at a fair price. 
Given that as a result, Sa Sa possesses both of 
these features, since this cosmetic company 
sells genuine fragrances, skin care, health 
care, and cosmetics at extremely low prices. 
In this case, Sa Sa provides genuine products 
from the original brand of the product itself 
where they become the intermediary which is 
a concept store that sells products from 
exclusive brands that are difficult to locate in 
Malaysia. 
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Loyalty Customers 

Sa Sa also values its members, known 

as PINK and VIPINK. because it is able 

to stay competitive with other 

cosmetic companies in the market due 

to these committed customers. 

Because Sa Sa members generate 

more than half of its income, they 

prioritize Sa Sa members in all of its 

activities as loyal customers are the 

most important part for a business 

because it's a driver for a business 

growth. 

STRENGTH 99 

For example, in every campaign, Sa Sa members will have different benefits than clients who do 

not register for membership in terms of discounted prices, points and bonuses gathered, and after

sales assistance. 

Furthermore, whenever a new store opens, Sa Sa members who attend and purchase products on 

the opening day will receive a door gift. As a result of the particular customer care provided to Sa 

Sa members, Sa Sa members have remained loyal to this company to this day, and Sa Sa has been 

able to survive with the existence of Sa Sa members . 
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Unfriendly Environment----
99 
Sa Sa also has the disadvantage of 

working in an unfriendly atmosphere. In 

this regard, based on my observations as 

a practical student here, most employees 

in this organization do not get along with 

colleagues from other departments. 

Employees with jobs that do not need 

them to communicate with staff from 

other departments prefer to interact 

primarily among themselves, which 

causes communication challenges. 

If a project involves employees from 

other departments to collaborate, 

communication issues and 

misunderstandings are possible because 

they don't know each other. 

Apart from that, employees may 

be unhappy at work since the 

current environment is 

unhealthy and unmotivating. As 

a result, there will be an 

increase in employee layoffs 

because this unhealthy 

workplace will disrupt their 

psychological well-being (Stoltz, 

R., 2023) . 

When this difficulty persists for an extended period 

of time, the results of a task for a project will suffer. 
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LIMITATION AUTHORITY ON DECISION-MAKING 

Sa Sa Malaysia has a weakness in terms of decision
making authority because, as we all know, this 
cosmetic corporation originated in Hong Kong, China, 

and the stockholders and superiors in Sa Sa are all 
Chinese . This means that all actions and decisions 
taken at Sa Sa Malaysia must be made in consultation 
with its leaders in Hong Kong. 

This is a problem because of the cultural and 
understanding gaps between executives in China and 
Malaysia, making it difficult for Sa Sa to be widely 

developed in Malaysia. This intervention has an 
effect on all departments of Sa Sa HQ, including the 
marketing department. 

This is due to the fact that marketing techniques and 

methods used in Sa Sa Malaysia are still exposed to 
and dependent on marketing done in Hong Kong. 
They want to synchronize everything so that it is 
easier to manage, but this has the opposite effect 
because marketing conducted in Hong Kong has no 
influence on clients in Malaysia. As a result, many 
clients are still unfamiliar with Sa Sa products. 
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Oppor 
Sa Sa offers health care products in 
addition to perfumes, facial care, 
and cosmetics, which actually 
presents Sa Sa with an incredible 
opportunity as the public started to 
think more about their health once 
the Covid-19 crisis broke out. 
Consumer awareness of health and 
hygiene is developing as a result of 
Covid-19, leading to changes in 
consumer purchasing behavior 
( Cordina, J., 2021) 

In this regard, most consumers 
are now more encouraged to 

spend their money on health and 
hygiene products such as Vitamin 

C, face masks, sanitizers, and other 
such items. As such, Sa Sa has a 

great opportunity to further 
broaden the market of health 

products available to customers, 
as well as to carry out greater 

advertising regarding the health 
products that are sold, so that 

customers are aware that they 
can get health products not only 

at the pharmacy, but also at Sa Sa 
at a price that is more affordable. 
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Improvement in 
the customers 

lifestyle and 
standard 

Some categories of community 
level of living have changed and 
improved recently, which has 
improved their lifestyles. 
Additionally, the majority of 
people in today's society closely 
follow the advancement of more 
upscale and fashionable trends in 
an effort to provide a better 
impression or image to those 
around them (Charm, T., 2020). 

This applies to selecting 
cosmetics or health products. Sa 
Sa has a great possibility to 
enhance their performance in the 
market due to the improvement of 
lifestyle in various communities. 

This is so that there will be greater 
consumption of consumer 
products and services, as well as 
more opportunities to stimulate 
purchases, when lifestyle changes 
among individuals increase. With 
additional competitors on the 
market, this circumstance may 
enable Sa Sa to maintain their 
market dominance and even 
consistent profit margins. 
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THREAT 
Increased market sales of 
counterfeit goods 

Sa Sa is well-known for selling high-end luxury fragrances at reasonable 

pricing. However, the selling of counterfeit fragrances is becoming 

increasingly common, and this poses the greatest threat to Sa Sa. While we 

all know, social media sites now include a feature that allows businesses to 

sell their goods on social media. However, this existing privilege is being 

misused by vendors who offer vast quantities of counterfeit products, such 

as perfumes. 

For example, there are dealers that 

develop imitation perfumes in bulk, 

rename them, and offer them at low 

volume prices. Worse, the perfumes 

offered a smell just like the actual 

perfumes created-·by the brands. Such a 

situation has the potential to trigger 

customers to switch, preferring to 

purchase fraudulent goods due to their 

low prices, which might have a highly 

negative impact on Sa Sa like giving 

damage to brand's reputation and 

bottom lines (Benjamin, A., 2023). 

Zl/LFA HIDAYAH 
Editor-in-Chief 
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THE 
Strength 
INCORPORATING NUMEROUS WELL
KNOWN BRANDS AND BUILD A BIGGER 
ONLINE PRESENCE 
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opinion is that Sa Sa can leverage its strength 
by incorporating numerous other well-known 
brands into its current product lineup and also 
build a bigger online presence as online 
platforms have a bigger influence on the 
people. 

This is because, based on my experience, many customers 
frequently visit Sa Sa stores and ask about the availability 
of a particular brand like Billie Eilish and Dolce Gabbana, 
regardless of whether Sa Sa sells it or not. This is mainly 
because of their perception that the majority of them 
believe that Sa Sa businesses are the only ones capable of 
introducing a major brand of this product into the 
Malaysian market while maintaining the affordable price. 
They also must run an aggressive promotion online such as 
by creating giveaways or contests (Wong, K., Savage, D., 
2022). As a result, with this effort, Sa Sa's sales of a variety 
of big brands might further boost the company's 
reputation as well as reach more audiences on online and 
offline platforms. 22 
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opinion, Sa Sa needs to be more 
proactive in promoting Sa Sa 
membership registration to new 
customers in terms of the benefits 
gained and other factors in order to 
further expand this strength and keep 
this component as one of the key 
strengths for Sa Sa throughout time. 
According to Aliza Polkes (2020 ), 
based on her survey, about 68% of 
frequent customers will participate, if a 
loyalty program is available. 
Customers that engage in the 
program are more likely to spend 
more money with you because they 
already have a relationship with you 
and receive benefits in exchange for 
their business. 

In this case, when people sign up to be Sa Sa members, for instance, 
and they have a lot of points from prior purchases, they can use 
those points to receive a variety of things at Sa Sa for free like 
sunscreens, skincare sets, makeup, and many more. This is because 
every month, Sa Sa will organize a special point redemption program 
for Sa Sa members. Therefore, this program can be advertised to new 

. . 

customers at Sa Sa to attract their attention to register as Sa Sa 
members. In this regard, not everyone, including me, is aware of the 
benefits of being a Sa Sa member. As a result, they must constantly 
emphasize to customers the benefits of being a Sa Sa member. 
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ACTIVELY INTRODUCE THE EXISTING 
EXCLUSIVE BRANDS IN STORE 

As we all know, the majority of the products sold 
at Sa Sa are uncommon and expensive, with 
pricing that can be described as quite high. For 
example, one sort of skin care product from the 
Suisse Programme brand costs nearly a 
thousand ringgit. 

As a result, buyers are less interested in buying 
products from Sa Sa. Howeve r, as people's 
lifesty les change, they are more motivated to 
purchase more exclusive things because they 
are of higher quality. 

Thi s presents an excellent opportunity for Sa Sa 
because it allows them to begin actively 
introducing the exclusive products that they sell . 
Simultaneously, Sa Sa has a Dr. service at their 
exclusive store at Sunway Velocity with this 
customer service, it is inevitable that customers 
wou ld be more confident and trusting of Sa So's 
products . 
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The strategy, however, did not work. 

As a result, I believe Sa Sa should enhance its 
offering of local products, which are product 

brands that customers are more familiar with, 
while also maintaining their original products. 

This method will be able to show a maJOr 
distinction between Sa Sa and its competitors 
because Sa Sa not only sells local products or 
well,known brands, but also exclusive and 

high,quality products from countries such as 
Korea and Japan. This strategy additionally 
broadens the target consumers and market 
throughout Malaysia. 
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Ultimately, I a m glad to have chosen Hong Kong Sa Sa as my place of practical tra ining 

because I received a lot of experi ence, knowledge, and more as a result of performing 

practica l training here. Indeed, all students ought to take part in practical training before 

entering p rofessional life since it allows them to learn a little bit about how an organization 

or corporation operates. For me, taking practical training here was quite satisfying because 

I received more t han I expected . Not only that, but I acquired a lot of things during my 

working days, particularly knowledge and a picture of my genuine self. This is because I am 

conscious that my attitude and actions alter when I am at university versus when I am at 

work. This image taught me to be more mature in my t ime management and self

management. It also taught me to rema in professional no matter where I am. 

As for the SWOT analysis, every assessment is very significant for Sa Sa since it affects not 

only their internal environment but also the external environment where these things are 

unforeseen. As a result, all existing weaknesses and threats must be decreased and avoided 

in order for Sa Sa to conduct their business smoothly. Sa Sa should also be aware of the 

surrounding environment and work hard to develop tactics that will allow all vulnerabilities to 

be overcome and all threats to be averted before they occur. It is clear that with constant 

efforts, Sa Sa will not face any big challenges in the future, and the organization will always 

expand from time to time and effectively realize the vision that has been set, including 

boosting the organization's name on a global scale. 

www.u itm.edu.my 
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