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E:XECUTIVE SUMMARY 

This report provides a summary of my internship at Mercedes-Benz Malaysia. I worked on 

several tasks during the internship that involved PO request, onboarding new joiner, and 

information dissemination. I've also learned a lot about the company's operations, management, 

and th� g�n�raj state: ofth� business through these tasks. 

I have conducted SWOT Analysis for Mercedes-Benz in this report to identify its strengths, 

weaknesses, opportunities as well as threats. The main purpose of this analysis is to provide 

information and idea into company current situation and to implement a strategic plan. From the 

SWOT analysis, I have found that Mercedes-Benz Malaysia (MBM)'s strength lies in its strong 

brand reputation and their loyal customer base. However, even though MBM is high end 

automobile product, they still face several weaknesses such as strong competition and high cost. 

Opportunities for the company include expanding into new market and focusing on electric 

vehicles market. The company also faces threats despite such as intense competition from other 

business and economic downturns. 

Based on the SWOT analysis, this internship report recommends that MBM should focus 

on explore opportunities to expand into new markets, such as South-East Asian neighboring 

countries. Additionally, the company can consider entering new markets, such as the developing 

luxury SUV market. This report also recommend that the company could focus on sustainability 

in terms of prodµgt and prnetiges to begom,c: m,ore �11vir<mme11tajly go11sgioµ� m,�rket. 

Finally, it was a honor to be given opportunity to do my internship at Mercedes-Benz 

Malaysia. During my internship journey, I've learned a lot of things which involved an on boarding 

session, an office tour, and various tasks. I was responsible for raising purchase orders for agency 

workyrs in the SAP system, ensuring professional recruitment, leave encashment, background 

checks, and secondment fees. Not only that, as an intern I was also be able to experience offsite 

task such as participated in a Mercedes-Benz career talk at APU, where I learned about job 

opportunities, interview skills, and company expectations. Overall, the internship provided 

valuable experience and exposure to the company's culture and policies. 
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2.0 Company's Profile 

2.1 Company's N rune, Location, Background 

Mercedes-Benz 

In 2003, Mercedes-Benz Malaysia was founded in Kuala Lumpur, Malaysia. Mercedes

Benz Malaysia currently employs over 420 individuals, with its administrative and sales office 

located in Puchong, Selangor, and its manufacturing facility situated in Pekan, Pahang. Mercedes

Benz Malaysia is responsible Mercedes-Benz vehicles, as well as the development of software for 

global sales solutions and the training of automotive apprentices. Mercedes-Benz Malaysia's retail 

network consists of '.34 authorized Mercedes-Benz and Mitsubishi FUSO dealerships. There are a 

total of 87 stores that provide nationwi.de sales and after-sales services. The emphasis on network 

expansion is part of a global initiative -by Daimler AG in line with its brand philosophy to create a 

cons1s1em g10oa1 orana mat proviaes sµpenor serv1c�s 10 1viercedes-Benz customers. 

The company's main office is in Bandar Kinrara, Puchong Selangor. MBM assembles 

Mercedes-Benz passenger automobiles and commercial vehicles for the Malaysian market in a 

production facility in Pekan, Pahang. MBM has dealerships and service facilities located 

thro4gll0ut M�aysia, mcludui.� iQ. major µrpan c�nt�rs such as Kuala Lumpur, Penang, Johor 

Bahru, a11-d Kota, K.inabalu. 
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Figure 2: Mercedes-Benz Malaysia 

MBM has introduced various Mercedes-Benz models to the Malaysian market throughout 

the years. These include expensive sedans, SUVs, sports automo-biles, and work vehicles. MBM 

has also participated in a number of CSR projects in Malaysia, including programmes that help the 

environment and improve road safety. Mercedes-Benz Malaysia has been a key component of the 

automobile industry in Malaysia It has benefited the business by providing high-quality goods 

and services to local customers. 
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Mercedes-Benz Malaysia (MBM) has been manufacturing automobiles since 2003, when it 

established a plant in Pekari, Pahang, Malaysia. The plant was developed to produce Mercedes

Benz vehicles for the Malaysian market, with ari emphasis on environmentally friendly 

technologies. To ensure that the goods are of great quality arid will endure a long time, the facility 

includes cutting-edge technologies such as machines, automatic painting systems, and energy

efficient production procedures. More than 1,000 people are employed at the p1arit, including 

engineers, technicians, and skilled employees. It has aided the economic growth of Pekan and the 

surrounding area 

Figure 3: Mercedes-Benz in Pekan, Pahang 
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2.2 Vision, Mission, Objective 

Vision 

The mission of Mercedes-Benz Malaysia is to be the preferred automobile brand in Malaysia by 

developing excellent relationships with its stakeholders and generating sustainable growth. 

Mission 

The company's goal is to deliver luxury automotive goods and services that surpass client 

expectat1.011s, grow protital:>ly, amt sµpport Malaysia's s-ustamat>le gevelopment. 

Objectives of Mercedes-Benz Malaysia 

• Provide customers with innovative, high-quality items that satisfy their needs.

• Delivering first-rate support and assistance throughout the ownership process.

• Keeping a solid, devoted team of workers who are committed to providing excellence.

• Encouraging ethical and sustainable business practices that improve society's and the

environment's quality of life.

• Building long-term relationships of mutual respect and benefit with its partners and

stakeholders.
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2.3 Organization Structure 

Mercedes-Benz 

\ MIChael Lim 

ORGANIZATIONAL 

CHART 

Figure 4: MBTl's Organization Chart 
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2.4 Services Offered 

1. Mercedes-Benz car sales, both new and used: MBM has a large selection of Mercedes

Benz cars, SUV s, and industrial vehicles for sale, including cars for consumers and trucks for 

wqrl<. 

2. Services for financing and leasing: MBM offers services for financing and leasing to

help c1Jst9mers tmy 9r le�� th� 9filfl they g�fl1r�, 

3. After-sales services· Customers can faing their cars to any ofMRM's approved service

9ent�rn m Ml:!laysia for rngµll:!f ml:!,i,rltemmce, repw.rs, and warrarrty services. 

4. Roadside support: lf a customer encounters a problem on the road, like a breakdown, a

flat tire, or ;m accident, MBM is them to help them 24/7. 

5. Real parts and accessories: MBM offers real Mercedes-Benz parts and accessories so

th�t 9H�t1W 9filfl 9@ t>e fix;e<l 

6. Customer service and support: MBM has a team of knowledgeable people who can help

customers with their questions, com;�ms, ;mg sµggestiqns. 

7. Opportunities for training and growth: MBM gives its employees the chance to grow

prnf�sicm!:dly s9 they can prnvide c-µstomers the best service they can. 

In general, Mercedes-Benz Malaysia is committed to giving its customers a wide range of 

services with a focus on quality, reliability, and customer happiness. 
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3.0 Training's Reflection 

My internship started on -March 181, 2023, and ended on August 31st, 2023, which was 

located at Mercedes-Benz Malaysia in Puchong, Selangor for a total of six months (24 weeks). I 

worked Monday through Friday from 830 am. until 530 p.m. The MBTI Department is on the 3rd 

floor of M�rn�cJ�s ij�11Z. 

Training lmowledge and technical skills: 

I've had experience in a real working environment for the past 24 weeks. During working 

with MBM, l realized how crucial multitasking and good communication skills are. 1n addition, l 

developed my punctuality skills, enhanced my communication abilities, and increased my 

confidence. l have also developed good time management as l need to prioritize tasks, manage 

d�fillliri�s, Mel �Mge meetirigs @d eI1Silfe tb.at t�k is Qompleted on time. 

Technically, l was able to understand the SAP software, which I used for my task, with 

e�e. I h1we learned how to use the software @d make sure th@re are no outst@dirig taslq,. 

Benefit of train-ing 

Practical knowledge: During my internship, I had numerous chances to acquire important 

BR-related practical knowledge. Additionally, l got the chance to work on actual projects and 

build new skills that I may µse for fature jobs. 

Networking: I've also had the chance to interact with and get to know several supervisors 

from other departments. My network of contacts could expand as a result, which could be 

beneficial for my future job. 

Leaming opportunities: I've had the opportunity to learn from experienced professionals 

in the corporate world. Gaining -knowledge of corporate trends, -best practices and cutting-edge 

technologies can help me stay relevant and competitive in the job market. 
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The first day of my interns-hip at Mercedes-Benz was spent in an oriboarding session with 

HR and other interns. I was given an overview of the company, its culture, and its policies. I also 

had an office tour where they showed us all the departments, cafeteria, and meeting room. At 

Mercedes-Benz, they value work-life balance and understand that many employees prefer the 

flexibility of working from home since the COVID-19 pandemic. As such, I was told to come to 

the office once or twice a week, and I picked to come every Wednesday. I've also learned a few 

tasks that I will be responsible for. Most of my tasks are monthly or on-demand. 

One of my tasks was to raise purchase orders for agency workers in the SAP system. I must 

raise about 3 to 4 POs (purchase orders) for agency workers in terms of their professional 

recruitment, leave encashment, background checks, and secondment fee every month. Before I 

raised the PO, I had to learn about the order requisition and invoice number and create a 

confirmation. Then, I also learned about invoice approval in Create Confirmation, where I have to 

check the invoice and key in all their data. My supervisor also taught me about receiving a good 

monthly reimbursement. It is a record of goods received every month and proof that ordered 

products have ·been received. Basically, 1 will receive a quotation and the manager-'s approval to 

raise the purchase order (PO). Then, I will raise the purchase order in the SAP system according 

to the quotation and then wait for the approved PO. Once I have the approved PO, which contains 

the invoice number, I will have to send it to the agency company, and my manager has stated that 

the purchased order has been completed. After receiving the approved PO, a confirmation will 

�()m�, w��rn r m1.rnt Q()P:firm the qumitity ()f gQ()ds mid approve it. 

Other than that, 1 was also assigned to be one of the organizers for the Buddy Program. I 

was assigned to create a creative template for introducing the new joiner. Then, I must reach out 

to every new joiner to fill out the template and introduce them to the Buddy Program channel. The 

Buddy Program is basically a program and method used to orient new employees. I was also 

-helping prepare the laptop, keyboard, laptop bag, and headset for the new joiner. Every month,

when there is a new member, I will oversee giving them a short briefing about laptop setup and

our department's page.
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Moreover, every two weeks on Friday, I will have a meeting with managers and colleagues 

about a workshop on woikflow for the MBTl Academic Training Program. The Academic 

Training Program is basically a program to help new employees quickly adapt to the MBTI 

working environment and working culture. l was helping them in terms of corporate support and 

actII11mstrnt1v� ::tssrnt@c�, wtmt�v�r tll�y n��ct�,;:t. 

Then, l also attended the MBTl Townhall Workshop at the Sunway Resort Hotel on May 

10th. I was assigned to help the managers prepare feedback and a survey code for all the 

participants. During the townhall workshop, l was able to get a lot of ideas and share them about 

Mercedes-Benz's new technology. I was also able to learn about the SBOD project presented by 

our manager in German, Kai Pogutnke, where Mercedes-Benz wants to create a new digital car 

key system tor mobile devices. It was a great and meanmgtul workshop that l enJoyect so much. 

Next, l was assigned a new task where l had to be in charge of managing company phone 

requests. I have to fill out the form for anyone interested in getting the company's phone number 

and email to the admin department for approval. l was also assigned to create an EMT user ID for 

every new contract joiner. After that, I will have to send notification to all related staff-the 

manager, admin, and human resources teams. Every month, when new members join our 

department, I also have to send an email to the German procurement team to check in our new 

member. 

Despite having many tasks assigned in the office, I was also given the opportunity to join 

the Mercedes-Benz career talk that was held in APU with two managers and other colleagues. l 

was there to help them with whatever they needed in terms of roll-up banners and bunting stands. 

During the career talk, I was able to learn about various job opportunities, how to excel in an 

interview, a strong work ethic, and what the company is actually looking for. On the same week, 

l also went to the Mercedes-Benz career fair at APU. At the career fair, l was assigned these tasks:

• Help all the staff doing the setup (banner, backdrop, table, and videos)

• Help students -by giving an explanation about Mercedes-Benz.

• Held some games with Tihani for the students.
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4.0 Swot Analysis 

STRENGTHS 

• Strong brand recognition

• Loyal customer base

THREATS 

• Electric vehicle market

• Emerging markets

s 

SWOT 

T 0 

15 

WEAKNESS 

• High cost

• Strong competition

0PP0RTUNfflES 

• Intense competition

• Economic fluctuations
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4.1 Strengths 

4.1.1 Strong brand reputation 

Mercedes-Benz's status as one of the most popular and significant brand names of this era 

requires little justification. This company quickly comes to mind when thinking ohop-tier luxury 

automo-biles. Mercedes-Benz is synonymous with excellence, luxury, and strength. The company's 

long history of innovation, engineering prowess, and exceptional design have all contributed to its 

solid global reputation. The brand value has increased by 10% since 2021, reaching $56.103 

billion. 

4.1.2 Loyal customer's base 

One of the main reasons is the superior-build and dependability of cars. Mercedes-Benz is 

known for producing high-quality, durable cars, so owners can depend on them for a long time. 

Mercedes-Benz furthermore offers a wide range of vehicles that suit different lifestyles, allowing 

owners to discover a car that suits their requirements. For instance, according to a study from 

Customer Experience Management to Leverage Customer Loyalty in the Automotive Industry, it 

is stated that the new Mercedes me service brand offers personalized solutions for customers that 

go far beyond just selling cars. The customer is certainly the focus here, and the goal is to keep 

customers for a long time and grow the business. (Scherpen et al, 2018). Additionally, Mercedes

Benz offers top-notch customer service and a thriving owner community, making it easy for 

owners to connect with others who share their enthusiasm for the brand. Finally, Mercedes-Benz 

cars are generally viewed as status symbols, and owning one can make you feel proud and 

successful. 
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4.2 Weaknesses 

4.2.1 Strong competition 

Mercedes receives a 1ot of competition -because it is a well :known luxury car company with 

a good track record of making high-quality luxury cars. Since its founding more than a century 

ago, Mercedes has built a 1oyal customer base ofpeop1e who 1ike how reliable, fast, and luxury its 

cars are. Also, there are a lot of other companies trying to get a part of the luxury car market, which 

is a very competitive-business. B-MW, Audi, and Lexus are some ofMercedes's most wel1.:known 

competitors, but there are many other luxury car brands that also compete in this market. For 

examp1e, from news article Motorl.com it is stated that "Today, BMW and Mercedes-Benz are 

the most popular premium car brands in the world. Many motorists aspire to own something from 

these companies, and it shows in the sales stats. Combined, they sold near1y 4.3 million vehicles 

in 2021, accounting for 40 percent of g1obal premium and luxury vehicle sales." (Munoz, 2022) 

Mercedes is a luxury car company, therefore its cars often cost more than those of its 

competitors. Because of this, it may be hard for Mercedes to persuade people who concern about 

price and value. Even though Mercedes cars are great in terms of quality, reliability, and luxury 

features, some customers may choose to buy a less expensive car from a competitor, such as BMW, 

Audi, or Lexus. Mercedes' market share may also be limited by the price of its cars, especially in 

developing countries where buyers may be more price conscious. Mercedes has loyal customers 

who are wining to pay more for the quality and image of the brand, but it may be hard for the 

company to attract new customers who are more price conscious. For instance, "Mercedes is hiking 

the prices even of entry-leve1 models like the A-Class hatchback. Drivers are increasingly only 

able to buy versions of the car with bells-and-whistle options as standard". (Wilkes et al,2023.) 

Overall, Mercedes-• high prices show how committed the brand is to quality and luxury, but they 

can also be a barrier to entry for some customers, which could limit the company's growth in some 

areas. 
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4.3 Opportunities 

4.3.1 Electric vehicle market 

Mercedes-Benz has a lot of potential to grow in the electric car industry because there is a 

growing need for ecologically friendly and sustainable transportation solutions. For example, 

according to New Strait Times, The EQE is a great choice for current customers because it has a 

dynamic driving experience and a wide range of Connected Services. We find a balance ·between 

innovation, emotion, and sustainability, and we are constantly working to cut CO2 emissions. (Ng, 

2023). More consumers are looking for environmentally friendly alternatives to conventional cars 

with internal combustion engines as governments across the world keep implementing stronger 

emissions restrictions to address climate change. ·Mercedes-Benz can increase its electric vehicle 

lineup's market share and win over consumers who care about the environment by appealing to the 

rising electric vehicle industry. Mercedes-Benz can continue to create and introduce innovative, 

cutting-edge features that distinguish its vehicles from the competition as electric vehicle 

technology develops and ·becomes more widely used. 

For Mercedes-Benz, entering new international markets-particularly those in Asia and 

other developing regions-represents a huge development opportunity. Automakers are aiming to 

expand into new regions to encourage growth as existing markets like Europe and the United States 

become more saturated. Emerging markets like Asia and other developing nations represent some 

of the largest and fastest-growing marketplaces in the world. Mercedes-Benz already has a 

substantial footstep in Asia because of its factories in China and India as well as its extensive sales 

and service networks. According to Ola, he stated that For Mercedes-Benz, China is a crucial 

market that last year contributed 37% of the brand's overall sales and 18% of its revenue. 

(Anderson, 2023) The rising demand for premium cars among the growing middle class in the 

region is one of Mercedes-Benz's main areas of attention in Asia. Mercedes-Benz has a large 

market opportunity as more consumers in Asia can afford luxury goods like automobiles as 

disposable incomes rise. In response, the business has released new models and features that are 

suited to Asian consumers·' desires, such as long-wheelbase variations of its sedans and cutting

€dg€ infotainm€nt syst€ms that tak€ local pteforences into account. 

18 

USER

USER

USER



r 

r 

r 

r 

r 

r 
r 
t 

r 

r 

r 

r 

r 

r 

r 

r 

r 

r 

r 

r 

r 

4.4 Threats 

4.4.1 Intense competition 

Mercedes-Benz faces strong rivalry from other expensive car manufacturers like Lexus, 

BMW, and Audi. The latest versions of the BMW 5 Series and the Mercedes-Benz E-Class, which 

made their respective global premieres a month apart, have -been competitors for decades. While 

both appear to be the most technologically advanced iterations yet, each one approaches 

electrification and overall design differently. (Chan,2024). These businesses, which directly 

compete with Mercedes-Benz for market share in the luxury vehicle market, are all well-known 

names with a solid reputation for building upscale, high-quality automobiles. Mercedes-Benz must 

keep innovating and setting itself apart from its rivals if it wants to stay competitive. This implies 

adding unique features and improving technology that make its cars stand out from the competition 

and appeal to customers. Mercedes-Benz has already put a lot of money into electric car 

technology, cutting-edge safety features, and infotainment systems to set itself apart from its 

competitors. Aside from that, Mercedes-Benz needs to keep spending money on marketing and 

growing its brand to stay at the top of the luxury car market. This means making the brand more 

well-known, getting customers to maintain a relationship with you, and building strong ties with 

dealers and other partners. 

4.4.2 .l!..conom1c tmcmanons 

Changes in the economy are a -big risk for Mercedes-Benz since they could affect ·how 

much people can spend and how much demand there is for expensive goods. During economic 

downturns or times of uncertainty, people may -be less willing or able to spend money on expensive 

luxury cars. This is because according to Asger Lau Andersen from Journal of Economics 

(Andersen, 2022), ''There must-be a decrease in total spending-by consumers when activity in some 

economic sectors slows." This can lead to less demand and fewer sales for companies like 

Mercedes-Benz. Changes in the economy can also influence production processes and supply 

chains, making prices go up and causing problems in the supply chain. This could affect the 

-business's ability to make money and meet customer needs. Mercedes-Benz also needs to focus on

building a strong brand and customer base that can handle changes in the economy. Even when

the economy is bad, Mercedes-Benz can keep people interested in its products by building a loyal

customer group and keeping a good brand image.
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5.0 Sustainability in Mercedes-Benz Malaysia 

For Mercedes-Benz, sustainability means always making sure that customers, workers, 

investors, ·business partners, and society as a whole all obtain something out of what we do. For 

instance, from The Options news, the CEO of MBM said that sustainability makes a big difference, 

changing how the business works, and looking at the whole value chain to see where it can make 

a big difference for a better future. Ambition 2039 shows how Mercedes is working to make the 

world a ·better place for the future. The goal is to make all its new car.'s carbon-neutral over the 

wngi� v�n.l� cmun, 

In Mercedes-Benz, sustainability is a big part about the way Mercedes-Benz operates 

business, and the company has taken several steps to lessen its impact on the environment, promote 

social responsibility, and make sure its ·business is sustainable. The Sustainable Development 

Goals, also known as the SDGs, are a set of 17 global goals that were made by the United Nations 

in 2015. Here are some ways Mercedes-Benz is helping to reach the SDGs: 

• SDG 8: Decent Work and Economic Growth: The Group develops and implements

a risk_-based management strategy to respect and protect human rights throughout

its business entities and supply chain. Thus, the Mercedes-Benz Group contributes

to the creation of humane working conditions. Through its production and large

number of purchases, the Mercedes-Benz Group creates opportunities around the

globe.

• SDG 9: Industry, Innovation, and Infrastructure: Through digitalization and

electrification, the Mercedes-Benz Group is developing the sustainable

transportation of the future, achieving goals such as producing safer automobiles

and assisting the environment. lt can also demonstrate how digital innovations can

·benefit individuals and society.

• SDG 11: Sustainable Cities and Communities: With its vehicles, data-based

solutions for increased traffic safety or improved traffic flow, and multimodal

connectivity, the Mercedes-Benz Group contributes to sustainable mobility in

densely populated urban areas.
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6.0 IR 4.0 in Mercedes-Benz Malaysia 

Industry 4.0, which is also known as the Fourth Industrial Revolution (IR 4.0), is the 

application of advanced technologies like artificial intefligence, the Internet of Things, and robots 

in manufacturing and production processes. Mercedes-Benz has been applying IR 4. 0 technologies 

and practices to improve its manufacturing and production processes and to make the customer 

experience-better. Here are some examples ofhow IR 4.0 is-being used by Mercedes-Benz: 

• Smart factories: Mercedes-Benz is using technologies like automation, robots, and

artificial intelligence to make its factories more efficient and improve the quality of

what they manufacture. In the company's Sindelfingen plant in Germany, for

example, smart technologies like digital production control, self-driving transport

systems, and smart robots have been used to make the production process more

efficient and less prone to mistakes.

• Digitalization: Mercedes-Benz is usmg digital technologies to enhance the

customer experience and make -business operations run more easily. The company's

"Mercedes me" digital platform, for example, gives customers access to a few

services and features, such as remote car control, personalized suggestions, and

real-time traffic information.

• SustainabiHty: Mercedes-Benz employs IR 4.0 technologies to aid the

environment and become more sustainable. For instance, the company's "smart

factory·" technologies aim to reduce waste, conserve energy, and have a smaller

impact on the environment. Mercedes-Benz uses digital technologies to support

environmentally favorable modes of transportation, such as electric and

autonomous vehicles.
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7.0 Conclusion

Mercedes-Benz is a famous and well-known vehicle manufacturer. It is well-known for 

manufacturing luxury, high-quality autos. With manufacturing sites in several countries and a 

global presence, the company offers a diverse range of products and has a strong financial footing. 

Mercedes-Benz must deal with a nuniher of difficulties, including severe rivalry from other luxury 

automotive manufacturers, the need to adapt to changing customer preferences and environmental 

rules, and economic disturbances that may impact demand for luxury automobiles. However, the 

company has an established history of developing fresh ideas and putting them into action. To 

remain competitive, the corporation has invested in innovative technology such as electric 

vehicles. Mercedes-Benz has a lot of space for future growth and expansion, especially in rising 

countries like Asia and Latin America Mercedes-Benz may achieve long-term growth and a higher 

market share by expanding into these markets and developing products and features tailored to 

local consumers' tastes. Despite the dangers and prolilems that the company faces, Mercedes-:Benz 

has showed an outstanding ability to produce new ideas and react to market changes. Mercedes

Benz is well-positioned to continue dominating the luxury car industry for many years to come 

gu� w ns rnc;us on w;:wg \:mmnng, umova-not1, @g s¥m<;mc; grnww. 

Furthermore, there are a few suggestions that Mercedes-Benz Malaysia might put into 

action in order to improve and remain competitive in the Malaysian market. MBM, for example, 

can improve the following customer experiences: Mercedes-Benz Malaysia can improve the 

customer experience by offering personalized services such as customized financing and after

sales assistance. Furthermore, the corporation may invest in technology to improve consumers' 

online experiences and make services more accessible. Aside from that, Mercedes-Benz Malaysia 

can concentrate on producing more environmentally friendly products and business practices in 

order to cater to the rising market of environmentally concerned consumers. In order to offer 

electric and �hybrid automobiles in Malaysia, the corporation could invest in research and 

development. 
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9.0 APPENDICES 

Figure 5: First day of internship at MBM 

Figure 6: Inside MBTI department office 
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Figure 7: SAP task 
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Figure 8: my desk in office 
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Figure 9: meeting with Fabian from German 

�---- --

M!CO 

Figure 10: attend meeting with managers 
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Figure 11: Induction program at Damansara Cyle&Carriage 
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Figure 12: Townha/1 Workshop at Sunway Hotel Resort 
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Figure 13: with Kai(German manager) at his farewell party 

Figure 14: Hori raya picture with supervisor and Tihani 
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Figure 15: Onboarding introduction with new joiner 
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Figure 16: attend talk during HR a pen day 

Figure 17: with managers at MBT/ career fair 
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Figure 18: MB Tl's Career Fair at APU 
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