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EXECUTIVE SUMMARY

The purpose of this study is to identify and review besides obtaining insights and
understanding on brand naming practices adopted among Sarawakian Malay
Entrepreneurs within Kuching city area especially under Dewan Bandaraya

Kuching Utara jurisdiction.

CHAPTER 1 enlighten on the Background and Scope of Study as well as trend in
brand naming decision among entrepreneurs in the present day that covers under
the Problem Statement of study. Besides that this chapter also covers the Research

Objective, Significance and factors that might limit the exploration of the study.

Meanwhile, CHAPTER 2 will enlighten on the Literature Review relating to this
study, which consists all citations to articles in journals, magazines, newspapers,
marketing research studies and technical reports whereby often provide

summaries or abstracts of the material cited.

CHAPTER 3 of this study is pertaining to Research Methodology adopted as a
means for data collection from the field work i.e. Personal Administered
Questionnaire and Personal Interviewing session. Thus, the process would involve
the Primary and Secondary Data, Survey Instrument, Population and Sampling of
respondents towards the end. Apart from that, this chapter also covers on the

method for analyzing data which is Nominal and Ordinal Scale.
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CHAPTER 1

INTRODUCTION

In today’s crowded and competitive environment, the biggest challenge for
companies to compete in the market place is how to differentiate
themselves from competitors. All other things being equal, the only feature
that will help consumers identify and differentiate one organisation to one
another in the market is BRAND (Malaysia External Trade Development

Corporation).

A strong brand image is the only asset a company can develop that cannot
be copied. Promotion is a vital element of branding. Companies committed
to develop, promote and manage the brands in order to ensure that the
brand is well positioned in the market and contribute to developing the

image of the organization as a reliable supplier of quality brands.

Brands are assets that require investment to nurture and develop. It
requires a change in the mindset of top management about what building
brand really involves. Apart from the registration of a name or logo it also
requires a promise to deliver what has been communicated to the
consumer, consistency in the quality of products and services offered as

well as an assurance of availability of supply to the market.



