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ABSTRACT 

        

 

 

In this era of globalization, the marketing strategy was evolved from time to time in 

order to achieve the customer’s satisfaction. Nowadays, the idea of traditional 

distribution channel faced challenge by another concept which was called direct 

marketing. Direct marketing became the fastest growing form of marketing since the 

direct marketing continues to become more Internet-based. In recent year, the giant 

direct marketing retailer was now transforming their traditional retailing mode into 

online channel due to the tremendously development of the online channel. For that 

reason, this study was conducted to investigate the effectiveness of direct marketing 

through online medium in retail industry in Malaysia. This research was descriptive 

research and it was used quantitative research method to obtain data. The data were 

collected using questionnaires from 384 respondents in Johor and Melaka. The result of 

the analysis showed that cost and time efficiency, information, purchasing pressure and 

the perceive ease of use has significant impact on the effectiveness of direct marketing 

through online medium in retail store Malaysia. There was a motivational factor which 

is convenient factor is not significant in the influence of the effectiveness of direct 

marketing. The results of this study contributes exceptional judgment to marketers and 

the retail store owner in Malaysia.  

 

 

Keywords: fast growing, online medium, direct marketing, retail store, Malaysia 
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ABSTRAK 

 

 

Dalam era globalisasi, strategi pemasaran telah berkembang dari semasa ke semasa 

untuk mencapai kepuasan hati pelanggan. Pada masa terkini, idea bagi saluran 

pengedaran tradisional menghadapi cabaran daripada konsep pemasaran langsung. 

Pemasaran langsung telah menjadi satu bentuk pemasaran yang berkembang dengan 

pesat kerana pemasaran langsung telah menggunakan strategi saluran atas talian. 

Peruncit pemasaran langsung kini telah mengubah mod peruncitan tradisional mereka ke 

saluran atas talian disebabkan oleh perkembangan yang pesat bagi saluran atas talian. 

Oleh itu, kajian ini telah dijalankan untuk mengenalpasti keberkesanan pemasaran 

langsung melalui media atas talian dalam industri runcit di Malaysia. Kajian ini 

merupakan kajian secara deskriptif dan menggunakan cara kuantitatif. Data kajian ini 

telah dikumpulkan melalui soal selidik sebanyak 384 responden di Johor dan Melaka. 

Keputusan analisis telah menunjukkan bahawa faktor kos dan masa yang effisien, 

informasi, tekanan pembelian dan sikap terasa mudah penggunaan mempunyai kesan 

yang besar ke atas keberkesanan pemasaran langsung melalui media atas talian dalam 

kedai runcit di Malaysia. Manakala, penyelidik mendapati juga faktor kemudahan tidak 

berperanan dalam mempengaruhi keberkesanan pemasaran langsung. Keputusan kajian 

ini telah menyumbangkan pemahaman yang luar biasa kepada pemasar dan pemilik 

kedai runcit di Malaysia.  

 

 

Kata Kunci: perkembangan pesat, saluran atas talian, pemasaran terus, kedai runcit, 

Malaysia 
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CHAPTER 1 

 

 

INTRODUCTION 

 

 

1.0 Introduction 

This chapter contained the information about the background study of 

researcher topic which was the effectiveness of direct marketing through online 

medium in retail store Malaysia. At the same time, researcher described about the 

direct marketing. Researcher believed that this chapter was a beginning of discussion 

to bring success research to the consumer. Further, researcher discussed the problem 

statement, research problem, research objectives, scope and limitation of study and 

important of research. 

 

1.1 Background of Study 

 In this era of globalisation, the marketing strategy was evolved from time to 

time in order to fulfil the customer’s satisfaction. Nowadays, the idea of traditional 

distribution channel faced challenge by another concept which was called direct 

marketing.  With the trend toward narrower targeting and the surge in digital and 

social media technologies, many companies were adopting direct marketing, either as 

a primary marketing approach or as a supplement to other approaches (Kotler & 

Armstrong, 2016). 

 According to Kotler and Armstrong (2016), direct marketing involved 

engaging directly with carefully targeted individual consumer and customer 

communities to both obtained an immediate response and built lasting customer 
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relationships. In another words, direct marketing attempted to acquire and retain 

customers by contacting them without the use of intermediary (Jobber, 2008). With 

the elimination of intermediary, the transactional cost can be reduced and thus the 

price of the item will be lower.  

 Direct and digital marketing became the fastest growing form of marketing 

and thus direct marketing continued to become more Internet-based (Kotler & 

Armstrong, 2016). As we know, the traditional direct marketing tools included direct 

mail, kiosk marketing, telemarketing and catalogue marketing. But in recent year, the 

world’s business was carried out using digital networks that connect people and 

companies and thus direct marketing was applying a new set of online tools for 

examples web sites, online advertisements and promotions, online video and blogs. 

By using the new set of online tools, direct marketers were much easier to reach to 

their target customers whereas for the buyers, they were convenient and easy to 

access at anytime and anywhere.     

 The word “retailing” meant that all the activities that involved in selling 

products or services directly to final consumers (Kotler & Armstrong, 2016).  The 

major store retailer types were specialty store, department store, supermarket, 

convenience store, discount store, off-price retailer and superstore. Without the effort 

of retailing and the function of major store retailer, the products or services could not 

reached to the final consumers. 

Retailing has changed dramatically in the last two decades due to the advent 

of the online channel and ongoing digitalization. In specific retail markets, the online 

channel had become very dominant and can be considered a disruptive development 

(Christensen and Raynor 2003). In recent years, we have observed a further 

digitalization in marketing and retailing with specific challenges (Leeflang et al. 

2014). More specifically, with the dawn of the mobile channel, tablets, social media, 

and the integration of these new channels in online and offline retailing, the retail 

landscape continued to change (Verhoef, Kannan, & Inman, 2015). 

In recent year, for the giant retail store was now transforming their traditional 

retailing mode into online channel. Through the online channel, those giant retail 

stores were able to deliver message to their target customers and create customer’s 

attention towards their marketing effort.  In previous time, direct marketing retailers 
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have traditionally mailed the catalogue and provided consumers with order channels 

such as mail order and call center. With the advent of the online channel, the direct 

marketing retailers have reported a “channel shift” toward Internet-based orders. 

(Rhee, 2010).  

Due to the tremendously growth of direct marketing retailers through online 

medium, the researcher took this opportunity to look further on the effectiveness of 

direct marketing through online medium in retail store Malaysia. By doing this study, 

the researcher will contributed the most significant factor that influence the 

effectiveness of direct marketing through online medium in retail store Malaysia in 

order to increase the sales of direct marketing retailers and to retain the customer 

relationship between the companies and customer. 

 

1.2 Problem Statements 

The past researchers have done the marketing study regarding to the 

contribution of channel to the firm’s revenue and loyalty. In this research, the 

researcher will defined the challenges that affect the effectiveness of direct marketing 

through online medium. According to Brubaker (2007), the spamming of email was 

the biggest challenge of direct marketing in retail store. Some of the direct marketers 

were vigorously sending the email, message or calling to their target customer brings 

annoy effects to the recipient. Besides that, Brubaker (2007) also mentioned privacy 

security issue was another challenge that always faced by direct marketing in retail 

industry. The customer personal details will be leaked out in unethical way to other 

company in order to create bonding between two companies. From the past 

researches, the researcher defined that it faced challenges to achieve effectiveness of 

direct marketing through online medium in retail store Malaysia.  

 

1.3 Research Question 

In this study, three research questions have formatted from the problem statement. 

1. What are the impacts of online medium that influence the effectiveness of direct 

marketing in retail store Malaysia?  
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2. What are the factors that influence the effectiveness of direct marketing through 

online medium in retail store Malaysia? 

3. What is the most significant factor that influence the effectiveness of direct 

marketing through online medium in retail store Malaysia? 

 

1.4 Research Objectives 

The primary objective of this study was to investigate the effectiveness of direct 

marketing under research among the Melaka and Johor residents. Besides, the study 

also determined most significant factors that influencing the effectiveness of direct 

marketing in retail store Malaysia. 

1. To identify the impacts of online medium that influence the effectiveness of 

direct marketing in retail store Malaysia. 

2. To investigate the factors that influence the effectiveness of direct marketing 

through online medium in retail store Malaysia. 

3. To determine the most significant factor that influence the effectiveness of 

direct marketing through online medium in retail store Malaysia. 

 

1.5 Scope of Study 

 The purpose of this study was to propose to identify the most significant 

factor that influences the effectiveness of direct marketing through online medium in 

retail store Malaysia. In this study, researcher suggested that there were five factors 

which associated with the effectiveness of direct marketing through online medium 

in retail store Malaysia. Those factors were cost and time efficiency, convenient, 

information, purchasing pressure, perceive ease of use. Researcher believed that 

these factors have strong relationship towards the effectiveness of direct marketing in 

retail store Malaysia. Besides, this study also determined how effectively the online 

medium brought positive impact towards the direct marketing among the Melaka and 

Johor residents. 
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1.6 Limitations of Study 

 Limitations were influences beyond the researcher control in every single 

study. Limitations were the shortcomings, conditions or influences that cannot be 

controlled by the researcher that place restrictions on the research methodology and 

conclusions (Baltimore Country Public School, 2014). The limitation of this study 

was the limited coverage of the state which only covered the Melaka and Johor 

residents. Therefore, the results of the study cannot be generalized to every single 

state in Malaysia; therefore, future research needed to include large sample of states. 

In the process of data collection, researcher could not found the suitable respondents 

even though the respondents familiar with online medium but some of them were 

still unaware of direct marketing online methods. Due to this limitation, researcher 

unable to make accurate data collection. 

  

1.7 Importance of Research 

 The important of this research was to get to know with the impacts of online 

medium that influence the effectiveness of direct marketing in retail industry. 

Besides that, the researcher also determined the most significant factor that influence 

the direct marketing through online medium in retail store Malaysia. This study will 

beneficial for direct marketers to generate new ideas in order to achieve future 

growth and foster the customer relationship. 

 In addition, this study was helpful for all kinds of the organizations and firm 

because the researcher provided the research information regarding to customers 

perception towards the direct marketing through online medium in retail store 

Malaysia. This study will be served as future reference for researcher to proceed on 

the topic of the effectiveness of direct marketing through online medium in further.    
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1.8 Summary 

 In this chapter, researcher discussed about background of study and problem 

statement. Findings of problem statement enabled to determine the both research 

questions and research objectives. Besides, researcher also revealed scope of study, 

importance of this study and limitations of this study. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




