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ABSTRACT 

Small medium enterprise (SMEs) is the backbone of the economy in Malaysia. [n 

order to increase the promotional strategy, SMEs need to create effective action plan. 

Influencer marketing has become one of the tools of marketing that can enhance 

promotional strategy in SMEs. However, majority number of SMEs lack in practicing the 

correct way to use the influencer marketing strategy. There was also high use of Internet 

and social media has made changes in communication between the SMEs and consumers. 

The purpose of the study to identify the effectiveness of influencer marketing strategy. In 

addition, it also identifies the relationship between the strategy of influencer marketing 

and enhance promotional strategy in SMEs and also analyze the most important strategy 

of influencer marketing that enhance the promotional strategy in SMEs. There were total 

number of 338 respondents has contribute in answering the survey. The respondents were 

from online SMEs from all states in Malaysia. They have answered a set of questionnaires 

that consists of demographic profile, effective strategy of influencer marketing and also 

effective strategy of influencer marketing that enhance promotional strategy in SMEs. 

Data that have been collected were analyses through Software Package for Social System 

(SPSS). The results showed that all of the strategy were significant to enhance promotional 

strategy in SMEs. These findings , provides valuable information for businesses and online 

SMEs to improve the promotional strategy. 

Keywords: Promotional Strategy, Influencer Marketing, Online SMEs 
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ABSTRAK 

Perusa/Jaan sederhana kecil (PKS) adalali tulang hclakang ekonomi di Malaysia. 

Untuk meningkatka11 strategi promusi, PKS perlu mew11jwlkan pelan tindakan yang 

herkesan. Pengaru/J pemasaran Lelah menjadi salah satu a/at pemasaran yang dapat 

meningkatkan strategi promosi di PKS. Walaubagai111anap11n, sebilangan besar PKS 

kekurangan dalam mempraktikkan cara yang betul untuk rnenggunakan strategi pengaruh 

pemasaran. Penggunaan lntemet clan media sosial yang ti11ggijuga telah menguba/J cara 

komunikasi antara PKS clan pengguna. Tujuan kajian ini untuk mengenal pasti strategi 

pengaruh pemasaran yang berkesan. Di samping itu, ia juga mengenal pas ti hubungan 

antara strategi pengaruh pemasaran dan meningkatkan strategi promosi dalam PKS dan 

juga menganalisis strategi paling penting clalam pengaruh pemasaran yang 

meningkatkan strategi promosi dalam PKS. Sejumlah 338 responden telah mef!javvab 

fil?jauan tersebut. Responden aclalah daripada PKS dalam talian dari semua negeri di 

Malaysia. Mereka telah menja>vab satu set soal selidik yang terdiri daripada profil 

demografi, strategi efektf( pengaruh pemasaran dan strategi berkesan pengaruh 

pemasaran. Data yang telah dikumpulkan dianalisis melalui Pakej Perisian untuk Sistem 

Sosial (SPSS). Keputusan menuf!jukkan bahawa semua strategi penting untuk 

meningkatkan strategi promosi dalam PKS. Kajian ini memberikan maklumat yang 

berharga untuk perniagaan dan PKS dalam talian untuk 111eningkatkan strategi promosi. 

Kata Kunci: Strategi promosi, Pengaruh pemasaran, PKS dalam talian 
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CHAPTER 1 

INTRODUCTION 

1.0 Introduction 

This chapter provides a brief overview of the research study. This chapter 

introduced the problem statement, research question, research objective, scope, 

significance of the research and also the limitation of this research. The researcher also 

explained the definition term of this research. 

1.1 Background of the Study 

At present, the competition between SMEs in making the consumer to purchase 

their product or services becoming more challenging. Consequently, each of the SMEs 

need to create a more attractive strategy and a better action plan than its competitor. Thus, 

one of the best tool in attracting consumer attention in purchasing products is promotional 

strategy. Promotional strategy is the combination of the different channel that can be used 

to communicate the promotional message to the consumers (Adefulu, 2015). The example 

of channel in promotional strategy include with advertising, public relations, personal 

selling, sales promotion and direct marketing tools. 
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However, due to high use of lnternet and social media among the user now days. 

the trend in promoting products and services is changing. Influencer marketing has 

become one of effective marketing tool in promotional strategy. Influencer marketing 

refers to the act of partnering with developers of social content (Kl, 2019) . Developer or 

also known as social media influencer usually have a many followers in the social media 

platforn1s such as Facebook, Instagram, YouTube and also Twitter. 

Thus, in order to sustain in business now days, SMEs need to implement the 

effective strategy of influencer marketing that can enhance the promotional strategy in 

SMEs. This research was conducted to identify effective strategy of influencer marketing 

that enhance promotional strategy in Malaysia SMEs. The concept of influencer marketing 

was identified in the literature review. Moreover, the most important strategy of influencer 

marketing was analyzed and the relationship between the effective strategy of influencer 

marketing and enhance promotional strategy was identified. 

1.2 Problem Statement 

Influencer marketing has come with a new way of marketing and create more 

opportunities for SMEs in promoting their product and services. However, most of the 

SMEs faced challenges in developing their promotional strategy. In Malaysia, the 

Government has reported the status of poor uptake and low marketing strategies as SMEs 

weaknesses in leveraging the technology-related adoption (SME Annual Report, 

2016/2017). Although majority number of SMEs today use the social media platform in 

promoting their products, there was a problem they faced which they are lack of practicing 

the use of social media. From the researcher view, SMEs know the important of using the 

social media platform, however they do not know how to use it effectively. For example, 

they have implemented the influencer marketing in their businesses. However, it was not 

successful due to their lack knowledge in implement the best strategy in influencer 

marketing. 
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A study regarding traditional marketing communication by T.G (2013) shows the 

presence of the Internet and the increasing use or social media has changed the way in 

which companies communicate with their target customers. This has led to greater 

competitiveness among the businesses. According to Malaysia Digital Association (2016 ), 

the total population in Malaysia (31.5 million), and there is 68 .5% (21 million) which 

represent the internet users and this number is sti 11 increasing day by day. Thus, businesses 

need to change the way they promoted their products according to the preferences of their 

consumer. 

1.3 Research Objective 

Three research objectives were established to achieve the goal of this research 

which are: 

ROI : To identify the effectiveness of influencer marketing strategy. 

R02: To identify the relationship between strategy of influencer marketing and 

enhance promotional strategy in Malaysia SMEs. 

R03: To analyze the most effective strategy of influencer marketing that enhance 

promotional strategy in Malaysia SMEs. 
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1.4 Research Question 

The suggested research questions to be answered in thi s study are as follow : 

RQ 1: What is the effectiveness of influencer marketing strategy? 

RQ2: What is the relationship between strategy of influencer marketing and 

enhance promotional strategy in SMEs? 

RQ3 : What is the most effective strategy of influencer marketing that enhance p 

promotional strategy in Malaysia SMEs? 

1.5 Scope of Study 

The scope of the study focused the effective strategy of influencer marketing. 

There were 4 effective strategies that represent independent variable. There were set 

realistic goal, know your audience, stay on message and also recognize the power of 

emotional stories. On the other hand, enhance promotional strategy in SMEs as the 

dependent variable. From the variables, this research discussed on the effective strategy 

of influencer marketing that enhance promotional strategy in SMEs. Furthermore, the 

relationship between the variables and analyzed the most important strategy were 

discussed. The survey was aimed to target the respondents from online SMEs. The age of 

the respondents was between below 20 years old and above 41 years old. Furthermore, 

this research focus in Selangor and Melaka states. Based on this research, the researcher 

wants to find the results that achieved for each of the research objective that have been 

stated. 
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1.6 Limitation 

There were three limitations that have been faced by the researcher while 

conducting this research. Firstly, the sample size. Since the researcher only focus for 

online SMEs, thus it does not cover all type of SMEs in Malaysia . Furthermore, the 

location in conducting this research only focus for two states which Melaka and Selangor. 

Thus, the results in conducting this research were not accurate. Secondly, the majority of 

the SMEs do not understand the term that have been used in the questionnaires. Hence, 

this make the SMEs do not understand the questions very well. The third limitation was 

there was a lack interaction between the researcher and also the respondents. Since this 

research was conduct in qualitative method, the questionnaires have been distributed to 

the respondents. The questionnaires that have been distributed was in the Google form 

type and it was distributed online. Hence, lack of the interaction has make the respondent 

cannot ask directly to the researcher if they were not understanding the questions and also 

they cannot give suggestion directly to the researcher. 

1. 7 Importance of the Study 

Due to the rise of social media and also technology, it is important for the company 

to identify the most effective way of marketing strategy in promoting their product and 

services that can sustain their business. Nowadays, most of the business apply the 

influencer marketing in promoting their products and services. Few of the Malaysia 

research that focused on this topic. Therefore, it is important for the researcher investigate 

the effective strategy of influencer marketing that can enhance the promotional strategy 

in Malaysia SME's and analyze which was the most impo11ant strategy. 

Throughout this research, the SME's company can have a clear understanding the 

effective strategies of influencer marketing that can enhance the promotional strategy in 

their businesses. It was guide for the company to sort out and solve the problem related to 
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related credibility issues later. Thus, the customer engagement with the product or services 

will increased credibility of the messages. 

l.8 Summary 

This chapter was the summanes of the research study. In this chapter the 

background of the research was discussed. Followed by the problem statement. Next, the 

research objective and also research questions were outlines. The scope and limitation of 

the study were then discussed. Finally, the importance of the study was evaluated. 
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CHAPTER 2 

LITERATURE REVIEW 

2.0 Introduction 

In this chapter, information was collected from available secondary data source. 

The definition of SME' s and the overview of SM E's promotional strategy in Malaysia is 

reviewed. In addition, the concept of influencer marketing was discussed. Next, the review 

of type of influencers will be evaluate. The effective strategy of influencer marketing also 

discussed in this chapter. Then, the research framework has been reviewed. Overall, the 

purpose of this chapter is to identify what was already about an area of study. It also 

identifies question a body of research had not answer and why the further study of the 

research question is important to a field. 

2.1 Concept of Marketing 

According to Armstrong (2016), marketing is make an engagement or relationship 

with customers by providing a good services and product for the customers. In other 

words, marketing can be defined as activity that deals with people or target customers. 

From the researcher view, by providing a good service and product to the consumer it can 

give satisfaction to the customer. This is because, if the company knows what are the need 

and wants of the customer, they can easily sell the products to the customer. Thus, by 
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