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Hard sel ling Mal aysi an

THERE ar e several reasons why Mal aysi an househol d products are not doi ng
as well as foreign products, even when they are of the sanme or even better
quality. The |l ack of pronotional and adverti snent canpaigns is a najor
reason, and this can be attributed to the unwillingness of conpanies to
set asi de such i nvestnents because t hey are expensive. Al so, when trying
to penetrate markets overseas, many | ocal conpanies still expect the
Mal aysi an trade network abroad, including the Mal aysi a External Trade
Devel oprent Corp, to performmracles for themand nmake their products
best-sellers

The success of a product in the narketplace hinges on |ots of hard work
and maybe a little bit of luck. Even the national car Proton, which has
won many i nternational acclains and i s being exported to markets in
devel oped and devel opi ng countires, started nmaki ng waves only after years
of pronoting the car to prospective buyers overseas, fromthe UKto
Russia. The Government did a lot of "selling" for Proton, especially
during trade m ssions, and that partly hel ped built the foundation for the
car's success in later years. But big-tinme success cane |ater: the
decision by the late Tan Sri Yahya Ahmad to buy Lotus not only provided
t he Mal aysi an car with advanced British car technol ogy but al so, fromthe
mar ket i ng poi nt of view, gave it great positioning and i mage to rank anong
t he t op passenger vehicles in Britain. Now, PetroliamNasi onal Bhd coni ng
in as a major sharehol der of Proton will further enhance the car's
reputation, especially giventhe national oil corporation's involvenment in
engi ne manufacturing and the Fornmul a One.

Certainly, household itens don't have to go t hrough such to sell well.

However, to sit back and hope that products will sell just because they
are locally made is silly. Malaysi an consumers have grown nore patriotic
or nationalistic over the years but value-for-noney is still a najor

consi derati on. Mal aysi an conpani es nake, anong ot her things, air-
conditioning units, refrigerators, and ovens of equal standards in terms
of quality and sophistication conpared wi th Japanese, American or European
brands but usual ly, despite the advant age of cheaper producti on costs,
they are not priced conmpetitively enough. Sonetines, they are even
slightly nore expensive that the nore prestigi ous i mports.

Probl ens faced by Mal aysi an househol d products exported to sel ected
overseas markets can be nore obvi ous. These products have to conpete with
cheaper | ocal s and i n sone markets whi ch are not very sophisticated, price
advant age and not quality counts. Sonetimes it is the Mal aysi an
manuf acturer who fails to respond to new chal | enges. For exanpl e, when
Prime Mnister Datuk Seri Dr Mahat hir Mohanmad ordered that a Ml aysi an
tradi ng house be forned i n Johannesburg sone years ago, some Ml aysi an-
made el ectrical goods were put on di splay and had attracted quite a keen
interest fromsone local retailers there. Totheir dismay, their orders
for refrigerators did not arrive or took an extrenely long tine to get to
t hembecause t he manuf acturer back i n Mal aysi a was havi ng sore fi nanci al
and production problens. Al efforts by the Governnent totry and build a
good reputation for Ml aysi an nade products, as far as these South African
retailers were concerned, were | ost then.

For bot h donestic and export markets, Mal aysi an manufacturers will need
al so to pay close attention to brandi ng. Agai n success depends on
aggressi ve advertising/ marketing and cl ever positioning. Wether a



manuf act urer focuses on one product and tries to ride on the brand, which
is the Coca-Cola way to i nmense success, or enulate Virgi n which has
| aunched itself into a variety of products ranging fromrecord shops to
airlines and nost recently tel ecomunications, know ng the nmarkets and t he
consumers i s inperative. For a Mal aysi an househol d product, or for that
matter any Made-in-Mal aysi a good, to keep up with its foreign counterpart,
the job does not get conpleted at the end of the production |ine.
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