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BRAND BUILDING &
MANAGING PRODUCTS IN THE 

LOCAL MARKET

Choong Chee Kheong
General Manager Sales

Prima Agri-Products Sdn Bhd

OUR EXPERIENCE

Premium Brand for 
Institutional 
Customers (B2B)

Retail  Brand for 
Consumers (B2C)
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PRODUCT LIFE CYCLE

Time

In
tr

od
uc

tio
n

G
ro

w
th

M
at

ur
ity

Sa
tu

ra
tio

n

D
ec

lin
e

Sa
le

s

ACCREDITATIONS
Year 1993
Plant Certified 
Halal by JAKIM
(Department of 
Islamic 
Development 
Malaysia)

Year 1993
Plant certified by DVS
(Department of Veterinary Services) Malaysia

Year 1999
Plant certified ISO 
9002 and  HACCP
By RWTUV, 
Germany

Year 2000
Plant certified 
HACCP 
By ministry of 
Health,
Malaysia

Year 1995
Products won 
10 medals in 
delicatessen 
competition. 
In Manheim 
Germany

Year 1999
Plant approved by 
Primary Production Department, Ministry of 
National Development, Singapore

Year 2002
PLANT 
CERTIFIED 
EXPORT 
BY EUROPEAN 
COMMISSION

MANAGING MARKETING MIX
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Marketing
Mix

Target 
Market

1. Product Variety
2. Quality
3. Design
4. Features
5. Brand Name
6. Packaging
7. Sizes
8. Service
9. Warranties
10. Returns

1. List Price
2. Discounts
3. Allowances
4. Payment Period
5. Credit Terms

1. Advertising
2. Personal Selling
3. Sales Promotion
4. Public Relations
5. Direct Marketing

1. Channels of distribution
2. Location
3. Coverage
4. Assortments
5. Inventories
6. Logistics

PRODUCT

Customer Needs & Wants

We found our customers were buying Prima products because 
we have something different to offer. 

They are buying because it was what they need and want
differentiated taste profile, hygiene, consistent quality, Halal, 
etc. 

SAUSAGES, CHIPOLATA, FRANKFURTERS 
& HOTDOGS

Chicken Breakfast Sausage, Beef  Garlic Hotdog, Jumbo 
Chicken Frankfurter, Chicken Chipolata



4

COLD CUTS & SPECIALTIES

Pepperoni, Turkey Toast,  Breakfast Beef, Salami

PORTION CONTROL MEATS

CONVENIENCE FOODS

Ready To Eat Meals



5

GOURMET SOUP, SAUCES & MARINATES

PREPARED FOODS

Sambal Tumis Sauce and Sate Sauce.

PRICE

Cost To The Customer

We can lower price or we can make $$. We are able to navigate 
this market not by being price conscious but quality 

competitive.
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OUR PRICING STRATEGY

1. Overall cost leadership
Producing standardised product at a low cost

2. Differentiation
Market a USP (Unique Selling Proposition)

3. Focus
Concentration on a niche market

Price is the only element of the 4 Ps of marketing that 
produces revenue; the other three elements produce cost.

V = B – P
(Value = Benefit – Price)

PLACE

Convenience

The various channels where Prima’s products are accessible
and available to its customers. 
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OUR DOMESTIC MARKETS

1. Business To Business (B2B)
• Quick Service Restaurant (QSR)
• Hotel / Restaurant / Cafe (HoReCa)
• Wholesaler / Distributors
• Manufacturer / Institutional  
• Airline
• Bakery  
• Catering
• Schools & Child Care Center

2. Business To Customers (B2C)
• Supermarket / Hypermarkets /  
• Franchising 

EXPORT MARKETS

Russia

European Union

Middle East
Bangladesh

Pakistan

Hong Kong

Brunei
SingaporeIndonesia

PROMOTION

Communication

Activities undertakes to communicate and promote Prima’s 
products to its target market.

• Advertisements
• Food Sampling Activities
• Sales Promotions
• Trade Exhibitions
• Membership of CAM, MFBEA etc
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SALES & MARKETING TEAM

PRIMA AGRI-PRODUCTS  SDN. BHD.
Sales &  Marketing Department

Functional Chart @ 01/01/05

QSR Export
Wholesale

&
Distributor

Mfg./Inst./
Catering

HoReCaRetail

MARKETING SALES

Hennie
Coenraad

Tengku
Suriani

SALES TEAM

Hennie
Coenraad

Choong CK
(Corporate)

Catherine
YongChoong CK

Yusof
(Operations)

Jenny Khor
(MIS)

Tina
Jamaluddin

Choong CK
(Mfg. / Inst.)

Khairin
Khaidir
(Catering)

Sharil
Ramli

Nurul
Hidayah
(Customer
Service)

PMA Foods
Sdn.Bhd.

(Brand
Marketing)

Laili H.
Merican
(Signing
Invoices)

Norwati A.
Aziz

(Sales Orders)

Marlinda
Ramli

(Invoicing &
fil ing)

Invoicing
& Order
Process

Logistics

Aida
Ahmad

Ruzila A.
Aziz

(Logistics /
Order Picking)

Farahida
Kassim

(Stock
monitoring)

MEL LINKS
Sdn. Bhd.
(Sales Agent)

Choong CK

CUSTOMER SERVICE TEAM
& MANAGEMENT INFORMATION

SYSTEM (MIS)

Customer
Service &

MIS

MARKETING TEAM

Strategic
Planning

Multi
Media

CUSTOMERS

Bakery

Tee OJ

Product
Develop’t

Tee OJ

SALES GROWTH POTENTIAL

Our sales turnover has been enjoying double-digit growth over 
the last 3 years, and we foresee this trend to continue into the
next five years. For 2005, our budgeted sales stands at RM42 
million. Our confidence in the market potential is attributed to:

• Population becoming more health conscious low 
cholesterol.

• Population becoming more affluent with globalization
having sausages for breakfast instead of “nasi lemak”.

• Rising disposable income as the country and the rest of the 
world become more developed. 

• Malaysia becoming more and more recognized as a “Halal
Food Hub of the World”.

• Increasing regulatory governance. 

THANK YOU

Tel : 603 8925 9224 Fax : 603 8925 9784
Email : halal@tm.net.my Website : www.primahalal.com


