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Abstract — This paper proposed digital-
basedsolutions to improve Giant’s sales and
revenue streamthroughdigital transformation
while maintaining or lessen the cost, also by
improving its operating efficiency and
eCommerce. These solutions will also bring

betterment of Giant’s customer

experience.Business Model Canvas (BMC)
framework, Literature Review, strategy canvas,
value proposition design (VPD), environmental
mapand 4 Lenses of Innovation have been used
as the methodologies for this paper.

[.  INTRODUCTION

Giant was founded in 1944 as a small grocery
store in Kuala Lumpur, and expanded with the
opening of the Teng Minimarket Centre in
Bangsar in 1974. In 1999, Dairy Farm
International Holdings bought a 90% interest in
the chain, with the Teng family retaining the
balance. By 2003, the holding company for the
chain had changed its name to Dairy Farm
Giant Retail Sdn Bhd, and the chain had eight
Giant hypermarkets and 10 supermarkets as
well as three Cold Storage supermarkets.
Today, the company operates as a subsidiary of
Dairy Farm International Holdings Limited and
the name was changed to GCH Retail
(Malaysia) Sdn Bhd.

II. BACKGROUND

Nowadays, the Internet has known as a
powerful advertising and marketing tools for
many companies to do commercial-transaction
or well known as e-commerce while promoting
and selling their goods and services at once all
around the world, anytime and anywhere'.
Besides, e-commerce cover a wide range of
numerous types of businesses from a small
scale of business to a big scale such as retail
services, music site, event services or
exchanges goods and services between
companies. Therefore, people presently tend to
buy or do anything online.

III. PROBLEM STATEMENT

Giant have big competitors in Malaysia, among
them we choose Tesco PLC, Alibaba Group
Holding Limited, and Mydin PLC?. Giant need
to do transformation to stay in fight as a
leading customer’s choice hypermarket. In this
era of globalization and digitization, Giant
needs to review and transform its business
model, supply chain, operations so that they
can generate more revenueby enhancingtheir
customer experience.Giant also need to revise
their business model to reduce operational cost,
bring in more key partners,improve their
customer segment and also with new more
customer friendly channel. Giant needs to grab
the opportunities, because according to

! Source: https://marketingland.com/10-reasons-digital-
advertising-works-brands-108151
?PLC - Public Limited Company
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Megatrend, “Malaysia to have 125 million
connected devices in 2025 with over 58 million
mobile subscribers. Ninety-five percent of all
netizens, or Internet users, will be active social
network users, presenting a huge potential for
digital marketing and eCommerce.”

IV. LITERATURE REVIEW

e Mydin®

MYDIN was founded in 1918 by GulamHusen
Jamal, father to Mydin Mohamed in Penang.
Their first hawker business was started on
1940. However, the shop was burnt down
because of World War II and the family lost
everything. But with strong determination,
perseverance and faith has made his children,
Mydin Mohamed, to continue the trades of
wholesaling.

In 1957, he opened his first shop which was a
small wooden shop named Syarikat Mydin
Mohamed in Jalan Tok Hakim, Kota Bharu,
Kelantan by selling toys and general
merchandise with his own hard-earned money.
With the help of his immediate sons, the
business spreads its operations to Kuala
Terengganu in 1979 and later made their
presences in Klang Valley at Jalan Masjid India
in 1989. From then on MYDIN has grown
steadily. With its vision to be the world’s
leading distributor of competitive halal-goods
and services in Malaysia, it is now known as
MYDIN Mohamed Holdings Berhad.

Mydin is now also moving toward
digitalization as they recently use online
platform to further expand their sales across the

3https://en.wikipedia.org/wiki/Mydin
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country”, their supply chain will still not be
affected in any way as the ordered item will
first go through their physical stores/branches.
Their website https://www.mydin.com.my/
allow customer to select what item they want to

buy. The customer can choose which branch,
Mydin will then get the items ready. Customer
will be given options whether to collect at
Mydin Store pickup, Locker Pickup or Home
Delivery which is very convenient.

*https://www.thestar.com.my/business/business-
news/2017/08/02/mydin-eyes-online-business/
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Figure 2: Author's understanding of MYDIN's BMC
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e Alibaba Group Holding Limited.”

Chinese e-commerce company that
provides consumer-to-consumer, business-
to-consumer and business-to-business sales
services via web portals. It also provides
electronic payment services, a shopping
search engine and data-centric cloud
computing services. The group began in
1999 when Jack Ma founded the website
Alibaba.com, a business-to-business portal
to connect Chinese manufacturers with
overseas buyers. In 2012, two of Alibaba's
portals handled 1.1 trillion yuan ($170
billion) in sales. Suppliers from other
countries are supported (with more stringent
checks than for Chinese companies), but the
company primarily operates in the People's
Republic of China (PRC). At closing time
on the date of its initial public offering
(TPO), 19 September 2014, Alibaba's market
value was US$231 billion.

As of November 2017, Alibaba's market
cap stood at US$486.27 billion. It is one of
the top 10 most valuable and biggest
companies in the world.

Alibaba is the world's largest and most
valuable retailer as of April 2016,
surpassing Walmart, with operations in over
200 countries, as well as one of the largest
Internet companies. Its online sales and
profits surpassed all US retailers (including
Walmart, Amazon and eBay) combined
since 2015. It has been expanding into the
media industry, with revenues rising 3-digit
percent’s year on year.

As of August 2017, Alibaba has over
529 million monthly active mobile users
across its platforms. It also provides an

*https://en.wikipedia.org/wiki/Alibaba_Group
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online digital distribution service 9Apps,
which hosts huge amount of content and
applications for downloads.

In 2017, Alibaba became the first Asian
company to break the US$400 billion value
mark. Alibaba's affiliate Ant Financial was
ranked sixth in Fortune's Change the World
list, recognized for the positive green
environmental impact of its Ant Forest, the
world's largest platform for tracking
individuals' carbon footprints. Ant Financial
and its partners have achieved considerable
success in the reduction of CO2 emissions.
Alibaba has also announced that it will
invest 100 billion yuan over five years to
build a global logistics network,
underpinning an  aggressive  overseas
expansion, and demonstrating Alibaba's
commitment to building the most efficient
logistic network in China and around the
world. It is investing 5.3 billion yuan in
Cainiao Smart Logistics Network to boost
its stake to 51 percent from 47 percent. The
investment would value Cainiao, a joint
venture of top Chinese logistics firms, at
around US$20 billion. It is also rapidly
expanding its e-commerce network abroad.

Recently, Alibaba has outperformed
major cloud players including Amazon,
Microsoft and Google in public cloud
revenue growth, achieving triple-digit
percentage revenue growth year-on-year.

Alibaba  created a new  live
entertainment business unit under its Digital
Media and Entertainment Group which
focuses on ticketing, content creation and
live experiences It has also entered a
cooperation with JD.com to further develop
China's parcel delivery efficiency, investing
US$330  million into its  Chinese
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merchandisers and logistics partners to build

more facilities for delivery purposes.
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Figure 3: Alibaba.com

e Tesco®

Tesco PLC is a British multinational grocery
and general merchandise retailer with
headquarters in Welwyn Garden City,
Hertfordshire, England, United Kingdom. It is
the third largest retailer in the world measured
by profits and ninth-largest retailer in the world
measured by revenues. It has stores in 12
countries across Asia and Europe and is the
grocery market leader in the UK (where it has a
market share of around 28.4%), Ireland,
Hungary and Thailand. Tesco was founded in
1919 by Jack Cohen as a group of market
stalls. The Tesco name first appeared in 1924,
after Cohen purchased a shipment of tea from
T. E. Stockwell and combined those initials
with the first two letters of his surname, and the
first Tesco store opened in 1929 in Burnt Oak,
Barnet. His business expanded rapidly, and by
1939 he had over 100 Tesco stores across the
country.

6https://en.wikipedia.org/wiki/Tesco#Tesco_Bank

Originally a UK grocer, Tesco has diversified
geographically since the early 1990s and into
areas such as the retailing of books, clothing,
electronics, furniture, toys, petrol and software;
financial services; telecoms and internet
services. The 1990s saw Tesco reposition itself;
it moved from being a down-market high-
volume low-cost retailer, to one which appeals
across many social groups, by offering
products ranging from its "Tesco Value" items
(launched 1993[9]) to its "Tesco Finest" range.
This broadening of its appeal was successful,
and saw the chain grow from 500 stores in the
mid-1990s to 2,500 stores fifteen years later.

Tesco is listed on the London Stock Exchange
and is a constituent of the FTSE 100 Index. It
had a market capitalization of approximately
£18.1 billion as of 22 April 2015, the 28th-
largest of any company with a primary listing
on the London Stock Exchange.
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Figure 4: Tesco Online Store
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V. ENVIRONMENT MAP customer to purchase from their online
e Key trends store. In addition, based on Frost and

. ) Sullivan (2015), “Social networking users in
According to Frost and Sullivan (2015), Malaysia are expected to nearly double to

“Malaysia to have 125 million connected 256 million in 2020. Around 95% of
devices in 2025 with over 58 million mobile

subscribers. Ninety-five percent of all
netizens, or internet users, will be active
social network users, presenting a huge
potential for digital marketing and
ecommerce” (p.10). Therefore, change
proposed by using technological platform
such as website and mobile application to
promote sales so that it can attract more

Malaysian netizens will be part of social
networking services” (p.47). From these
statistic, it can be concluded that more
internet user will using services provided
and advertised in internet rather than visiting
physical shop. Hence, conducting sales
through website and mobile application are
expected to be more reliable and profitable
nowadays and in future.

Connectivity and Convergence Trends—Digital Dependency
Social networking users in Malaysia are expected to nearly double to 25 .6 million in 2020. Around 95% of
Malaysian netizens will be part of social networking services.
MNetizen Rate, Malaysia, 2013
Ower 67% of
Non-Intemet
Users
Mon-social
Metworking
Users
34%
Social
Metworking
Users
G6%
Total population: 29.7 Million
Metizen Rate, Malaysia, 2020
Non—so::_ial
MNon-Internet — - ) Neuhvutsemlng
b .
83% 256 )|  social
Networking -
S Users T0% of all
95% online videos
Total population: 32.4 Million - g viewed in
Malaysia.
Mote: Predictions for user numbers are based on cument
growth rates and market shares . Image Source: Dreamstime. Source: World Bank; MCC; Comscore; Frost & Sullivan
NFDD-MT FROST ¢ SULLIVAN 47

Figure 6: Connectivity and Convergence Trends

e Market forces Sullivan (2015), “Sales from online retail

(eTail) to grow seven-fold to US $6.1 billion

E-commerce is one of the most preferable in 2020, riding on the high smartphone and

method nowadays to promote product or internet penetration, along with rising

services in cyber world. In addition, e- disposable, income in Malaysia” (p.14). It
commerce is expected to generate profit in shown in the figure below:

our economic sector. According to Frost and
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Executive Summary—Bricks and Clicks
Sales from online retail (eTail) to grow seven-fold to US$6_1 billion in 2020, riding on the high smartphone and
Internet penetration, along with rising disposable incomes in Malaysia.

Online Retail Market: Online vs. Offline Sales, Online Retail Market: Online Shopping Trends,

Malaysia, 2013 and 2020 Malaysia, 2013
MNetizens Who Do
———————— Not Shop Online,
L 14.4% | —
US$42.4B oni
b nline
R —— Online B2C
e 3;‘8_‘?{";[5- Retail Sales,
------ Pyt USS0.8 B

uss25.6 B

Total Netizens: 19.9 Million

usS$24.7
B Mon mCommerce Online Retail Market: Online Shopping Trends,
sales Malaysia, 2020
Us3$2.99 8
- :I?lIZSeI’TS “‘Cr)hcl:! .
e
2013 2020 m(I:ommen:‘.e Uss6.1 B
lsJaS:gdZ B
ine nline Sales i_'i Peroegtshareofonline
W e saies Wl orie e [T7] S i Total Netizens: 26.9 Million
Mote: Online sales have been calculated using business-to-consumer (B2C) goods only Source: ETP; Frost & Sullivan
Figure 7: Online Vs Offline Sales
e Macro-economic forces (2015), “The internet economy (iGDP) market
_ _ . is expected to contribute 16% (US $90 billion)
Internet economy is becoming bigger and to the GDP by 2025, up from 4.3% in 2010 as
bigger dl?e to tl'le technologlcaI. development the importance of internet and digitally-
and the increasing number of internet users connected solutions grows in the economic”

nowadays. According to Frost and Sullivan (p.13).

Connectivity and Convergence Trends—Malaysia’s Internet Economy
The Intermet economy (iIGDP) market is expected to contribute 16% (US$930 billion) to the GDP by 2025, up
from 4_3% in 2010 as the importance of Internet and digitally-connected solutions grows in the economy.

Internet Economy Market: Market Size, Malaysia, 2025

Internet

Economy™
US3590 billion

Mote: The Internet economy comprises:

- Private consumption expenditure which includes spending on the consumption of goods and services
by private Internet consumers

» Public and private investment which is the investment into ICT infrastructure by the government and the
private sector

+ Enterprise consumption expenditure comprising the spending on B2B commerce within an enterprise

Source: ITU; OECD; Frost & Sullivan

Figure 8: Internet Economy Market
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¢ Industry forces

Online stores have becoming more popular
these days. Starting from the biggest
company to the small enterprise. There are
so many advantages of establishing online
platform. Because as mentioned before

c2C

citizen are now marching to be netizen.
Everything is digital. There are many
competitors in this industry. The only way
to outperform others is by improving and
adding features to the current e-commerce
platform.

Malaysian companies will witness new sources of revenue and offer new ICT-enabled services.

Future Business Models—New Business Models Canvas for Malaysia
Malaysian companies will witness new sources of revenue and offer new ICT-enabled services.
T EIEIIIS,,,,—————
Mass N )
B2C customization Localization Value For Many Crowdsourcing
e.0.. Dell Malaysia e.g., Foodpanda e.g., Xiaomi e.q., PitchiN
. Platform Integrator
B2B Sharing Model eCommerce Partnership Ecosystem
m‘ﬁ;ﬂ%’g‘;ﬁg ";ag"“‘f_‘g:fn';e e.., AT&T's Digital e.g., Mobility
= Life Integration
ca2c Service Based Product Based Peer-to-peer (professional
e.g., GoGet, delivery e.g., Hostelhunting services)
service property service e.g., Mudah
G2G eCommerce Solutions G2C eServices
G2C/B e g., Bangladesh-Malaysia G2G e.q., eFiling
project Online tax system
Mote: C2C: Consumer-to-consumer; G20 = Govemment-to-consumer, G2B = Govemment-to-business; G2G = Govemment-to-government Souwrce: Frost & Sullivan

NFOD-MT FROST € SULLIVAN o0

Figure 9: Future Business Model : C2C
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VI. 4 LENSES OF INNOVATION
According to his book, Rowan Gibson shares his opinion on how organization can go
through digital transformation following the concept of 4 lenses of innovationas shown below:

Harnessing Trends ‘ ‘ Understanding Needs

CHALLENGING

o

Challenging Orthodoxies

LEVERAGING
RESOURCES

Leveraging Resources

Based on this methodology, it emphasis on for changes within organization to ensure the
where and what angle exactly they can start the successfulness
digital transformation in the organization. It of the organization in recent modernize world.

also explains the steps of planning strategies
VII. INITIAL BUSINESS MODEL

. Campany: Dare Primary Canvas
The Business Model Canvas GCH RETAIL (GIANT) 12017 [] Akermatve Camvas
Key Partners Key Activities Value Proposition Customer Relationships Customer Segments
*  MMzjor brand * Selling products *  Apccesaibility * Internal *  Regulzar customer
manufacturers o DMarketing * Low price advertizament * Working people in
* Retailers * Delivering purchasad » FRange of product offar * Parsonal traffic congestion-
* Fezional and products to customers * Redeem points collected acssistance . ;:;:;;rﬂ
international * Promoting customers to by converting it to Big *  Salf service
suppliers membership Miles on AirAsia *  Promotion
* Banks(payment) * Preparing goods * Click and Callect [Drive dizeounts
* Suppliers purchaszed by customer Through) # (Cash rebate
»  Airfsia online to be picked up * Click and Be Delivered
Key Resources * Providz job to Channels
*  Supply cham youngsters, hire them as * Mobile Application
* IT people delivery bay for small {And roid a.n.d iQs)
* Emplovess quantity and size of item * S;cla.llcel"l.ed!a
* Product stock o Free delivery (< 10km |, !;ar:;gt:nﬂ
* [mhal investment from nearest retail o  TFetail stores
* Technological platform stare)
» A fleet of delivery boy * Reasonable price for
delivery (= |0km from
nearast retail store)

Cost Structure Revenue Streams

* Updating maintenance cost for technological platfiorm & application o  Manufscturer rebates
* Marketing expenses * Profit on sales

*  Products .

» Emplovees” salary

»  Tranzportation

»  Copszt for delivery system

* Fenovating retail store for drive-thru systam

Figure 10: Initial Primary BMC for Giant
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VIII.  INITIAL VPD

The Value Proposition Canvas

Customer Segment Regular Customer

Value Proposition

- Choose their desired items
listed in app

- Browse through promotions
- Redeem purchase points

- Choose their wanted goods
- Compare iterms
(price, looks, quality)

- Drive to retail store

Giant Web & o -Buy goods
. > <+ - Pay cash or
Mobile App - Need to drive to debit card
the retail store
- Time saving - Cost more in fuel and toll
- Cost(Fuel & Tax saving) - Having difficulties to find parking
- Order from anywhere and - Get risk of having a car
items can be delivered break in at parking
almost anywhere - Might need to cancel if weather
- Goods delivered to customers is not good
doorstep
Figure 11: VPC for Regular Customer
The Value Proposition Canvas @

Value Proposition Customer Segment Bllsy working people

- Choose their desired items
listed in app

- Browse through promotions
- Redeem purchase points

- Choose their wanted goods
- Compare iterms
(price, looks, quality)

- Drive to retail store

Giant Web & QO e - Euy gotl)]ds
. e - Pay cash or
MOblle App debit card

- Spend so much time
stuck in traffic jam

- Cost more in fuel and toll

- Having difficulties to find parking

- Get risk of having a car

break in at parking

- Time saving

- Cost(Fucl & Tax saving)
- Order from anywhere and
iterns can be delivered
almost anywhere

Figure 12: VPC for Busy Customer

Available online: https://edupediapublications.org/journals/index.php/IJR/ Page |4060




e-ISSN: 2348-6848

p-ISSN: 2348-795X

Volume 04 Issue-17
December 2017

=

IJR

International Journal of Research
Available at https://edupediapublications.org/journals

T

The Value Proposition Canvas

Donor

Value Proposition Customer Segment

- Giants will directly channel
the donation to receivers
- Act as an intermediary to a reliable
and knowledgeable about receivers
(Masjid, Jabatan Kebajikan Masyarakat)
- The donation will be converted to
what the receivers need the most
(i.e staple food, cooking items,
blanket, clothes,)

- Donations are delivered to receivers

- Donate money to

Giant Web & . th;)]se ti]ndneed_s. .

. > <+ - Flash donation for
Mobile App Reliab] disaster (i.¢ flood)
(Donation cable - Need to search

(as an already established
company, any misconduct will
tarnished Giant;s reputation)

- User Friendly

(online transfer)

- If the donor already have their

target receiver, Giant can help deliver the
donation(i.e for Ifthar at Masjid)

by themselves the channel
to donate

- Some channels are unreliable
(fraud, “leak™)

- No time to personally go to donation
“agency”

Channel)

Figure 13: VPC for donors:

IX. ALTERNATIVE SOLUTIONS
a. Alternative Solution 1
Company: Droce: 2 D Primary Canvas
The Business Model Canvas GCH RETAIL (GIANT) 250117201 X P
Fey Partners Eey Activities Value Proposition Custormer Felationzhids Customer Segments
* Alayjor brand * Sglhing products *  Accesnbality * Intermal * cushomes
manufacturers s  Marketing s Low price advertisenent » busy working customer
* Retailers *  Delivering purchased e Range of product offer * Personal assistance
* Regional and products to customers * Redeemn points collected *  Self service « Donor
i=ternational * Promotng custormens by eanverting it to Big * Promotion
wapplisrs to membership Miles on Airfsia discounts # imall enlrepreneur
* Banks(payment) *  Click and Collect (Drive
*  Suppliers Through)
*  AdrAsia Key Resources *  Cleck and Be Delivered Chanrels
s  Supply chain * Provide job to *  TWebsite
s T people youngsters, hire them az e Fetal sbores
*  Employess dt|'r\‘\lr:( bu}- for small = Shop
»  Product stock quantity and size of item
»  Initial mvestment -
* Technological
platform
s A flest of delivery
bﬂ’_\'
Coost Structure Fevenue Streams
*  Updating maintenance cost for technological platform & application =  Profit on sales
*  Markating acpenses =  Alanufacturer rebates
* Products
* Empleyess’ salary
* Transportation
*  Cost for delivery system

Figure 14: BMC for alternative solution
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The Value Proposition Canvas o
Value propostion Custamerisegment chulaf Customer

- Choose their desired items
listed in app

- Browse through promotions
- Redeem purchase points

- Choose their wanted goods
- Compare iterms
(price, looks, quality)

- Drive to retail store
- Buy goods

- Pay cash or

debit card

Giant Web & @)
Mobile App

v
A

- Need to drive to
the retail store
- Cost more in fuel and toll
- Having difficulties to find parking
- Get risk of having a car
break in at parking
- Might need to cancel if weather

- Time saving

- Cost(Fuel & Tax saving)

- Order from anywhere and

items can be delivered

almost anywhere

- Goods delivered to customers
doorstep

Figure 15: VPC for Regular Customer

The Value Proposition Canvas T

Value Proposition Customer Segment BuSy Working pcoplc

- Choose their desired items
listed in app

- Browse through promotions
- Redeem purchase points

- Choose their wanted goods
- Compare iterms
(price, looks, quality)

- Drive to retail store

Giant Web & 2 o " puy goods
. > < - Pay cash or
Mobile App debit card

- Spend so much time
stuck in traffic jam

- Cost more in fuel and toll

- Having difficulties to find parking

- Get risk of having a car

break in at parking

- Time saving

- Cost(Fuel & Tax saving)
- Order from anywhere and
items can be delivered
almost anywhere

Figure 16: VPC Busy Working Customer
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Value Proposition : Customer Segment D onor

- Giants will directly channel
the donation to receivers
- Act as an intermediary to a reliable
and knowledgeable about receivers
(Masjid, Jabatan Kebajikan Masyarakat)
- The donation will be converted to
what the receivers need the most
(i.e staple food, cooking items,

- Donations are delivered to receivers

a5 blanket, clothes,) - Donate money to
Giant Web & th;)]se ti]ndneeds. .
. b - Flash donation for
Mobile App i disaster (i.c flood)
: cliable
(DO]flatIOIl (as an already established - Need to search

by themselves the channel
to donate

- Some channels are unreliable
(fraud, “leak™)

- No time to personally go to donation
“agency”

Channel) company, any misconduct will
tarnished Giant;s reputation)

- User Friendly

(online transfer)

- If the donor already have their

target receiver, Giant can help deliver the

donation(i.e for Ifthar at Masjid)

Figure 17: VPC for Donors

-provide online marketplace “NOMBAZAAR”

-digital platform to sell and promote their -niche market area

product and brand

-platform to sell their
-employees of Giant will help to sell their product

niche product

-cut cost of workers

-Giant Web and
Mobile App

-virtual stores and m

physical stores

-sending their
product to the
market

-provide the
products

L 4
4

-delivery services to
customers

-gain revenue upon
every sales

-small entrepreneur usually faced
difficulties to sell their products

-buy and promote their products

-least amount of customers
-provide them with big amount of

customers -no branding

-help to promote their brand

-have to spend more cost on their
-have to spend less money by sending their premises

to the market (GIANT)

Figure 18: VPC for Small Entrepreneur
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b. Alternative Solution 2

L 4

Key Partners Key Activities

- Selling products

Value Propositions

& o

Customer Relationships Customer Segments

- Major brand manufacturers - Accessibilty

) - Purchasing products - Internal and external advertisement - Buyers
- Retailers ) ? g p! - Free access from home and - Personal assistance - Big suppliers
- Regional and international suppliers Delivering purchased products to h hen there is Internet i i
g pp customers everywhere when there is Interne - 24 hours hotline - People who loyal to buy groceries at
- Banks - Low price - Sales and discounts Giant

- Promoting and offer membership
to customers
- Preparing goods to be delivered to

- Flight company (AirAsia)
-Telco company

- Range of product price offered
- Click and Collect

- Cash rebates
- Online customer service

-TV Stations 3 i - Click and Wait to be delivered - Self service

Eusmmvers viaon ':E h | - Youngters can join and work with Giant
- romonpg items through catalogues - Product’s price including tranportation

and online platform costs
- Collaborating with telco company - Good products

and b?lnks to do rebates competition - Free delivery (nearest stores will
- Branding deliver the products)

- Redeem points collected by converting
' it to Big Miles on AirAsia

Key Resources ;-' - Drive thru post to collect products Channels !B
-Supply chain provided - Mobile apps (both Android and i0S)
- ITexpertise - Social media : Fcaebook, Twitter,
- Employees

Instagram (marketing strategy)
- Website platform
- Retail stores and factories

- Product stock

- Initial investment
-Technology

-loT

- A fleet of delivery boy

Cost Structure

6 Revenue Streams 6

- Manufacturer rebates
- Profit on sales

-Products

- Employees’salary

- Maintenance for technological and online platform
- Marketing expenses

-Transportation cost for delivery

c.  Alternative Solution 3
KEY KEY ACTIVITIES VALUE PROPOSITION CUSTOMER CUSTOMER SEGMENTS
PARTNERS RELATIONSHIPS
e  Purchasing and e  Quality e  Mass market
Bottom of Fo selling products e  Accessibility e Internal advertisement e Segmented
e  Merchandising e Lowest cost e  Personal assitance
o NAioata e  Shopping e  Wide offer e Selfservice
JUUUR experience e Convenience e promotion
e Retailers e  Visiting supplier e  Best value
e Regional and e  Product updating e Food
national e Beverage
suppliers e House cleaning
. Customers products
. Banks KEY RESOURCES e Product updating CHANNELS
hygiene products
e  Supply chain e  Website

e  Brand recognition
e  Entrepreneur

e Employees

e Product stock

e Initial investment

e  Retail stores
e Shop

COST STRUCTURE

e  Products

e  Transportation
e Costdriven
e  Value driven

e Employees’ salary

REVENUE STREAMS

e  Profit on sales
e  Manufacturer rebates
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ENHANCEDBMCAND VPC

&

-major brand manufacturers
-retfailers

-regional and international
suppliers

-banks

-flight company

-telco company

-tv stations

-radio stalions

Key Partners

Key Activities

-charity event te help people
-promoting and offer membership
to customer

-preparing goods to be
delivered to customers via anline
-promoting items through
catalogues and enline plafform
-collaborating with telco
company

-helping small entrepreneur by
selling and promoting their
products

Key Resources ;‘i
-supply chain

-it expertise
-employees

product stock

-inital investment
-technology

-loT

-a fleet of delivery boy

a2}
Value Propositions i

-accessibility

-free access from home and
everywhere when there is
inrternet

-low price

-range of product price offrered
-click and collect

-click and wait to be delivered
-youngsters can join work with
Giant

-product’s price including
transportation costs

-good products

-free delivery (nearest stores
will deliver the products)
-redeem points collected by
converfing it to Big Miles on
AirAsia

-drive thru post to collect
products provided

-confract agreement with
suppliers

-open big opportunities for
small enfrepreneurs

Customer Relationships '

-internal and external
advertisement

-personal assistance

-24 hours hotline

-sales and discounts
-cash rebates

-online customer services
-self services

-niche product

Ms

-mobile apps (both Android and
i0s)

-social media

-website platform

-retail stores and factories
-donor through mosques

Channels

Customer Segments

-buyers

-special customers
-big suppliers

-small entrepreneurs

Cost Structure

-products
-employee'’s salary

-maintenance for technological and online platform
-marketing and adverlisement expenses
-transportation cost for delivery

¢

Revenue Streams

-profit on sales

-manufacturer rebates
-cut cost from electrical and water suppliances
-from small entrepreneur

All VPC’s are retained as in alternative solutions 1 (refer to Figure 15-18)

XI.

CONCEPTUAL SOLUTION

, ORDER DELIVERY PAYMENT

SIGN'UP
SIGNIN

_-".:.
-

Available online: https://edupediapublications.org/journals/index.php/lJR/

Page | 4065




® International Journal of Research e-ISSN: 2348-6843

Y — -ISSN: 2348-795X
Available at https://edupediapublications.org/journals p
Volume 04 Issue-17

IJR December 2017

Welcome to you r@ trial account!

Your NY ST-100 of nonsense is being generated and will be available on the
rext page. We are also processing 25 orders from Shopify.
Please create a password to login and varify your information.

First Name Last Mame

Fyan Dagg
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Your order is placed

Collect - 5T HELEMNS FXTRA o8
Saturday 251 March betwesn 11 00

13:00
Casde price £100 48

Payment Summary

Please review the following details for this transaction.

Description Item Price
Base Price $10.00

Which one do you want?
Dinosaur Shirt §15.00

Total $25.00

Billing Information
Enter your payment details below.

Payment Method * O VISA m{::.:;l'.‘: 3 PayPal
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XII.  CONCLUSION& FUTURE WORK

Industry 4.0 shows rapid growth of digital
business and Giant should lead changes or
at least follow the lead.By implementing
the idea of opening digital store along with
the already available physical store will
surely help boost their revenue. Many
troubled customers will benefit from the
changes made to Giant. As it had been
explained in Megatrend, C2C will become
one of the changes brought to Malaysian
Industry. IoT is needed to help in the
development of Giant. It is important to
implement IoT in digital stores such as
using robots in managing the products and
customers like Alibaba did. By using IoT,
it is believed that Giant can spend less
costs in paying employees’ salaries and
can spend less in other expenses.
Hopefully, Giant can continue to survive
in this ever-changing business world by
keep track on Megatrends.
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