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Abstract: Problem statement: Every single company needs strategies in ordesutwive or to
become a leader in the market nowadays, therefstady towards findings the suitable strategies for
Permodalan National Berhad had been carried Approach: The purpose of the study was to
determine the types of ASNB’s promotional strategi¢o identify the level of effectiveness
promotional tools used by Amanah Saham Nationah&#r(ASNB), to describe the correlations
between ASNB'’s promotional strategies with custometivation to invest and to examine the effect
of the promotional tools with the customer motigatito invest in ASNB’s product®Results: The
findings from the study found that several straeghould be recommended to Amanah Saham National
Berhad (ASNB). Firstly, ASNB should increase salpsomotion such as high income
distribution/dividend, offer scheme ‘bantuan khakamatian’ to the investors, offer fixed and viaka
price as well as withdrawal or savings at any tifoe the investors as this can really encourage
Bumiputera and non Bumiputera to invest in ASNBcdelly, the information about PNB should be
more advertise in television and newspaper sinoplpeare always see and read this two medium. The
advertisement also should be more creative andcttte. Conclusion: Furthermore, PNB should hire
more sales executives and hire individual agentiseastrategy to boost up ASNB’s sales.

Key words: Promotional strategies, level of effectivenesstamer motivation and promotional tools

INTRODUCTION industry was when the Malaysian government decided
to enter into the industry by launching a governmen
Unit trust funds are investment products created b sponsored unit trust known as Amanah Saham National
asset management companies, to pool resources frofASN). The initial intention of launching the uniust
individual investors and invest in diversified golio was to help improve the indigenous Malays’
of securities, with the purpose of adding valugheir ~ (Bumiputera's) social-economic status. Since tllea,
financial wealth in the future period. While thelest  growth of the unit trusts (government and privateds)
unit trust fund was created in the newly indepehndenhas been tremendous particularly during the peoibd
Malaya around the year 1959, followed by the1991-1996, although the rapid development of the
introduction of subsequent funds in 1966, 1967 andndustry was slightly hindered by the 1997 Asian
1977, the development of fund management industry iFinancial Crisis. The rapid growth of the unit trus
60s and 70s had been retarded, due to lack of gnth industry could be observed from the number of
pull factors from institutional settings. The labitg of  management companies from 13 in 1992 to more than
Amanah Saham National (ASN) unit trust funds in50 in 2007. Similarly, the number of funds approved
1981 has provided an impetus for new growth in funchas also increased for the same period. A number of
management industfy; factors have jointly contributed to the rapid exgian
The unit trust industry in Malaysia was first of the industry and those include strong economit a
established by British investors in 1959 with thegood stock market performance, expansion of thalloc
introduction of the Malayan Unit Trust Ltd. It igled  stock market and success of the privatization
unit trust instead of mutual fund because the oshipr companies.
of the fund is divided into units of entitlementitially, Malaysia introduced the unit trust concept
the growth of the unit trust in Malaysia was velgws  relatively early compared to its Asian neighborbgew,
due to lack of public interest. The turning poiat the in 1959, a unit trust was first established by mpany
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called Malayan Unit Trust Ltd. The unit trust inthys Even though Amanah Saham National stills the
in Malaysia has therefore a history of more thawr fo leading the market, the actual fact is the major
(4) decades. The development of this industry can bcompetitors are trying to narrowing the gap analfin
presented in chronological order as follows: grab the leading company. As Public Mutual Berhad
now had been awarded as the number one unit trust
The development of unit trusts:The first two decades company in Malaysia based on the variable price
in the history of the wunit trust industry were products. Generally, Amanah Saham National Berhad
characterized by slow growth in the sales of uaitd a  (ASNB) can be a market leader is because of thefix
lack of public interest in the new investment pratdu price products where the other management companies
Only five unit trust management companies weredo not offer at all. This make Amanah Saham Nationa
established, with a total of 18 funds introducedtrov Berhad different from other management companies
that period. The industry was regulated by severasince it has the fixed price products as well asabie
parties including the Registrar of Companies, Theprice which this fixed price products or funds avere
Public Trustee of Malaysia, Bank Negara Malaysid an trustable compared to variable price products. AS&NB
the Ministry of Domestic Trade and Consumer Affairs responsible to manage ten types of investment sebiem
The 1970s also witnessed the emergence of statghich is Amanah Saham Bumiputera (ASB), Amanah
government sponsored unit trusts, in response g¢o thSaham National (ASN), Amanah Saham National (ASN

Federal Government's call to mobilize domestic2), Amanah Saham National 3 Imbang (ASN 3
household savings. Imbang), Amanah Saham Wawasan 2020 (ASW 2020),

This period marks the entry of governmentAmanah Saham Didik (ASD), Amanah Saham
participation in the Unit Trust Industry and the Malaysia (ASM) and Amanah Saham Gemilang (ASG-
formation of a Committee to regulate the unit trustPendidikan, ASG-Kesihatan and ASG-Persaraan).
industry, called the Informal Committee for Unitust
Funds’ Comprising representatives from the Reg|s‘fra Research ObjectiVeS:The research ObjeCtive is derived
Companies (ROC), the Public Trustee of Malaysia,from the problem definition and it's explains the
Bank Negara Malaysia (BNM) and the Capital IssuePUrpose of the research in measurable terms, dsasvel
Committee (CIC). The 1980s marked a significantdefining what standards the research should
development in the history of the industry when thedccompanied. Such objectives help ensure that the
Skim Amanah Saham National (ASN) was launched byesearch projects will be manageable in size inesom
Permodalan National Berhad (PNB) in 1981. Despitdnstances the business problems and the project’s
only 11 funds being launched during this period th research objectives are identical.
total units subscribed by the public swelled to an  The objectives in this research are as follows:
unprecedented level because of the overwhelming
response to ASN. e To identify the various type of promotional

This period witnessed the fastest growth of the un ~ strategy as perceived by customers that being used
trust industry in terms of the number of new by ASNB
management companies established and funds under To evaluate the levels of the effectiveness as
management. The centralization of industry regoitgti perceived by customers for each of the strategies
with the establishment of the Securities Commission done by ASNB
1 March 1993, coupled with the implementation af th « To determine the correlations of promotional
Securities  Commission  (Unit  Trust Scheme) strategies with customer motivation to invest in
Regulations in 1996 and extensive marketing stiaseg ASNB
adopted by the ASN and ASB (Amanah Saham To identify the effect of promotional strategies
Bumiputera), played key roles in making unit trusts  towards customer motivation to invest in ASNB
household products in Malaysia. Consequently, the To identify promotional strategies that ASNB can
total asset value of funds under management grew be implement in order to motivate more investors
more than threefold from RM15.72 billion at the end to invest in ASNB
of 1992 to RM59.95 billion at the end of 1996. The
period also saw greater product innovation and MATERIALS AND METHODS
deregulation of the industry. Although the pace of
growth of local unit trust funds has moderated sinc Marketing research is the systematic and objective
the financial crisis of 1997-1998, it has nevertissl identification, collection, analysis, disseminatiamd
maintained its upward trend. use of information for the purpose of improving
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decisions making related to the identification andTable 1: Respondents choice of investment in ASNBdgpcts by

solution of the problefl. Marketing research is — fgeq:’e”?’a”fd?\lercemage WYy
defined as the systematic and objective process s> Pr" es() No(® n Yes (%) No(%) (i) Means

. . . - R . 52 18 70 743 25.7 100 0.74
generating information to aid in marketing decisf8n ASW 2020 21 49 70 300 70.0 100 0.30
i i i i ASM 23 a7 70 329 67.1 100 0.33
The following topics will look at the various aseof ASD > 65 70 100 900 100 010
research methodology undertaken for this study. Thasy 23 47 70 329 671 100 0.33
topics include the choice of area under studysthece Agsg 2 gi ;g ;é gi-g 188 g-g;
of data, sampling techniques and methods of datdscegucaion 3 67 70 43 957 100 0.04
analysis. This study focuses on the ASNB’s pronmatio  ASG-health 5 65 70 71 929 100 0.07
ASG-retirement 5 65 70 7.1 92.9 100 0.07

strategies and its relationship with customer nawiin.
Sampling is actually a technique to identify 9rOUP Taple 2: Number of investment in ASNB products tBgtiency and

of cases, participants, events or records corisiifLd percentage

portion of the target population, carefully select®  ASNB products choose

represent that population and the propose of théy respondents Frequency Percentage
following rules of thumbs for determining the sampl ©One product 36.0 51.4
size: Sample sizes larger than 30 and less tharaf00 ?r’]"r((’egrogléﬁits 156'% zé'é
appropriate for most resealthQuestionnaire refers to Four p?oducts 8.6 6.0

a survey instrument and is a structured technique f Five products 2.9 2.0
collecting data which consist of a series of quewstj  Six products 3.0 4.3

written or verbal, to which a respondents replies>gven products 2.0 2.9

Questionnaire had been constructed and distribute&Otal

randomly to respondents within specified area. Ml oth ASM and ASN products (32.9%) choose by 23 of
respo_ndent_s were asked to complete as soon as t respondents respectively for their investment
questionnaire were given. The advantage of usmg ti 4,05 and followed by 21 of the respondents with
limitations is that researcher can be able to gst &nd the percentage of 30% choose to invest in ASW 2020.

quick responds. . . _ _ . While there are 7 and 6 of the respondents choose
These questionnaires were designed in English ang invest in ASD and ASN 3 as well as only 5

M§a¥é:h3ap:;pofse (iz)defg'cgilri‘;?eth?h%uesggtg%gyr%us'torespondents choose to invest in other 3 productshwh
understa%d gt]he guestions better. In this studyseclo 1S |A S\,%N f2 ASG-(Ijﬂea;Ith 4a23 AShG-Retitrement.t F,g,igy
ended questionnaire been used to collect data fro orcljy 0 res_,rpr?n enst() -3%) CI c&oze r?lnvEs ! p
population. Close ended question is to obtain somg ucation. Is can be concluded that the top five
information related to customer opinion or suggesti Choice of the ASNB pr(_)ducts s ASB, ASM, ASN.’
towards the study. ASW 2020 and ASD while the other four products is
not preferred by the investors.
RESULTS Table 2 shows the frequency and percentage of
ASNB products that customers choose to invest.
Respondents’ knowledge about ASNB’s products Majority of the respondents choose to invest in ohe
and promotional strategies: Table 1 shows the ASNB products only with the percentage of 51.4% (36
respondents’ knowledge about ASNB's products. Allrespondents). But there are also respondents chioose
respondents which are 90 respondents knew aboitivest in more than one product in ASNB. Fifteen
ASNB’s products and do invest in ASNB'’s products. respondents have invested in two out of ten ASNB
At present, ASNB offered ten products. They areproducts, followed by 6 respondents choose to inives
Amanah Saham Bumiputera (ASB), Amanah Sahan3 and 4 ASNB products respectively while the others
Wawasan 2020 (ASW 2020), Amanah Saham Malaysighoose to invest in more than four ASNB products.
(ASM), Amanah Saham Didik (ASD), Amanah Saham Table 3 shows the frequency, mean, standard
National (ASN), Amanah Saham National 2 (ASN 2),deviation and rank of respondents’ heard about ASNB
Amanah Saham National 3 (ASN 3), Amanah Sahanproducts. There are ten products offered by ASNB in
Gemilang-Health (ASG-Health), Amanah Sahamorder to give option to their investors and thedpiais
Gemilang-Retirement (ASG-Retirement) and Amanahare categorized by two types which is fixed andalde
Saham Gemilang-Education (ASG-Education). price. The fixed price included Amanah Saham
As we can see, majority of the respondents choosBumiputera (ASB), Amanah Saham Wawasan 2020
to invest in ASB compared to other products whe&te 5 (ASW 2020), Amanah Saham Malaysia (ASM) and
respondents (74.3%) choose to investin thedywt.  Amanah Saham Didik (ASD).
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Table 3: Frequency, mean, standard deviation andk rdor
respondents’ heard about ASNB products

Table 4: Frequency, mean, standard deviation andk réor
respondents’ exposed to promotional strategies

Scale Scale
ASNB e Std. Promotional Std.
Products 0 1 2 3 4 Mean Dev. n Rank Strategies 0 1 2 3 4 Mean Dev. n Rank
ASB 0 2 13 22 33 323 0854 70 1 Bunting/ 0 13 21 25 11 349 0974 70 6
ASW?2020 3 9 12 26 20 273 1141 70 2 banner/
ASM 5 14 14 18 19 246 1282 70 3 pamphlets
ASD 4 21 22 17 6 200 1063 70 6 Newspapers/ 1 9 20 30 10 356 0942 70 5
ASN 2 10 14 29 15 164 1064 70 7 magazines
ASN 2 6 19 18 20 7 204 1148 70 4 Television 4 17 28 16 5 3.01 1.000 70 10
ASN 3 7 20 16 19 8 201 1198 70 5 Radio 11 21 21 14 3 267 1100 70 12
ASG- 10 31 13 11 5 157 1137 70 8 Internet 11 20 26 9 4 264 1.077 70 13
Education Personal 0 27 31 11 1 280 0.754 70 11
ASG- 11 31 15 7 6 151 1139 70 9 Selling
Health Exhibition 0 8 44 17 1 316 0629 70 8
ASG- 13 31 10 10 6 150 1.201 70 10 Seminar 0 13 30 24 3 324 0806 70 9
Retirement MSAM 0 14 20 25 11 347 0989 70 7
Note: 0: Not Applicable; 1: Seldom; 2: Moderate; 3: @ft&: Most  Direct 7% 0 0 0 0 100 0.000 70 14
often Marketing
Bantuan 1 3 13 28 25 404 0924 70 1
. . . . Khairat
While for variable price, there are six produtiatt  kematian
customers can choose which is Amanah Sahan/?ividend 0 6 17 31 16 381 0889 70 3
: : Bonus
National (ASN), Ama_lnah Saham National 2 (ASN 2)’Fixed and 0 6 19 28 17 380 0910 70 4
Amanah Saham National 3 Imbang (ASN 3), Amanah, .pie
Saham Gemilang (ASG)-Education, Amanah Sahanprice
Gemilang (ASG)-Health and Amanah Saham Gemilangroducts 2 6 15 25 22 384 1058 70 2

(ASG)-Retirement. Withdrawal
/Savings at

ASB is rank at the first as ASNB’s products thatanytime
reSpondemS mOStly heard with the mean of 3-23Note: 0: Not applicable; 1: Seldom 2: Moderate, 3: Oftén Most
Followed by ASW 2020 (2.73) at the second rank,often
ASM is rank at the third for ASNB products that ttea
by respondents with the mean of 2.46. At the fourthThere are fourteen promotional strategies used by
rank, respondents also heard an ASNB product whkich ASNB to promote their products such as from
ASN 2 with the average score of 2.04. At the filink,  pamphlets, newspaper, magazines, television, radio,
respondents heard about ASN 3 with the averageesconternet, personal selling, exhibition, seminarniytiu
of 2.01. On the sixth rank, respondents are helotita Saham Amanah Malaysia (MSAM) and four of the

ASD with the mean of 2.00. sales promotion (bantuan khairat kematian,
For the seventh rank, with the mean of 1.64 showgjividend/bonus, fixed and variable price  and

those respondents are heard about ASN. Next at thgithdrawal/ savings at any time). Majority of

eighth rank, with the mean of 1.57 shows thosgespondents exposed to the sales promotion (adstat
respondents heard about ASG-Education. Followed b¥hove) done by ASNB to promote their products. Next
ninth rank, respondents are heard about ASG-Healtht the fifth rank, customers are exposed towards
with the mean of 1.51. Finally, at the tenth ranihw promotion done through newspapers/magazines with
the mean of 1.50, respondents are less heard aboge average score of 3.56.

ASG-Retirement. At the sixth rank, customers are also exposed on
As a conclusion, the data shows that they areeagrghe advertisement done through

that they are heard about ASNB'’s product especiallsunting/banner/pamphlets with the average score of
ASB, ASW 2020, ASM and ASN 2 but they are less3 49, At the seventh rank, customers are exposed
heard about Amanah Saham Gemilang (ASGloward MSAM with the mean of 3.47. On the eighth
especially Health, Education and Retirement. rank, customers are exposed toward promotion done
through exhibition with the mean of 3.16. For thetim
Respondents’ exposed to promotional strategies: rank, with the mean of 3.24 shows those custonrers a
Table 4 shows the frequency, mean, standard dewiati exposed towards promotion done through seminar.
and rank of promotional strategies used by ASNB to  Furthermore, at the tenth rank with the average
promote their products as perceived by redeots. score of 3.01 shows that the customers are exposed
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towards promotion done by television. Followed bycustomer motivation is r = 0.374. Therefore, thisra
eleventh rank, customers are exposed of the egistin positive but weak relationship between advertising
sales person or the personal selling offer by ASNBcustomer motivation.
Next at the twelfths rank, with the mean of 2.68wsh Next, the correlation coefficient between sales
the customers are aware of promotion done througpromotion and customer motivation is r = 0.598.
radio. Finally, at the thirteenth rank with the meaf  Therefore, there is a positive and high relatiopshi
2.64, customers are less exposed about the pramotidetween sales promotion and customer motivation.
done through internet because most of them do @it g The correlation coefficient between personal
the information from internet. selling and customer motivation is r = 0.31. Theref
But for direct marketing, all of the respondentsthere is a positive but low relationship betweerspeal
answered it is as never exposed to that promotionalelling and customer motivation.
strategy which means that ASNB did not apply this  While the correlation coefficient between public
strategy to motivate the people to invest in theirrelations and customer motivation is r = 0.130.
products. Therefore, there is a positive but low relationship
between publicity and customer motivation.
Perceived level of effectiveness towards promotion
done: The attributes from Table 5 shows the perceivedH,;: There is no significant correlation between
level of effectiveness towards promotion done thgitou customer motivation to invest in ASNB with the
different promotional activities. From the Tablevde  advertising.
can see majority of respondents perceived thatssale Based on Table 6, by using the Pearson
promotion is very effective promotional activity tvi  Correlation, the correlation coefficient between
ranking at the first place. This mean, sales pronas  customer motivation and advertising is r = 0.374.
the most effective promotional tools done by ASNB.Therefore, there is a positive but weak relatiomshi
The sales promotion done by ASNB to motivate thebetween customer motivation and advertisingc&i
people to invest in ASNB products included bantuarp = 0.001 is less than= 0.05, research hypothesig;H
khairat kematian, dividend/bonus, fixed and vaeabl is failed to reject. Thus, there is a significaotrelation
price as well as withdrawal/ or savings at any timebetween customer motivation and advertising at 0.05
Next at the second rank, promotions done througlevel of significance.
personal selling are very effective with the averag

score of 3.79. Table 5: Perceived level of effectiveness towardsmption done
At the third rank, the advertising done through through different promotional activities by freqegnand
. . - percentage
printed media (such as pamphlets, banner, bunting; Scale
newspaper and magazines) and also through electronbomotional ~ ——cooo-eommmeemmceeeeee Std.
media (such as television, radio and internet visstrategies 1 2 3 4 5 Mean Dev. n Rank
website) are very effective with the average saufre Advertising 1 5 28 24 12 359 0909 70 3

3.59. At the fourth rank public relations done bgMB ~ Personalseling 0 4 23 27 16 3.79 0866 70 2
hich is through Minggu Saham Amanah Mala siaSales promotion 0 117 30 22 404 0788 70 1
w 19 ggu af YS@pyplicrelations 2 3 26 35 4 351 0794 70 4
(MSAM)’ seminar and exhibitions are very effective Note: 1. Strongly disagree; 2: Disagree; 3: ModerateAdree; 5:
with the mean of 3.51. Strongly agree
As a conclusion, the most effective promotional
tool is through sales promotion done by ASNB ineord Table 6: Correlations between promotional strategiad customer

to motivate the people to invest in ASNB. Thirty of motivation

. Variables Customer motivation
respondents are agree(_:i that t_he promotion donaghro Advertising Bearson correlation 0374
such tool is very effective while only one of theaid  \ean: 3.46 Sig. (2-tailed) 0.001
that sales promotion is not effective. SD: 0.813 N 70.000
Sales promotion Pearson correlation 0.598**
Correlations between promotional strategies and 2898.637.22 ﬁ'g' (2-tailed) 7006%%0
customer motivation: The RL_JI(_es of_ th_umb about_the Personal selling Pearson correlation 0.031
strength of correlation coefficient is if the r-ualis  Mean: 3.80 Sig. (2-tailed) 0.802
SD: 0.805 N 70.000
+ - + - + -
#0.81-1.00 (very strong)*0.61-0.80 (strong)#0.41 Public relations Pearson correlation 0.130
0.60 (moderate) and0.21-0.40 (weaky. Based on ean: 3.98 Sig. (2-tailed) 0.284
Table 6, by using the Pearson Correlation, thesp:0.736 N 70.000

correlation  coefficient between advertising and**: Correlation is significant at the 0.05 leve-&iled)
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Table 7: Regression of advertising and sales priomotowards  significant with p<0.00 while the beta value is @B6

customer motivation which mean there is positive effect between proomoti

variables B Significant N done through sales promotion towards customer
Constant 1.708* 0.004 70 tivation 1o i t

Advertising 0.017 0.877 7o ~ Mmotivation o invest. _

Sales promotion 0.603* 0.000 70 It explains the more sales promotion done by
Note: A dependent variable: Customer motivation * Sigant at ASNB to promote their products such as ‘bantuan
p<0.05;": Not significant at p>0.05 khairat kematian’, dividend/bonus, withdrawal/sagn

at any time as well as fixed and variables price
products, the more motivation for customers to e
ASNB products thus can increase sales of ASNB.

While effectiveness of advertising is poor
hélgnlflcant effect with p>0.877 while the beta \alis
M0.017 which mean there is no effect between pramoti
done through advertising by ASNB towards customer
motivation to invest in their products. It meansewh
"ASNB used advertising through printed and electroni
media (such as: Pamphlets, bunting, billboards,
television and radio) as well as internet (via vite)s
the less motivation for customers to invest in ASNB

As a conclusion, the findings explains that among

Hos There is no significant correlation between foUr tools used by ASNB which is sales promotion,

customer motivation to invest in ASNB with the advertising, personal selling and public relaticos
personal selling. promote their products, only sales promotion hagh hi

Based on Table 6, by using the Pearsor?'gn'f'cam effect towards customer motivation to
Invest.

Hq: There is no significant correlation between
customer motivation to invest in ASNB with the sale
promotion.

Based on Table 6, by using the Pearso
Correlation, the correlation coefficient between
customer motivation and sales promotion is r = 8.59
Therefore, there is a positive and high relatiomshi
between customer motivation and sales promotio
Since p = 0.000 is less tham = 0.05, research
hypothesis, I is failed to reject. Thus, there is a
significant correlation between customer motivation
and sales promotion at 0.05 level of significance.

Correlation, the correlation coefficient between
customer motivation and personal selling is r =30.0
Therefore, there is a positive but low relationship
between customer motivation and personal selling:
Since p = 0.284 is more thar= 0.05, null hypothesis,
Hos is failed to reject. Thus, there is no significan
correlation between customer motivation and peison
selling at 0.05 level of significance.

Hos: There is no significant effect between advergsin
towards customer motivation to invest in ASNB.

After the hypothesis being tested, (Table 7) it is
{found that the value of beta is at 0.017 with the
significant value of 0.877. Since the significaatue is

p>0.05, Hs will be rejected. This means that the
customer motivation to invest is significantly not
Hos There is no significant correlation between influenced by the effectiveness of advertising.
customer motivation to invest in ASNB with the pabl
relations. He There is no significant effect between sales

Based on Table 6, by using the PearsorPromotions towards customer motivation to invest in
Correlation, the correlation coefficient between ASNB.
customer motivation and public relations is r =301 After the hypothesis being tested, (Table 7) it is
Therefore, there is a positive but low relationshipfound that the value of beta is at 0.603 with the
between customer motivation and public relationssignificant value of 0.000. Since the significaatue is
Since p = 0.284 is more thare 0.05, null hypothesis, P<0.05, Hg¢ failed to rejected. This means that the
Hos is failed to reject. Thus, there is no significantcustomer motivation to invest is significantly
correlation between customer motivation and publidnfluenced by the effectiveness of sales promotion.
relations at 0.05 level of significance.

Regression Analysis on Effect of Promotional DISCUSSION

Strategies with Customer Motivation to Invest inhES
From the result, the following can be concluded.

Regression results:Table 7 shows the regression of The beta value for the variables of effectivenefs o
advertising and sales promotion towards customeadvertising, personal selling and public relaticaare
motivation to invest in ASNB’s products. perverse. Thus there are inverse significantly
Both independent variables are significant whererelationships between the customer motivation e $h
the effectiveness of sales promotion is highlywith the effectiveness of advertising. The effeetigss
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of advertisement through printed and electronic iened
as well as internet also does not support the mesto
motivation to invest in ASNB produéts This may due

to the advertisement publish were not attractiveugh

to encourage them to invest. From previous study,
advertising see as the best promotional mediunmdaro

to persuade consumer. This situation occurs mayaue
several reasons such as, the respondents who sye bu
does not have time to watch television and radie, t
printed media did not gave sufficient enough
information about the products and many other nesaso

Moreover, the more promotions done through
personal selling is the less the customer motinat®
invest in ASNB products. This mean the promotion
done through personal selling are not effectiveugho
to motivate investors to invest in ASNB prodlféts
These situations happened due to inexperienced sale
person or the sales person did not really perstiagle
customers to invest in ASNB. This is contradictiigh
the previous findings and further research may rieed
order to know deeper about the fact.

The promotion done by public relations such as
through seminar, exhibitions and Minggu Saham
Amanah Malaysia (MSAM) also not motivate the
customer to invest in ASNB produétsFrom the Beta
value, this promotion tool has negative relatiopshi
with the motivation to invest. The more ASNB put
effort on the effectiveness of public relations thss it
can motivate customers to invest in ASNB products.
Nevertheless, ASNB can motivate customers ok
investors to invest in ASNB products through sales
promotion since it has the positive significantly
relationship with the customer motivation to invast
ASNB’s products. It means the more effective of
scheme ‘bantuan khairat kematian’, offer fixed and
variable price, high income distribution/bonus axfibr
withdrawal/savings at any time as promotional ttiod,
more in can motivate the customers to invest in
ASNB'’s product§.

The model that can be adapted from the research is

Y =1.078 + 0.603 SP

Where:

Y = Customer motivation
Constant =1.078

SP = Sales Promotion

Recommendations: From the analyses done and the
findings, several recommendation strategies can be
suggested. The strategies are designed for theefutu
research and for further development and improvémen
for Permodalan National Berhad generally and Amanah
Saham National Berhad specifically:
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Sales promotion can be seen as the most
promotional strategies that have high effect
towards customer motivation to invest. Thus,
ASNB should increase their promotion through this
method because investors are more attracted to the
promotion especially in term of income
distribution/dividend and the uniqueness of the
products itself. As we know, ASNB is the only unit
trust company in the world that offered fixed price
products and the lowest investment which start
from RM 10 only. In addition, the dividend should
be increase year by year and this can be seen as
great news to the investors since ASNB is the
established company in Malaysia and the dividend
is high compared to the competitdts

Newspapers are among the best promotional
strategy in order to attract intentions from
investors. From that fact, ASNB should build up
more public relation by sharing news or
information through newspapers. ASNB should
advertise their products frequently in newspaper
therefore people can get to know about their
products. There are more than 80,000 newspapers’
readers all over Malaysia for one brand of
newspaper. There are several famous newspapers’
brand among Malaysian, therefore ASNB can used
same messages for different brand of newspapers.
Newspapers can grab broader target audience since
people read newspaper everyday

Since the advertisement through television is less
attractive to motivate investors in invest in ASNB,
ASNB have to put an effort to increase the level of
effectiveness of their television advertisement.
ASNB should focus on how to attract customers to
buy ASNB's products. ASNB have to create
advertisement that can really motivate people to
invest in their products. This strategy has to go
inline with the creativity of people who creating
the advertisement as well as the target market for
the products. For example, for ASG product PNB
had a sales promotion by giving extra unit if
investors buy certain units of the product. PNB
should advertise this kind of promotion in
television therefore people are aware instead of
using brochures where not all people will get the
brochure8’

As stated in previous section, MSAM is one of the
promotion through publicity which also can
motivate customers to invest in Amanah Saham
National Berhad. But, ASNB should put more
effort on this strategy since it can attract more
investors to buy ASNB’s products. ASNB should
continue the MSAM program which has been
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doing every year. Furthermore, MSAM also one ofEven though not all the strategies used by the eomp
the medium that can makes people gain knowledgeare effective but overall we can see that the ptamal
about ASNB’s products. At present, ASNB only done is effective to motivate the investors.

had the MSAM once a year, since it can encourage
more investors to invest PNB should plan to have
at least twice a year. The area cover can be
broader. For example, year 2007 ASNB had the
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middle of the year ASNB can have it in Malacca,
people who come to MSAM would be more. The
possibility of people to invest in ASNB products
also would be much high&? 1

* Amanah Saham National Berhad should see sales
executives as their assets since investors see them
as effective strategy in persuading them to inirest
ASNB. If possible, the study suggests that ASNB
should employ more sales executives; therefore
they can bring more investors to ASNB. Besides
that, ASNB have to give training to their sales 2
executives as well as give them motivation to excel

e From researcher observation, majority of
management companies of unit trust are using
individual agents in order to promote and sell the3:
companies’ products. In ASNB, there are no
individual agents being employed. The function of
individual agents is the same with sales executived-
where they have to persuade people to invest in
ASNB products. The different is sales executives
only get the salary where as individual agents ear®.
income from commission. The actual fact is people
tend to find more customers if they get more.
Therefore, ASNB has to appoint individual agents
in order to boost up ASNB sales 13

6.
CONCLUSION

Most of the respondents invest in one out of teny
products of ASNB. But there are also respondents wh
invest in more than one product. While in terms of
promotional strategies used by ASNB, the most
effective is through sales promotion such as income
distribution/dividend, fixed and variables pricegucts
and withdrawal/savings at any time followed by
advertising via printed and electronic media asl asl|
through internet. Since respondents are invest i
ASNB'’s products and they are agreed that most ®f th
promotional strategies implement by ASNB’s are
effective therefore they are motivated to invest in
ASNB’s product because of the promotional done.
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