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Abstract

In this economic growth of Malaysia, refurbished laptops and other
electronic devices have assumed high in demand because most of
educations need to do assessment which using laptops. Thus, this study
helps one of company which provides refurbished laptops in all around
Malaysia region. Firstly, this study is to collect insights of customer
walked in behavior, preferences, and feedback to Imika Muar by
implementing a questionnaire. Secondly, this study is to analyze
satisfaction index of customer towards Imika Muar. Thirdly, this study
is to identify the most influence factors that affects the increasing
number of customers by applying survey analysis. This study involving
the method of satisfaction index, simple survey analysis and
crosstabulation in order to analyse the data obtained. The satisfaction
index is used to estimate the score of customer satisfaction. Next, the
crosstabulation and survey analysis are used to analyse the data of
customer satisfaction to find out the most influence factors that affects
the increasing number of customers. The result shows that the
satisfaction index is 71.0% and it is fairly enough showing customer
satisfied but the company need to increase it more because there are
many competitors around. For the survey analysis shows result for
different section such as demographic and soci-economic finding,
customer awareness, purchase behavior, product references, quality
perception, service experience, future experience, and satisfaction
which is mentioned in result and discussion of this paper. This study
also shows that the finding of crosstabulation is highly depends on
word-of-mouth for the customer discovering Imika Malaysia. For
further research may focus on the depth study of satisfaction index of
customer satisfaction in Imika Muar for a longer period of time.

1. Introduction

Imika Empire Sdn Bhd, a leading supplier of refurbished laptops in urban Malaysia, encounters the dual challenge
of upholding superior product quality while fulfilling the ever-changing demands of tech-savvy customers. Besides
that, there are many computer shops that offer the same products as Imika company due to a big opportunity of
demand in Malaysia urban area. Refurbishing electronics offers numerous benefits to the global population.
Economically, refurbishing electronic gadgets is advantageous, and there is increasing demand for these products
[1]. Moreover, reusing a product rather than recycling it better preserves its value, reduces economic impacts, and
minimizes environmental impacts. Refurbishing consumes less energy than producing new items. The importance
of refurbishing, and thereby extending product life cycles, is underscored by SDG 12: Responsible Consumption

and Production.
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However, some observations about the rise and fall of the company's sales has been conducted and recorded
from online secondary data sources. Therefore, this study is required to examine what factors contributed to the
dropping sales in the company for a certain period between February and May 2024 referring to the observation
in Appendix section. The observation stated that Imika Muar’s sales has been drop for certain months which will
be affecting the sales of the year.

Based on the previous study by researchers, [2] find that customer satisfaction is crucial for the success of any
organization. It is achieved when the product, price, and quality of service meet or exceed consumer expectations.
Consumer satisfaction occurs when consumer needs, wants, and expectations are fulfilled concerning the goods
and services they use[3][4]. Satisfied customers are likely to continue using the product, encourage others to use
it, and happily recommend it to others. Satisfaction arises when a product's performance or results align with or
surpass the anticipated performance or results. Conversely, if the performance falls short of expectations,
customers will be dissatisfied. When performance meets or exceeds expectations, customers are highly satisfied
and happy. Satisfied customers remain loyal longer, are less price-sensitive, and provide positive review[3][5][4].

A researched by [6] stated that satisfaction is the feeling of happiness or disappointment someone
experiences when they compare their perception of a product's performance with their expectations. As defined,
satisfaction depends on the perceived performance and expectations. If the performance falls short of
expectations, consumers will be disappointed. If it meets expectations, they will be satisfied. If it exceeds
expectations, consumers will be extremely happy or highly satisfied. The research discovered by [6] was about
the factor affecting customer satisfaction towards apple brand in Indonesia. The study prove that brand loyalty
can be the most influence factor in customer satisfaction from the results obtained.

Another research by [7] found that a decision to purchase is the next crucial element. It reflects an individual's
ability to decide whether to buy a product. According to economic principles, demand typically increases as prices
decrease, and conversely, demand decreases as prices rise. Thus, a purchase from customer influenced by the
customer satisfaction[8][9]. But the study more focuses on the pandemic’s economic effect to analyze the results.

Organization that is based on service will be success by the key of customer satisfaction from the past research
[10]. Customer satisfaction is the cornerstone of business success, representing the culmination of efforts to meet
and exceed customer expectations. It serves as a vital metric that gauges the effectiveness of products, services,
and overall customer experience. High levels of customer satisfaction are not merely indicative of a business
meeting its promises but are intrinsically tied to customer loyalty and advocacy. Satisfied customers are not only
likely to remain loyal but become enthusiastic advocates, contributing to positive word-of-mouth and brand
reputation. Additionally, customer satisfaction is a dynamic metric, necessitating a continuous feedback loop to
adapt to evolving customer needs and preferences[11] [12]. Businesses that prioritize customer satisfaction
invest in long-term success, fostering loyalty, repeat business, and a competitive edge in the market. In essence,
customer satisfaction is not just a measure; it is a strategic imperative for businesses seeking sustained growth
and positive relationships with their customer base. In the past study, the customer satisfaction is focusing on the
zakat service to the customer and it is trial to meet on the satisfaction of customer expectations.

Thus, from the method used, this study is needed to improvise the customer satisfaction by getting feedback
from the recipients. From the feedback, Imika Muar can upgrade on what is lacking from their programs or
management. So, this study has conducted by using the method of online survey questionnaire to assess its
satisfaction[7]. This study will enable business corporate of Imika Muar to improve its sales and loyal customer in
a long term as in maintaining customer loyalty, administrators should focus on providing high-quality services
that meet consumer expectations in line with past research [13].

2. Methodology

2.1Survey instrument

This study completed with survey that is collected using Google Form, which aims the customer from Imika Muar
as respondents. The questionnaire constructed is consisting eight main sections which are section A, B, C, D, E, F,
G and H.

Section A basically measuring the background of the respondents as “Demography and socio-economic”.
Section B is the part where the respondents give the feedback on customer awareness. This part consists of two
questions relating to know how far the customer know about Imika as a whole. Meanwhile, next part is Section C
named “Purchase Behavior” which is mainly collecting how frequent respondents visited Imika Muar. There are
only two questions from this section to be answered by the respondents. The next part in Section D is about
“Product References” to know which product is the hot selling product in increasing the number of customers
which consist only two questions from this part. Section E is the part were collected the quality perception of the
customer with two questions asked. Section F is the part of collecting customers’ service experiences with three
questions in it. The next section is Section G is the part of future preferences to know what kind of customers’
preferences in increasing brand awareness of Imika Malaysia. The last section is Section H which collecting the
satisfaction score from customer.
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The sample size of this study is targeted for at least 100 respondents but there is limitation of time and
collaborative between other sides to help in this distribution which using the systematic sampling from the
database of customer that have being collected[14] [15].

2.2 Sampling techniques and sample size

The sample size of this study is targeted for at least 100 respondents by systematic sampling but there is limitation
of time and collaborative between other sides to help in this distribution. Thus, there is only 76 respondents that
answer which fulfilling criteria to achieve the aims of this study while the rest is outliers of the data because they
have never come to the outlet of Imika Muar. This study use the sampling technique of systematic sampling which
stated by a researcher that the sampling that is picked at random, while the subsequent subjects are chosen in a
systematic manner [16]. This study obtains the data by interview and questionnaire based on the database of
customers collected from the company.

2.3 Data Analysis

Implement
questionnaire

Collect data and data
cleaning

Visualizing data

Fig. 1 Flowchart of data analysis

The figure above displays the data analysis for the survey results. The first process of the analysis was implement
questionnaire and follow by second one was collecting and cleaning data, which was to remove incomplete or
inconsistent responses and check for duplicate entries or outliers. The third process was using statistical analysis
tools for multiple-choice or Likert scale questions, while for open-ended questions, categorise and code responses,
using thematic analysis to identify recurring themes or patterns. Then, the data will be visualised by creating
charts, graphs, or infographics using Excel and SPSS. The last process was data interpretation by drawing
conclusions from the data.

2.4 Customer Satisfaction Index
In this study, there are also some equations and formulas used to calculate the satisfaction index which are referred
from other sources as below:

(X1sW1)+(X2+W2)+(X3+W3))—1)
(n—1)*100

Satisfaction index =

(1)
Where,
W - weightage
X - are the measurement variables
n - is the number of measurement variables
From the research of [17][18], the 0-100 ACSI score is estimated using the mean for each variable from the n

responses for that company (X1, X2, X3), along with the weights for each question as calculated within the ACSI
structural equation model (W1, W2, W3).
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3. Results and Discussion

3.1 Demographic of respondents

Most of the respondents give positive feedback. Basically, the collected data finds some of the demographic of the
respondents. First of all, the demographic part consists of age of respondents, gender and of respondents. For the
demographic of gender, the result shown as in figure below.

Count of Age Count of Gender
60
under 18 mmm 4 50 49
above 36 mmmm 5 40
> £ 27
@ 31-35yearsold me——— 3 3 30
o 25-30yearsold m—— 0 o 20
S 18-24vyearsold s— 18 10
= y 0
0 10 20 30 Female Male
Type of gender
Count
Fig. 2 (a) Bar chart of respondents by age Fig. 2 (b) Bar chart of respondents by gender

Fig. 2(a) shows that most people surveyed are between 25 and 30 years old which is 26 respondents answered
this, while the smallest group is under 18 which is only 4 respondents answered this. This suggests that Imika
Muar's customers mainly belong to the adult age group between 25 to 30 years old, showing that adult people
really like their products. The bar chart shown in Fig. 2 (b) with 49 respondents answered for males and the rest
is females, suggests that there were many respondents that walked into the store are male.

3.2 Customer awareness

Count of how do you discover Count of do you know or aware
Imika Malaysia? Imika have 108 branches?
17 16
29 o1 80
E 10 3 60
Q 2 - I .
© 0 : 40
S & & & L&
F & & N
& @05’ x&@% R F & 20
. . 0
Way of discover Imik
ay of discove a No Ves
Fig. 2 (c) Bar chart of respondent initial awareness Fig. 2 (d) Bar chart of awareness of branches

of discovering Imika Malaysia

As shown in above, Fig. 2(c) shows most of the respondents said they heard about Imika Malaysia from
whatsapp by 17 respondents and the lowest is from flyers billboard with 3 respondents. The second highest is
from their friends by 16 respondents, then followed by Facebook with 12 respondents and TikTok with 12
respondents. This suggests that Imika Malaysia's offerings are perceived as both affordable and available around
the Malaysia since recommendations primarily come from whatsapp and friends and family, indicating positive
word-of-mouth reviews about the products. In Fig. 2(d), it is evident that the majority of people are aware of Imika
Malaysia's 108 branches situated in all over the Peninsular Malaysia. 65 of individuals were familiar with these
branches, while 11 of them were unaware of their existence. This indicates a concerning lack of brand awareness
and marketing for Imika Malaysia. To improve, they should revise a strategic plan to inform people about their
current 108 branches and future expansions.
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3.3 Purchase Behavior

Count of how frequently do you visit What factors influence your
Imika Muar Malaysia physical store ? decision to choose Imika
£ Malaysia?
£  Occasionally ] 37
= > 30 18 g 16 15
2 Fre g 20
S quently 23 g \V\
= g 10
s Always 16 0 - R - o
= & & ,;@&%' % &
g 0 10 20 30 40 w P o & <
Count Factors influence to choose Imika
Fig. 2 (e) Clustered bar chart of frequency Fig. 2 (f) Line chart of factors influence to
visiting Imika Muar store choose Imika Muar Malaysia

As shown in Fig. 2(e), 37 of respondents were occasionally visit Imika Muar Malaysia store while 23 of respondent
frequently visit the store. There were 16 of them were always visiting the store to buy products from Imika. This
indicates a significant contrast in visitation patterns among the surveyed individuals. This data helps us to grasp
how much people visit the store, giving useful clues about customer behaviour and areas where marketing or
service improvements are needed. Based on the line chart on Fig. 2(f), the factors of the offers or unique package
have the highest frequency with 21 respondents answered this. This shows that the respondents choose Imika
Muar Malaysia is due to its special offers and the quality of product itself. The lowest factor that influences the
customer(respondents) to choose Imika Muar is represented by 6 respondents answered on the location and
convenience of the store. This factor due to the location of the store is located nearby bank offices which provide
less parking for the customer to come.

Product References

Which gadget stand out as your go-to Do You Find Imika Muar's Prices
choices when you visit Imika Muar? Reasonable For The Quality Of The
Products?
2 40 31
§ 30 9 3 HYes HmNo
T o R
X: RS R @Q. R R N
& F K & & \;ryQ \Qe%g & S
?&v QC/ %®u

Type of gadget chosen

Fig. 2 (g) Line chart of go-to gadget choices Fig. 2 (h) Pie chart reasonable price for the
when visit Imika Muar Malaysia quality product of Imika Muar Malaysia

Fig. 2(g) shows the number of respondents for their go to choose of gadget. Based on the respondent preferences,
they mostly ordered laptop below RM1k with 31 respondents answered it as their go to the stores then followed
by laptop below RM2k with 19 respondents and laptop above RM2k with 9 respondents only. It shows that the
lower prices of laptop be the top notch of customer buying products because most of people looking for high
performance of laptop with low price which can only be gained from refurbished laptops. These also be the
evidence of this business is famous in laptop buying rather than other gadgets. Fig. 2(h) above shows 96% of
respondents said the price is reasonable with the quality of the product. However, 4% of respondents find it
unreasonable. This data helps to understand the general sentiment and satisfaction levels of customers regarding
the pricing strategy. This data helps Imika Muar Malaysia to see if their prices match what customers think the
product is worth. It can show that the store needs to maintain the price to make customers happier and enhance
overall satisfaction.
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3.4 Quality Perception

How would you rate the quality of Imika What factors contribute to your
Muar's product compared to competitors? perception of the quality of Imika
- 47 Muars products?
40 Frequency
3 30 -
< 22 Price of the product 19
2 20 g Availability of the... 20
&’ + Variety options of their.. 17
10 L i Staff that is customer.. 10
0 0 Waiting time of customer.. ;
. B g 10
1 2 3 4 5 0 5 10 15 20 25
Rate of quality product Frequency

Fig. 2 (i) Bar chart quality rating compared to Fig. 2 (j) Bar chart of factors contribute quality
competitors of Imika Muar Malaysia perception of Imika Muar products

Fig. 2(i) above shows 47 of respondents, rated Imika Muar Malaysia's with a scale of 4. This indicates a significant
positive sentiment toward the quality of Imika Muar Malaysia's performances. The second most common rating
was 5, with 22 of respondents, signaling a noteworthy proportion of respondents who perceive their products as
superior to its competitors. Additionally, 7 of respondents gave a rating of 3, indicating a moderate satisfaction
level. There is no rating of 1 and 2 from respondents. In summary, the overall distribution underscores a favorable
outlook on the quality of Imika Muar Malaysia's quality product in comparison to competing products, with most
respondents expressing satisfaction through ratings of 4 and 5. Fig. 2(j) above shows that availability of the
products in many areas is the most influential factor, with 20 of customers considering it is available all over
Malaysia with 108 branches. Price of the product is the second most significant factor, with 19 of customers
indicating its importance. Variety options of their products factor, valued by 17 of customers. This highlights the
importance of accessibility in shaping quality perceptions. Staff friendliness follows closely with 10 respondents
similar with factors of waiting time, while appreciated by 10 of customers, suggesting that offering a diverse range
of products positively impacts customers' views of quality. In conclusion, the graph underscores the prominence
of price, products variety, and product availability in shaping customers' perceptions of Imika Muar Malaysia's
product quality. Waiting time and staff friendliness, while valued, plays a less prominent role in this regard.
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3.5Service Experience

How would you rate the customer Have you ever encountered any issues
service at Imika Muar? with the service?
80 HYes HNo
5 60 42
c
S 40 28
g
w20 0 0 6
0
0 1 2 3 4 5 6

Rate Of Customer Service

Fig. 2 (K) Line chart of customer service Fig. 2 (1) Pie chart of customer experience in any
rating to Imika Muar issue with the service from Imika Muar

Fig. 2(k) above shows 42 of respondents, rated the customer service at Imika Muar Malaysia with a score of 4. This
suggests a notable positive sentiment toward the quality of customer service. Furthermore, 28 of respondents
gave arating of 5, indicating a noteworthy proportion of customers who perceive Imika Muar Malaysia's customer
service as exemplary. The third most common rating was 3, with 6 of respondents, suggesting a moderate level of
satisfaction. There is no rating for 1 and 2 from the customers. This indicates that a minority of respondents
expressed lower satisfaction levels with the customer service at Imika Muar Malaysia. Overall, the distribution of
ratings illustrates a positive outlook on the customer service at Imika Muar Malaysia, with the majority of
respondents expressing satisfaction through ratings of 4 and 5. The data suggests that the company has generally
been successful in providing a positive customer service experience, though there is room for improvement to
address the concerns of those who provided lower ratings. Fig. 2(1) above shows the percentage of respondents
who have or have not experienced issues with a particular service. Most respondents, 92%, reported not having
encountered any problems. However, a substantial minority, 8%, indicated that they did experience issues with
the service. This suggests that while the service generally functions well for most users, there is still room for
improvement to address the concerns of a significant portion of the user base. Some of them issued that the
ordering of spare part service is taking too long due to the holiday season during the time being from supplier.

If the answer is yes to the above question, how
were they resolved?

m Give feedback/surveys to the HQ Imika Malaysia
m Rate in the social media and leave comments
m Others:

Fig. 2(m) Pie chart of customer experience in resolve any issue with the service from Imika Muar

From the result of customer’s experience issued in service as mentioned before in Fig. 2(m), there is only 8%
issued. Thus, there is only 8% representing this result which 9% of them resolve the issue by giving
feedback/surveys to the HQ Imika Malaysia and the rest of 4% resolve by rating the service in social media and
leave comments respectively. This shows that the issued resolve in a proper channel of the company and satisfied
the customer’s rights in solving their problems. The data shown by 87% with others options give the feedback
from customer which means there is no issued to be resolved.
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3.6 Future Preferences

Are there any additional products or services How can imika muar improve to better
" you would like to see from Imika Muar? meet your preferences and needs?
8
= Family vacation lucky draw M Faster Service
& 43.00 )
e M Lower Prices
= i -
é Mbe;gggngfllslsts Zgrbﬁgggn 51.00 m More seatings/comfortable ambience
g_ More freegifts 50.00 Enhanced customer services
‘_CU Price Di ’ M Online ordering and delivery options
rice Discount
2 46.00
=]
More brands of lapto
2 piop 38.00

0 20 40 60

Percentage
Fig. 2(n) Bar chart of customer preferences Fig. 2(0) Pie chart of customer preferences
of additional products or services in Imika Muar improvement in Imika Muar

Fig. 2(n) above shows the most popular suggestion, garnering a striking 51% of responses, is to expand the
merchandise. This highlights a strong favorable among customers for more merchandise options to be kept after
buying with Imika. Besides, 50% of respondents expressed a desire for more freegifts. This underscores a growing
trend towards benefits for customer when buying with Imika which difference to other laptop’s stores. A notable
46% of respondents expressed interest in price discount which shows customer desire to buy product which is
affordable and budget buying product. 43% of respondents expressed interest in special edition of family vacation
as lucky draw. This suggests an opening for limited-time offerings that generate excitement and novelty,
potentially appealing to customers seeking unique experiences and improvements of lucky draw rather than
offering Axia Rahmah car.to complement their buying experience in Imika Muar Malaysia. This suggests an
opportunity to create synergistic combinations that enhance the overall enjoyment of the product. Lastly, only
38% of respondents indicated a desire for more brands of laptops to purchase, such as MSI, Asus, Huawei. This
points to a potential avenue for brand engagement and fostering a sense of community among customers. Fig. 2(0)
above shows 25% of respondents prioritized enhanced more seating and comfortability improvements, making it
the most strongly desired improvement. This emphasizes the crucial role of positive interactions and attentive
support in shaping customer satisfaction. Faster service follows with 22% of respondents, highlighting the
importance of efficiency and promptness in meeting customer expectations. Long wait times or delays can
negatively impact the overall experience. Besides 21% of respondents sought more lower price, underscoring the
importance of attract customers that enhances the overall experience. Additionally, 18% of respondents
expressed a desire for online ordering and delivery, indicating a sensitivity to availability of time to walk in the
store for purchasing. Businesses should carefully consider online ordering and delivery to balance availability
with customer value perception. While not as prominent, 14% of respondents expressed interest in enhanced
customer service options. This suggests an opportunity to expand accessibility and convenience, potentially
catering to a growing preference for digital interactions and flexible service models.

3.7 Satisfaction

Will you recommend Imika Muar to On a scale of 1 to 5, how satisfied are you
family or friends ? with your overall experience at Imika
72 Muar?
80 =
> S
c 60 S 5 25
@ G 42
< 20 4 S 0
T S
Yes No ] 0 10 20 30 40 50
Yes/No
Frequency
Fig. 2(p) Bar chart of customer recommendations Fig. 2(q) Bar chart of customer satisfactions
towards Imika Muar towards Imika Muar
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Fig. 2(p) above shows 72 of respondents expressed willingness to recommend Imika Muar Malaysia, signaling a
generally favorable perception of the brand. While positive opinions dominate, 4 of respondents indicated they
would not recommend the brand, suggesting areas where Imika Muar Malaysia could potentially enhance its
offerings or customer experience. Fig. 2(q) above shows most of respondents expressed positive opinions, with
42 of respondents indicating a satisfaction scale of 4, and 25 of them indicating the highest scale of 5. This suggests
a generally favorable experience for most individuals. A notable portion of respondents, only 9 respondents, rated
their satisfaction as 3, hinting at areas where the experience could be enhanced. Lastly, there is no customer rating
for 1 and 2. These responses signal potential issues that warrant attention.

3.8Crosstabulation

Age and How do you discover Imika Malaysia?

Crosstabulation
How do you discover Imika Malaysia? Total
Walk Word of
Billboard Facebook Instagram Tiktok Whatsapp
in mouth
18- 24 1 1 2 4 0 6 4 18
o 25-30 1 1 3 4 6 4 7 26
< 31-35 0 7 3 3 2 4 4 23
above 36 1 2 0 0 0 1 1 5
under 18 0 1 0 1 0 2 0 4
Total 3 12 8 12 8 17 16 76

Table 1 : Crosstabulation of age and frequency of how do customer discover Imika Malaysia

Table 1 shows the crosstabulation for satisfaction index between two nominal variable which are age and how the
customer discovering Imika Malaysia. Most of the teenager with range of 18-24 years old frequently discover
Imika Malaysia by whatsapp. The age of 25-30 years old mostly discover Imika Malaysia through word-of-mouth
when they meet each other. The age of 31-35 years old and 36 years mostly knowing Imika Malaysia through
Facebook platform respectively. The customer under 18 years old mostly discover Imika Malaysia through
whatsapp blast from the company. This result concludes that the highest highlighted platform for the customer to
discover Imika Malaysia is through whatsapp and followed by Facebook and TikTok. In contrast, the lowest one
is billboard marketing because the company has to invest more to use billboard and it can only be seen through
highway and main road. Thus, this suggest that there is significant relationship between age and the frequency of
how customer discover Imika Malaysia, in which the company has to improve more on the significant platform
such as Facebook and TikTok to upgrade their marketing which will affecting on the customer satisfaction when
they walking into the outlet

3.9 Customer Satisfaction Index

Average value

satisfaction level (score) Q;r;:)léta/c(t)f Custormer Service Saﬁzgftlilon
Weightage 0.25 0.25 0.50
very satisfied (5) 22 28 25
satisfied (4) 47 42 42
neither (3) 7 6 9
dissatisfied (2) 0 0 0
very dissatisfied (1) 0 0 0
total average value 15.2 15.2 15.2

Table 2 : Customer satisfaction index of Imika Muar
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The calculations of CSI are as below:
(X1xW1D)+(X2xW2)+(X3+xW3))—1)
(n—-1)*100 1)

Satisfaction index =

(((15.2%0.25)+(15.2%0.25)+(15.2%0.5))—1) = 0710 = 71.0% 2)
(3-1)*100

Satisfaction index

From the table and calculation above, the calculated Customer Satisfaction Index (CSI) for the refurbished
laptops at Imika Muar is 71.0%. This index is derived from customer ratings across key attributes such as quality
of product, customer service, and overall satisfaction each weighted by their relative importance. A CSI of 71.0%
suggests that while the majority of customers are satisfied with the product, but not fully satisfied with high scores.
Then, there are areas that could benefit from further enhancement. From the research by [18] the good score for
satisfaction of customer is 70%-80% according to the model by ACSI (American Customer Satisfaction Index). This
metric serves as a vital benchmark for ongoing quality strategic decision-making aimed at increasing customer
loyalty and market competitiveness.

4. Conclusions

The progress of increasing number of customers in Imika Muar Malaysia is vital in this study in order to ensure
the company develop in future. To conclude, the age of 25-30 years old being the highest count in respondent
which has walked in Imika Muar. Out of 76 respondents, there are 49 respondents which are male compare to the
rest are female which can be evidence that most of the male have more knowledge about buying laptop. From the
customer awareness result, the highest count is come from Whatsapp platform where they get blasted promotion
from Imika Muar, and then followed by brand awareness from word-of-mouth, Facebook and TikTok platform.
Relating with the brand awareness, the percentage of people aware there is 108 branches of Imika Malaysia is
more than people who not aware of it. In purchase behavior, the result show that the respondents are highly come
in to Imika Muar occasionally within that period of months which effect the dropping of monthly sales of this
company. In addition, most of the respondents choose an offer or unique package offered by Imika Muar as their
attractive factor to be the customer themselves. In section of product references, respondents are highly
encouraged to buy laptop below RM1k as their preferences product in Imika. To support, the result of how far
they think the price of Imika Muar is reasonable is highly recommending that it is reasonable. In the section of
quality perception, most of them rate with 4 (more satisfy) with the product itself compared to any other
competitive laptop shops. There are 20 answers from respondents that answered availability of product in many
areas for the factor influencing the perception of quality of Imika Muar’s product, which is highest in count. For
the customer service rating, the distribution of ratings illustrates a positive outlook on the customer service at
Imika Muar Malaysia, with the majority of respondents expressing satisfaction through ratings of 4 and 5. The
data suggests that the company has generally been successful in providing a positive customer service experience.
In experiencing any issue with customer service of Imika Muar, most respondents with 92%, reported not having
encountered any problems. However, a substantial minority, 8%, indicated that they did experience issues with
the service. In maintaining after-sales service, the service experience part shows that there is only 8%
representing this result which 9% of them resolve the issue by giving feedback/surveys to the HQ Imika Malaysia
and the rest of 4% resolve by rating the service in social media and leave comments respectively. In future
preferences part, the most popular suggestion, garnering a striking 51% of responses, is to expand the
merchandise. This highlights a strong favorable among customers for more merchandise options to be kept after
buying with Imika. Customer preferences improvement shows 25% of respondents prioritized enhanced more
seating and comfortability improvements, making it the most strongly desired improvement. This emphasizes the
crucial role of positive interactions and attentive support in shaping customer satisfaction. Next, overall
satisfaction shows 72 of respondents expressed willingness to recommend Imika Muar Malaysia, signaling a
generally favorable perception of the brand. For the part rating the satisfaction, it shows most of respondents
expressed positive opinions, with 42 of respondents indicating a satisfaction scale of 4, and 25 of them indicating
the highest scale of 5.

In crosstabulation analysis of result, it concludes that the highest highlighted platform for the customer to
discover Imika Malaysia is through whatsapp and followed by Facebook and TikTok. In customer satisfaction
index, the calculated Customer Satisfaction Index (CSI) for the refurbished laptops at Imika Muar is 71.0%. This
index is derived from customer ratings across key attributes such as quality of product, customer service, and
overall satisfaction each weighted by their relative importance. A CSI of 71.0% suggests that while the majority of
customers are satisfied with the product, but not fully satisfied with high scores.

There are limitations in doing this study due to short period of time to collect data and do the analysis, which
can provide only some valuables insights for companies, including those in Imika Muar, Johore, guiding them in
refining marketing strategies and fostering enduring customer relationships in the continually evolving customer
satisfaction towards them. Plus, there is also limitation in method of analysis which only involving variable of
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quality product, customer service, and overall satisfaction of customer to analyse the satisfaction index. Thus, it
will be more comprehensive recommendations from this study for the Imika company for further research, which
are in accordance with the improvement of marketing strategy plan that have learnt. Further research can add
more variable to make the analysis more significant. The first strong recommendation is to enhance customer
services by adding some staff to reduce the workload in servicing the customer. Next, this study recommends for
the Imika to add some seats and more comfortable ambience in the cafe for each branch opened. Most people love
to have a drink and spend their time outdoors, in which the stores can have more customers come and hang
around there. This will help the store to increase more customers and sales with different preferences products
by customers spending their time there. Lastly, this study recommends the store to improve their services speed
to reduce waiting times of customers and have long queueing especially in ordering components or spare parts of
repairing laptops. This will help the increasing of sales for every production in a day.
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Appendix

Reach

This metric counts reach from the organic or paid distribution
of content from your profile or about your profile, including
posts, stories, ads, social information from people who
Interact with your profile and more. This number also includes

reach from posts and stories that were boosted. Reach is Engagement
only counted once if it occurs from both organic and paid The number of reactions, comments, shares and clicks on
distribution. This metric is estimated. your posts.

Counts of reached content of Imika Muar Facebook and counts of engagement to Imika Muar Facebook.
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