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Abstract

The aim of this research is not just to study the marketing strategy of Dinfi & Q Company Limited,
but to possibly improve it as well. This particular company is a manufacturer of ceramic tableware and
decorative products. The main body of the qualitative research is conducted through interview with five
different staffs, who are directly related to this specific area. Two out of five include the Marketing Manager
and the Managing Director of the company. SWOT Analysis is used to determine the full potential of this
particular market. Moreover, STP Marketing and Marketing Mix are also used to set the best strategy in order
to reach the ultimate goal, set by the company.

According to the qualitative research conducted, | have discovered that the marketing related
situation of the company at the present is still unstable, due to both internal and external problems. The
company is using both Differentiation Strategy and Marketing Mix to get the right products to the right
consumers. At the same time, also exploring into new designs and technologies to constantly improve the
products in many dimensions. Another very important method that is being explored and tested by the
company is the Online Marketing method, which can be related to the Omni Channel Marketing. However,
the more traditional method through brochures and direct sales representatives are still being conducted
parallel with the online marketing method to reach the widest target possible.

Keywords: Target Market Strategy and Marketing Mix
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