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Task 1: Identification of a Business Problem
I chose Istana Puteh because it is a real small business that I have a personal connection with. The former owner is my lecturer and also my employer, as I work part-time in another business that she owns. Istana Puteh previously operated as a bridal and wedding business in Kuala Lumpur, providing bridal gowns and related wedding services. Because I know the owner, I was able to speak to her directly about the business and the challenges she experienced rather than choosing a company that I only knew from the internet. 
[bookmark: _Int_miW32kBK]From the interview, the problem that stood out to me was marketing, especially the difficulty of advertising bridal gowns while customer preferences were changing. Bridal customers do not all look for the same thing. Their choices can depend on design, current trends, price, modesty, colour, fit, personalisation, and the overall experience they expect from a bridal provider. At the same time, social media has made it easier for customers to compare many bridal businesses before contacting one. A small bridal business therefore has to keep its content attractive and relevant while also understanding what potential customers actually want. 
This matters because bridal wear is a highly visual product. Customers often want to see gowns, styling ideas, and previous wedding work before making an appointment. A small business may also have limited time, staff, and marketing resources compared with larger competitors. Malaysian research shows that digital marketing is important for SMEs, although effective adoption can depend on cost, knowledge, management support, and competitive pressure (Abbasi et al., 2022; Nordin et al., 2023).

Task 2: Using Generative Artificial Intelligence to Explore Academic Literature and Define the Problem 
Prompt 1:
‘‘I am investigating a former small bridal business in Kuala Lumpur called Istana Puteh. Based on recent and verifiable academic literature, identify key concepts and findings that can explain the difficulties a small bridal or fashion business may face when using digital marketing while customer preferences are changing. Focus on Malaysian SMEs, social media marketing, customer engagement, fashion preferences, and business adaptation. Do not invent sources.’’
AI output was:
‘‘Relevant concepts include social media marketing, customer engagement, customer preference, digital capability, content quality, and competitive pressure. For small fashion-related businesses, social media provides an accessible way to display visual products and communicate directly with customers. Effective use, however, requires more than simply having an account. Content needs to remain relevant and visually appealing, while the business needs to understand how customers respond to it. Malaysian SME research also shows that perceived cost, management support, and competitive pressure can influence social-media marketing adoption. ‘‘
Several concepts from the output were useful. Abbasi et al. (2022), using data from 214 Malaysian SMEs, found that perceived relative advantage, cost, management support, and competitive pressure significantly influenced social media marketing adoption. Nordin et al. (2023) similarly found that compatibility, complexity, and trialability were important in Malaysian SMEs’ adoption of online marketing. 
Customer engagement is also relevant because online marketing is not only about posting advertisements. Engagement can include viewing, liking, sharing, saving content, sending enquiries, and eventually making appointments or purchases. Jani et al. (2020) argue that measuring social-media engagement can give SMEs useful signals about customer responses. Recent Malaysian fashion research also suggests that content quality, user-friendliness, and up-to-date content are associated with customer satisfaction, with engagement strengthening these relationships (Hanafiah and Fauzi, 2026).  
Customer preference was another important concept. For a bridal business, preferences may include design, fabric, modesty, price, fit, customisation, and service experience. Mohamad et al. (2024) found design and price to be important factors in Malaysian garment purchasing, while social media played a major role in discovering fashion trends. Chan and Ramlan (2024) also identify electronic word of mouth, engagement, trust, brand image, and advertising as relevant social-media factors in Malaysian purchasing decisions. 
The selected problem definition is:
[bookmark: _Int_pO1Us88G]‘‘Small bridal businesses can experience difficulty maintaining customer attention when bridal preferences, competitors, and digital-media behaviour change. The challenge is not simply to advertise more often, but to understand what customers value and use digital marketing in a way that communicates the business’s designs, service, and value clearly enough to create meaningful customer engagement.’’
I selected this definition because it is more precise than saying Istana Puteh had a general marketing problem. I checked the AI output against academic sources and the interview rather than treating it as automatically factual. I also avoided the unsupported conclusion that digital marketing caused the closure. The case is being used to explore the owner’s experience and practical lessons for small businesses. 

Task 3: Developing a Research Question
After defining the problem, I used Generative AI to develop possible research questions and realistic methods. The aim was to keep the study small enough for one student while making use of my genuine access to the former owner.
Prompt 1:
‘‘Based on the problem of changing bridal-customer preferences and digital marketing challenges experienced by the former Istana Puteh bridal business in Kuala Lumpur, suggest three neutral research questions and a realistic research approach for an undergraduate project. The student can interview the former owner and collect a small amount of customer evidence. Do not assume that marketing caused the business to close.’’
The AI output was:
‘‘Possible questions are: (1) How did changing customer preferences influence the marketing decisions of Istana Puteh? (2) What digital marketing challenges did Istana Puteh experience when trying to attract bridal customers? (3) How did changing customer preferences and digital marketing challenges affect Istana Puteh’s bridal business, and what can small Malaysian bridal businesses learn from its experience? A realistic approach would be an exploratory qualitative case study using a semi-structured interview with the former owner, supported by a small sample of current or potential bridal customers.’’
Prompt 2:
‘‘Refine the third question so it remains suitable for a single case study, does not claim causation, and can be answered using the former owner’s experience plus a small customer sample.’’
The AI output was:
‘‘How were changing customer preferences and digital marketing challenges experienced at Istana Puteh, and what practical lessons can small Malaysian bridal businesses draw from the case?’’
I chose the refined question because it is neutral. The wording does not assume that marketing or customer preferences caused the business to close. It focuses on what the owner observed and dealt with. The second part gives the research practical value without claiming that one case represents the whole Malaysian bridal industry. 
An interpretivist philosophy is appropriate because the study is mainly interested in experiences, meanings, and decisions. Saunders, Lewis and Thornhill (2019) explain that interpretivist research is useful when researchers need to understand how people make sense of their social and organisational world. A qualitative single-case study is therefore suitable.
The main method would be a semi-structured interview with the former owner. The interview already conducted for this portfolio provides preliminary evidence and shows that access is realistic. For a future full study, around 6 – 10 current or potential bridal customers could also be recruited through purposive and convenience sampling. They could be asked about how they search for bridal providers, which features matter to them, what social media content attracts attention, and what creates trust. Thematic analysis could then identify repeated patterns such as design, price, modesty, trust, content quality, and convenience. This is more realistic than attempting a large national survey. 

Task 4: Summary Research Proposal
The Research Question is:
How were changing customer preferences and digital marketing challenges experienced at Istana Puteh, and what practical lessons can small Malaysian bridal businesses draw from the case?
Key Terms and Justification
Digital marketing refers in this study to the use of online channels, especially social media, to promote bridal products, communicate with customers, and encourage enquiries. It is included because bridal and fashion products are strongly visual and customers can compare providers online before making contact. Malaysian SME evidence shows that social media marketing adoption is affected by organisational and competitive factors rather than technology alone (Abbasi et al., 2022).  Research on Malaysian apparel SMEs also notes that owners may not always have the digital knowledge needed to create effective online marketing content (Khalid and Omar, 2024). 
Changing customer preferences refers to changes in what bridal customers value, including gown design, fabric, modesty, fit, price, customisation, convenience, and service experience. Malaysian fashion research indicates that design, price, and social-media exposure can influence purchasing behaviour (Mohamad et al., 2024). Customer engagement refers to responses around marketing content, including interaction, enquiries, and other actions that indicate interest. These concepts fit the interview because the business problem is not simply whether Istana Puteh advertised, but whether its marketing remained connected with what customers wanted.  
Research Design 
The proposed study uses an interpretivist, qualitative single-case study design. A case study is suitable because the question is centred on one real small business and aims to understand the experience in depth rather than calculate a national average. The main source of evidence is the former owner of Istana Puteh. Her experience is relevant because she was directly involved in the business and later moved into a different wedding-related model through Ombak Puteh Glasshall in Melaka. The transition provides useful business context, but the study will not assume that a single marketing issue caused the closure. 
Research Methods, Sampling and Data Collection
A semi-structured interview will be used with the former owner. The interview guide will cover how customers discovered Istana Puteh, changes noticed in bridal preferences, marketing channels, difficulties in keeping content effective, customer enquiries, competition, and lessons learned. Semi-structured interviewing allows the same main topics to be covered while still permitting follow-up questions. 
To add a customer perspective, around6-10 women who are planning a wedding, have recently planned one, or have experience searching for bridal services could be recruited. Purposive sampling would ensure relevant experience, while convenience sampling would keep recruitment realistic. Participants would answer short open-ended questions about how they search for bridal providers, what influences their choices, and what social-media content creates trust or interest. The data would be analysed thematically, with repeated ideas grouped into themes such as design preferences, price, modesty, trust, visual content, reviews, responsiveness, and convenience. 
Reliability, Validity and Limitations
Dependability will be supported through a consistent interview guide, clear notes, and a record of coding decisions. Credibility will be strengthened by comparing the owner’s perspective with customer responses rather than relying on one source. Interview notes should also be checked carefully so that the owner’s meaning is not changed. This triangulation can strengthen a small qualitative study (Saunders et al., 2019). 
The main limitation is that Istana Puteh is one closed business, meaning findings cannot be statistically generalised to every bridal business in Malaysia. The owner’s account is retrospective and may be influenced by memory, while the customer group will be small. These limitations will be stated openly because the study aims to provide practical insight rather than national representation.  
Access and Ethics
Access is realistic because I know the former owner personally and have already interviewed her. However, this relationship creates a possible bias, so I will separate what she actually says from my own assumptions. Participation will be voluntary and based on informed consent. Customer names and contact details will not be included in the analysis. Participants will know the purpose of the study and can stop participating. Commercially sensitive information mentioned by the owner will only be used with permission, and digital files will be stored securely. 
Task 5: Video Presentation
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Task 6: Gibbs Reflective Cycle
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Figure 1: Gibbs Reflective Cycle
1. Description
For this assignment, I chose a business problem that I had a genuine connection with rather than selecting a company only because information was available online. I interviewed the former owner of Istana Puteh and focused on the difficulties around marketing bridal gowns and responding to changing customer preferences. I then used Generative AI to explore academic terminology, develop the problem definition, and refine a research question. After that, I compared the AI suggestions with academic research and developed a small qualitative case-study proposal.  
2. Feelings
At first, I was unsure whether using a closed business would make the research weaker. I also found the marketing problem broad because it could include advertising, social media, customer trends, pricing, and competition. After the interview, I became more confident because the business transition itself made the case interesting. I also realised that I need to be careful not to assume that marketing was the reason Istana Puteh closed. 
3. Evaluation
[bookmark: _Int_KNDXvlzR]One positive part of the process was having access to the owner. It made the problem feel real and gave me a clearer understanding of why customer preferences matter in bridal services. AI was useful for generating terminology and possible research questions, but some ideas were initially too broad. Checking journal articles helped me decide which concepts were actually relevant. A difficulty was separating what I knew personally from what could be supported academically. 
4. Analysis
[bookmark: _Int_TgznguLV][bookmark: _Int_ILvdQ2OU]The process taught me that a useful research question should not already assume its conclusion. My first instinct was to ask how digital marketing affected the success or closure of the business, but there was not enough evidence to make that assumption. Changing the wording to ask how the challenges were ‘experienced’ made the question more neutral. I also learned that research methods have to match the access available. A small case study with one owner and a few relevant customers is more realistic than trying to survey bridal businesses across Malaysia. The literature also showed me that social-media marketing is not only about posting regularly. Content quality, engagement, cost, capability, and competitive pressure can all matter (Abbasi et al., 2022; Hanafiah and Fauzi, 2026).  
5. Conclusion
Overall, the assignment improved my understanding of how a personal observation can be developed into a researchable business problem. I learned to narrow a broad issue, verify AI-generated information, and avoid making claims that available evidence cannot support. If I repeated the process, I would organise the interview questions around the research concepts earlier so that the owner’s answers could be compared more directly with the literature.
6. Action Plan 
In future research, I will begin by defining the exact problem before collecting too much information. I will keep clearer interview notes, verify sources as I find them, and distinguish evidence from my own interpretation. I will also pay more attention to how small businesses can use customer feedback and digital engagement data when making marketing decisions. These skills will be useful in later university research and in work situations where decisions need to be supported by evidence rather than assumptions.   
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The primary evidence is the audio-recorded interview with the former owner of Istana Puteh. 
The interview links:
https://iumwgroup-my.sharepoint.com/:u:/g/personal/24090213_student_umwales_edu_my/IQCA9soASnr-SIjL8WPj_GtpAc62T3nOpcG3vn9SrDh_yg8?e=M0DAxG 
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