1. Introduction
Malaysia is experiencing rapid digital transformation across businesses, education, and households. Traditional tools such as whiteboards and projectors are gradually becoming outdated, while international smart board products available in Malaysia are expensive. As a result, many schools, businesses, and households are left without affordable access to smart boards. MuarLite-Tech aims to bridge this affordability gap through the introduction of its AI Smart Board, designed to combine affordability, reliability, and innovation. The product range covers five model sizes (55″, 65″, 75″, 89″, and 98″) priced between RM4,900 and RM20,000, each delivering attractive profit margins of 28–35 percent. The pricing strategy allows us to match the right board to the right user — for example, small boards for schools and homes, medium boards for universities and companies, and large boards for corporates and events.
The AI Smart Board differentiates itself through strong value propositions such as free installation and training, a three-year one-to-one replacement warranty, portability with mobile stands, integration with AI and cloud-based applications, and ESG benefits from paperless operations. Supported by a well-structured business model canvas (BMC), the venture leverages OEM manufacturing partnerships, local engineers and interns, multiple distribution channels (B2B, showrooms, e-commerce platforms), and diverse revenue streams including direct sales, rentals, subscriptions, and training workshops.
This report sets out the complete strategy for the AI Smart Board venture. It begins with a Business Model Canvas that explains the business structure and value delivery. It then outlines the Go-to-Market (GTM) strategy, which details how the product will be launched, marketed, and adopted in Malaysia. The report further presents financial projections, including revenue forecasts, costs, margins, and break-even analysis. Finally, it defines the main functional objectives and strategies in marketing, operations, finance, human resources, and technology, ensuring MuarLite-Tech’s growth is both structured and sustainable.
By integrating these elements, the report demonstrates that the AI Smart Board is a commercially viable and scalable solution that can capture a clear market opportunity, generate sustainable profits, and contribute to Malaysia’s ongoing digital transformation.
“Let’s build a better Malaysia, one smart board at a time.”

2. Market Opportunity: TAM, SAM, and SOM 
The market opportunity for MuarLite-Tech’s AI Smart Board is assessed using the TAM–SAM–SOM framework. This product range ensures scalability across different market segments, from households, schools to universities, corporates, and event organizers.
	Model Size
	Selling Price (RM)
	Estimated Cost (RM)
	Profit per Unit (RM)
	Profit Margin (%)

	55inch
	4900
	3528
	1372
	28

	65inch
	7900
	5530
	2370
	30

	75inch
	10900
	7412
	3488
	32

	89inch
	16000
	10720
	5280
	33

	98inch
	20000
	13000
	7000
	35



Assumptions of Potential Buyers (Rounded for calculation)
1. Schools = 10,000
Malaysia has around 10,200 primary and secondary schools (public and private) according to MOE. This represents the potential pool, particularly in classrooms adopting STEM and digital teaching tools.

2. Households = 2,500
Malaysia has approximately 8 million households, from 34 million population. We assumed only 0.03% (≈2,500 households) of urban, higher-income, early adopter families may invest  for home learning and entertainment. 

3. Universities = 200
Malaysia has 20 public universities and over 100 private universities and colleges, 100 plus polytechnics and other institutes (MOHE). We narrowed this to about 200 institutions for lecture halls, labs, and collaborative spaces.

4. Companies (Corporates) = 1,000
Malaysia has over 1 million SMEs and around 20,000 large firms (SME Corp Malaysia, 2022). We estimates early adopters in big city of 1,000 corporates was chosen to represent those investing in digital meeting rooms, training centres, and ESG reporting tools.

5. Event Organizers = 200
Malaysia’s events industry includes thousands of venues, hotels, and professional organizers (MACEOS). We assumed around 200 potential organizers and venues that regularly host conferences, exhibitions, or weddings.

2.1 Total Addressable Market (TAM)  the total potential demand if every possible customer adopted the product.
	Segment
	Buyers (Units)
	Price per Unit (RM)
	Revenue (RM Million)

	Schools
	10,000
	4,900
	49.0M

	Households
	2,500
	4,900
	12.25M

	Universities
	200
	7,900
	1.58M

	Corporates
	1,000
	11,000
	11.0M

	Organizers
	200
	16,000
	3.20M

	Total TAM
	13,900
	 
	77.03M



2.2 Serviceable Available Market (SAM)  the portion of TAM that the company can realistically serve in the short to medium term.
	Segment
	Buyers (Units)
	Price per Unit (RM)
	Revenue (RM Million)

	Schools
	1,000
	4,900
	4.90M

	Households
	500
	4,900
	2.45M

	Universities
	100
	7,900
	0.79M

	Corporates
	300
	11,000
	3.30M

	Organizers
	50
	16,000
	0.80M

	Total SAM
	1,950
	 
	12.24M



2.3 Serviceable Obtainable Market (SOM) the realistic share of SAM that the company expects to capture within the first few years.
	Segment
	Units (10% of SAM)
	Price per Unit (RM)
	Revenue (RM Million)

	Schools
	100
	4,900
	0.49M

	Households
	50
	4,900
	0.25M

	Universities
	10
	7,900
	0.079M

	Corporates
	30
	11,000
	0.33M

	Organizers
	5
	16,000
	0.08M

	Total SOM
	195 units
	 
	1.23M



Based on these assumptions, the results show a broad market potential while keeping early sales targets realistic and achievable for MuarLite-Tech’s entry into Malaysia
3.Business Model Canva 

	Key Partners
	Key Activities
	Value Propositions
	Customer Relationships
	Customer Segments

	OEM manufacturers (Hardwares)
IT resellers & distributors
Logistics & delivery partners
Event organizers & training providers
Marketing agencies & showroom hosts
	Importing & distributing hardware
Installation, setup & after-sales support
Product demos, roadshows & exhibitions
Marketing & lead generation
Developing AI apps & cloud services• Training & workshops
	Wide range of display sizes (55″–98″)
Reliable after-sales service & 3-year warranty
Flexible purchase, rental & upgrade options
Integration with AI apps & cloud storage
Strong brand reputation & trust
Hands-on demos & training for customers
	On-site technical support & training
Online customer support (chat, email, hotline)
Loyalty programs & upgrade incentives
Community engagement via events & workshops
	Corporates (meeting rooms, training centers)
Households (Urban families, and smart-home adopters. 
Schools & universities
Event organizers (weddings, conferences)

	
	
	
	
	




	Key Resources
	Channels
	Cost Structure
	Revenue Streams

	• OEM hardware model (55″–98″) + stands
Local engineers, techs, interns
Logistics & delivery partners• Demo inventory
Brand reputation & customer trust
	• Direct sales (corporates, schools, universities)
Demo showrooms, roadshows, exhibitions• 
Website, Shopee, Lazada, TikTok 
IT resellers/distributors
	Product imports & customs (largest cost)
Salaries & benefits (engineers, sales, interns)
Showroom rental & utilities 
Marketing & promotions (digital ads, events)
Logistics, accessories, compliance testing
	Direct hardware sales (55″–98″ models)
Subscriptions (AI apps, cloud storage)
Short-term rentals (events, weddings, training)•
Upgrades & accessories
Advanced training & workshops








The main elements in BMC
Value Proposition
· Affordable AI-powered smart boards with strong warranties and free installation, positioned as both an educational tool and an edutainment device. Differentiates through AI features, cost savings, and support for paperless collaboration.

Customer Segments
1. Schools & Universities → for digital teaching and collaboration.
2. Corporates → for smart meeting rooms, paperless workflow.
3. Households → as a smart edutainment hub.
4. Event Organizers → through flexible rental packages.

Channels
Direct sales to institutions, e-commerce platforms (Shopee, Lazada, TikTok Shop), IT distributors, and demo showrooms/roadshows.

Revenue Streams
. Hardware sales (core revenue driver in first 3 years).
. Rental services (conferences, weddings, exhibitions).
. Future AI software subscriptions & bundled digital services (scaling from Year 3).

Cost Structure
Major costs include manufacturing and operating cost, marketing, logistics, certifications, and training programs.

Key Partners
OEM manufacturers, Ministry of Education, IT distributors/resellers, and e-commerce marketplaces.



4. Go-to-Market Strategy
MuarLite-Tech’s AI Smart Board is structured around the company’s defined market across schools, universities, corporates, households, and event organizers while leveraging affordability, strong warranties, and AI-powered features as core differentiators.

4.1 Launch Approach
MuarLite-Tech will begin with pilot projects targeting early adopters in each customer segment:
· Schools: 10 schools in Johor, Melaka, Negeri Sembilan and Pahang to demonstrate digital teaching effectiveness.
· Corporates: 5 corporates in the Klang Valley region to showcase smart meeting room integration.
· Universities: Selected lecture halls equipped with AI Smart Boards as case studies.
· Event Organizers: Partnerships with 1-2 organizers to test rental services during conferences.

4.2 Market Entry Strategy by Segment
· Schools : Engage with the Ministry of Education (MOE) and private school operators. Offer free training and installation to encourage adoption digital teaching tools.
· Universities: Engage with procurement in offering digital teaching and collaboration tool for lecture halls, labs, and seminar rooms. 
· Corporates: Focus on medium to large firms and encourage adoption of products that inligns with environemental friendly in supporting paperless operations, remote collaboration, and cost savings in digital meetings.
· Households: Reach early adopters through Shopee, Lazada, and TikTok Shop. Market the product as an edutainment device for smart home living.
· Event Organizers: Promote flexible rental packages for weddings, conferences, exhibitions, and training events. 

4.3 Distribution Channels
· Direct Sales: Dedicated sales team for corporates, universities, and schools.
· E-Commerce: Presence on Shopee, Lazada, and company website.
· Showrooms & Roadshows: Interactive demos.
· IT Resellers & Distributors: Broader reach to IT and urban customers.
4.4 Marketing & Promotion Strategy
· Product Demonstrations & Roadshows: Live showcases will highlight real-time collaboration and AI features.
· Workshops & Training Sessions: Free training will be provided to schools, corporates, and universities to ensure smooth adoption.
· Customer Testimonials & Case Studies: Feedback from pilot projects will be shared across online channels to build trust.
· Branding Campaigns: Focus on affordability, reliability (3-year warranty), and free installation to strengthen brand positioning.

4.5 Timeline for Execution
Phase 1 – Pilot & Awareness (Months 1–6)
· Install and implement smart boards in pilot schools, corporates, and universities.
· Collect user feedback and testimonials.
· Launch targeted marketing campaigns featuring testimonials.
Phase 2 – Expansion (Months 7–12)
· Scale adoption across 30 schools, 10 corporates, and 5 universities.
· Introduce rental services for event organizers.
· Strengthen e-commerce presence, targeting primarily households.
Phase 3 – Growth (Years 1-2)
· Extend coverage to 50 schools, 30 corporates, and 10 universities.
· Introduce AI software subscriptions and bundled digital services.
Phase 4 – Maturity (Years 3-5)
· Expand regional presence to Sabah and Sarawak, reaching underserved markets.
· Position MuarLite-Tech as the trusted Malaysian brand for AI smart boards.












6. Financial Projections
The revenue projections are as follows. This is the based on estimated sale of  hardware (AI smartboard) in multiple sizes.
	Year
	55″ (RM 4,900)
	65″ (RM 7,900)
	75″ (RM 10,900)
	89″ (RM 16,000)
	98″ (RM 20,000)
	Total Revenue (RM)

	 
	QTTY
	REVENUE
	QTTY
	REVENUE
	QTTY
	REVENUE
	QTTY
	REVENUE
	QTTY
	REVENUE
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Year 1
	40
	196,000
	30
	237,000
	20
	218,000
	7
	112,000
	3
	60,000
	823,000

	Year 2
	60
	294,000
	45
	356,000
	25
	273,000
	12
	192,000
	8
	160,000
	1,274,000

	Year 3
	70
	343,000
	50
	395,000
	40
	436,000
	25
	400,000
	15
	300,000
	1,874,000

	Year 4
	75
	368,000
	60
	474,000
	55
	600,000
	35
	560,000
	25
	500,000
	2,501,000

	Year 5
	80
	392,000
	70
	553,000
	65
	709,000
	45
	720,000
	40
	800,000
	3,174,000




Muarlite-Tech Projected Income Statement

	
	Item
	Year 1
	
	Year 2
	
	Year 3
	
	Year 4
	
	Year 5

	
	Revenue
	823,000
	
	1,274,000
	
	1,874,000
	
	2,501,000
	
	3,174,000

	(-)
	Cost of Goods Sold (COGS)
	-494,000
	
	-764,000
	
	-1,124,000
	
	-1,501,000
	
	-1,904,000

	
	Gross Profit
	329,000
	
	510,000
	
	750,000
	
	1,000,000
	
	1,270,000

	
	Operating Expenses
	-85,000
	
	-90,000
	
	-100,000
	
	-120,000
	
	-130,000

	
	Net Income Before Tax
	244,000
	
	420,000
	
	650,000
	
	880,000
	
	1,140,000

	
	
	
	
	
	
	
	
	
	
	

	
	Profit Margin (%)
	29.6
	
	33
	
	34.7
	
	35.2
	
	35.9




Revenue increases significantly from RM 823,000 in Year 1 to RM 3.17 million in Year 5, driven by expanding adoption across schools, corporates, and households. Gross profit strengthens in line with the sales mix shifting toward higher-value models, reaching RM 1.27 million by Year 5. At the same time, net income before tax rises steadily from RM 244,000 in Year 1 to RM 1.14 million in Year 5, reflecting both revenue expansion and disciplined cost management. As a result, profit margins improve consistently, growing from 29.6% in Year 1 to 35.9% in Year 5. These financial projections highlight Muarlite-Tech’s operational efficiency, scalability, and strong potential for long-term sustainability.


7. Main Functional Objectives & Strategies

Marketing
Objective: Build strong brand awareness and achieve market penetration across schools, corporates, households, and event organizers.
Strategies:
· Launch targeted pilot projects and publish customer testimonials.
· Leverage roadshows, product demos, and free training workshops to encourage adoption.
· Utilize digital marketing via Shopee, Lazada, TikTok Shop, and social media platforms to capture early adopters.
· Position the brand as affordable, reliable, and innovative through a 3-year warranty and AI-powered features.
Operations
Objective: Deliver consistent product quality, ensure timely deployment, and optimize logistics.
Strategies:
· Partner with reliable OEM manufacturers to maintain stable supply.
· Establish regional showrooms and demo centers for customer engagement.
· Develop an after-sales service unit for installation, warranty claims, and technical support.
· Implement efficient inventory and distribution systems to minimize lead times and costs.
Human Resources
Objective: Build a skilled, customer-focused team to drive adoption and ensure high service quality.
Strategies:
· Recruit specialist sales teams for education and corporate segments.
· Train staff in product knowledge, installation, and customer support.
· Foster a performance-driven culture with clear KPIs linked to adoption rates.
· Introduce incentive structures for sales teams and technicians to boost motivation and retention.

