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ABSTRACT

This study is to analyze and to study the competitive strategy that has been implemented
by Institut Memandu Cangiran (IMC) since its first commence its business in 1998. IMC
managed to perform and compete with its competitors by implementing effective
strategies to be one of the viable players in the market. Based on the finding, problems
facing by IMC have been identified and further recommendations on how to rectify and
solve the problems in order to strengthen IMC position in the driving institute industry.
The response on the level of customer’s perception on factors such as price, quality of
service, packages and services, locality and facilities offered and SWOT analysis of IMC
are further discussed in this paper. There are some internal and external problems of IMC
that need to be improved to further enhance IMC strategic plan. Thus, this paper
recommends the firm to develop mission and vision statements of IMC, to improve the
condition of facilities at IMC, to increase IMC marketing strategies and to implement

Employee Recognition Programs to the staffs of IMC.
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1.0

1.1

CHAPTER 1

INTRODUCTION

To drive in any country, a driver would need to have a valid driving license.
These are set by all countries in their legal requirements. To acquire these
licenses individuals would have to get approval from the state or the country’s
‘permission’ in the form of a license. The laws and requirements relating to
driving license however are different among “countries and jurisdictions
(http://en wikipedia.org/wiki/Driver%27s_license). In Malaysia before an
individual is permitted to drive legally on the road they need to pass tests set
by the Malaysian Road Transport Department (RTD). These tests are

decentralized to driving institutes in Malaysia.

The growing numbers of driving institutes in Malaysia has caused competition
of service in the market. Institut Memandu Cangiran (IMC) is one of the
driving institutes in Malaysia by which it has to position itself in the
competitive market. Therefore this study aims at finding out how IMC

position its competitive strategy in the market.

BACKGROUND OF STUDY

In Malaysia, an individual who wishes to be licensed to drive a motor-vehicle

on the road are all governed by the Road Transport Act 1987. Under Section



