
INTERNATIONAL MARKET ENTRY STRATEGIES BY MALAYSIAN 
CONSTRUCTION FIRMS 

INSTITUT PENYELIDIKAN, PEMBANGUNAN DAN PENGKOMERSILAN 
UNIVERSITI TEKNOLOGI MARA 
40450 SHAH ALAM, SELANGOR 

MALAYSIA 

DISEDIAKAN OLEH : 

CHE KHAIRIL IZAM BIN CHE IBRAHIM 
JAZURI ABDULLAH 

MUHAMMAD HAFEEZ OSMAN 

MEI 2009 



INTERNATIONAL MARKET ENTRY STRATEGIES BY MALAYSIAN 
CONSTRUCTION FIRMS 

DISEDIAKAN OLEH : 

CHE KHAIRIL IZAM BIN CHE IBRAHIM 
JAZURI ABDULLAH 

MUHAMMAD HAFEEZ OSMAN 

MEI 2009 

COPYRIGHT © UiTM



ACKNOWLEDGEMENT 

This study is dedicated to all those who gave me just the kind of support and confidence I 
needed in my study namely: 

Jazuri Abdullah and Muhammad Hafeez, my colleagues, who spent so much of 
their precious time tirelessly helping me through the months, providing me moral support 
throughout the reserach process, as well as technical assistance critical for the completion 
of the study in a timely manner and I wish to acknowledge the debt I owe them with a 
million thanks; 

Next, I would like to thank Mohd Khairolden Ghani, my colleague who is 
working at Construction research Institute of Malaysia (CREAM), for his continuous 
guidance, encouragement, working together, sharing information and helping each other 
when needed in order to complete this study. 

My special thanks go to all the personnel in the Construction Industry 
Development Board Malaysia (CIDB) for welcoming me to their office, whenever I need 
their professional advice, sources for this study and without their help my study would 
never been possible. 

And finally, a special dedication to every member of my beloved family who 
endured this long process with me, always offering support and love. 

Che Khairil Izam Che Ibrahim 
Faculty of Civil Engineering 
University Teknologi MARA, Shah Alam 
May 2009 

COPYRIGHT © UiTM



TABLE OF CONTENTS 

ACKNOWLEDGEMENT i 

TABLE OF CONTENTS ii 

LIST OF FIGURES vi 

LIST OF TABLES viii 

ABSTRACT xi 

CHAPTER 1 

1 INTRODUCTION 1 

1.1 Background of the Study 1 

1.2 Problem Statement 5 

1.3 Objectives of the Study 6 

1.4 Significant of the Study 7 

1.5 Scope of the Study 7 

1.6 Summary of the Study 8 

CHAPTER 2 

2 LITERATURE REVIEW 9 

2.1 Framework 9 

2.2 Globalization and Internationalization 10 

2.3 Globalization of Construction Industries 12 

2.4 International Construction Market Outlook 15 

2.4.1 Asia Construction Market Outlook 16 

2.5 Overview of International Marketing 18 

2.5.1 International Marketing Process 19 

2.5.2 International Marketing in the Construction Industry 21 

2.6 International Market Entry Theory 22 

2.6.1 International Market Entry Strategies 22 

n 

COPYRIGHT © UiTM



2.6.2 International Market Entry Location 23 

2.6.3 International Market Entry Mode 26 

2.6.3.1 Entry Mode Choices in the International 30 

Construction Industry 

2.6.4 International Market Entry Timing 31 

2.7 Factors Affecting International Construction 35 

2.7.1 Strengths of Construction Companies Relative to 36 

International Construction 

2.7.2 Threats Posed by International Markets 39 

2.7.3 Opportunities Presented by International Markets 42 

2.8 Overview of the Malaysian Construction Industry 47 

2.9 Malaysian Construction Firms Current Position in the 53 

International Market 

CHAPTER 3 

3 METHODOLOGY 62 

3.1 Brief Methodology 62 

3.2 Research Methodology 63 

3.3 Hypothesis 63 

3.4 Type of Study 64 

3.5 Sample Selection 64 

3.6 Method of Data Collection 65 

3.7 Questionnaires Design 66 

3.8 Pilot Study 66 
3.8.1 Reliability Test 67 

3.9 Method of Data Analysis 68 

3.10 Delimitations 69 

3.11 Assumptions and Limitations 69 

3.12 Respondents 70 

3.13 Non Response 71 

in 

COPYRIGHT © UiTM


