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ABSTRACT

Construction is a major industry throughout the world which is not only related to its
size but also to its role in economic growth. The domestic construction industry (CI)
currently contributes 4% to the Malaysian GDP and is expected to contribute up to 5.5%
in 2020. The CI’s contribution to the nation-building is significant, but it is still typically
managed along traditional lines, fragmented, with an unfavourable issue which is how
to implement customer orientation within the complex network of the supply chain
where the role of channel member relationship and channel member commitment
towards company performance are still vague. This study deliberates on the above issue
within the construction company and its main building materials suppliers to allow for
greater understanding in the field of supply chain management (SCM). Drawing upon
two theories namely Resource-Based View (RBV) and Commitment Trust, it analysed
the relationship of the four critical constructs; Customer Orientation, Channel Member
Relationship, Contractor-Supplier Commitment and Company Performance. This study
investigated these relationships in a more coherent and integrated approach from the
construction industry supply chain. Thus, the main objective of the study to establish an
association between these constructs and their dimensions and to examine the mediating
role of Contractor-Supplier Commitment on this linkage. The quantitative method was
used to test the relationship between the four constructs. The analysis was conducted
using Partial Least Square (PLS) technique. The data was collected from 235 of G7
contractors and their building materials suppliers in the construction industry in
Malaysia. The findings revealed that Customer Orientation and Channel Member
Relationship have positive effects on Company Performance and Contractor-Supplier
Commitment mediates the relationship between Customer Orientation, Channel
Member Relationship and Company Performance. These findings were consistent with
‘best practices’ which emphasised on SCM. However, interestingly, Trust and Co-
operation which are the dimensions of Channel Member Relationship were found not
significant. This outcome indicates that the industry players do not put trust and co-
operation as vital in their relationship. Future studies should explore more on this to
gain better insights which could add another body of knowledge in the construction
industry and further propel the Malaysian CI contribution to GDP.



ACKNOWLEDGEMENT

Firstly, I wish to thank God for giving me the opportunity to embark on my PhD and
for completing this long and challenging journey successfully. | would like to express
my sincere gratitude to my advisor, Professor Dr Sofiah Abd Rahman for the continuous
support of my PhD study and related research, for her patience, motivation, and
immense knowledge. Her guidance helped me in all the time of research and writing of
this thesis. | could not have imagined having a better advisor and mentor for my PhD
study. My gratitude and thanks also go to my co-advisor Dr Akmal Aini Othman.

Besides my advisor, | would like to thank the rest of my thesis committee; for their
encouragement, insightful comments, and hard questions.

Words cannot express the feelings | have for my family and my in-laws for their
constant unconditional support - both emotionally and financially. | would not be here
if it not for you.

Finally, I would like to acknowledge the most important person in my life — my beloved
husband, Mohd Haither Bin Ishak and not to forget my three amazing children;
Alexander Muhammad, Xara Sofea and Aseef Benjamin. They have been a constant
source of strength and inspiration. There were times during the past five years when
everything seemed hopeless and I didn’t have any hope. I can honestly say that it was
only their determination and constant encouragement (and sometimes a kick on my
backside when | needed one) that ultimately made it possible for me to see this thesis
through to the end. Alhamdulillah.



TABLE OF CONTENTS

Page

CONFIRMATION BY PANEL OF EXAMINERS i
AUTHOR’S DECLARATION i
ABSTRACT \Y
ACKNOWLEDGEMENT Y
TABLE OF CONTENTS Vi
LIST OF TABLES Xi
LIST OF FIGURES Xiil
LIST OF SYMBOLS XV
LIST OF ABBREVIATIONS XVi
DEFINITION OF TERMS XVii
CHAPTER ONE: INTRODUCTION 1
1.1  Overview 1
1.2 Background of the Study 1
1.3 Problem Statement 8
1.4 Research Objectives 12
15 Research Questions 12
1.6 Scope of the Study 12
1.7  Definition of Key Terms 14

1.7.1 Construction Industry 14

1.7.2 Company Performance 14

1.7.3 Contractor-Supplier Commitment 15

1.7.4 Customer Orientation 15

1.7.5 Channel Member Relationship 16
1.8  Significance of the Study 16
1.9  Organisation of the Thesis 19
CHAPTER TWO: CONSTRUCTION INDUSTRY 21
2.1 Introduction 21

Vi



CHAPTER ONE
INTRODUCTION

1.1 Overview

One of the construction industry’s uniqueness and major challenge is in
managing a network of independent business partners to ensure that projects are
delivered as promised. In short, customer orientation, channel member relationship and
contractor-supplier commitment are vital ingredients towards long term survival. This
introductory chapter highlights on the area and the purpose of this study. It will
introduce, justifies and points the effort of this study. It begins with the background of
the study, problem statement, research objectives, research questions, scope and
significance of the study along with potential contributions of the research towards the
present body of knowledge and to the practitioners. The organisation of the entire report

is presented in the end of the chapter.

1.2 Background of the Study

Customer orientation, one of the features in market orientation, has its root from
the marketing concept (Kohli & Jaworski, 1990; Narver & Slater, 1990; Tomaskova &
Kanovska, 2016; Taghipourian & Bakhsh, 2017). So important is this feature, that it
has been considered the fundamental component of marketing for decades (Brockman,
Jones, & Becherer, 2012), with customer orientation serving as the foundation for the
marketing concept and market orientation (Hajjat, 2002; Jeong & Hong, 2007; Nouicer
& Abdallah, 2017).

A company is uniquely positioned to shine due to the closeness between the
management and the customer (Ramayah, Samat, & Lo, 2011; Shariff, Ahmad &
Hafeez, 2017). Thus, customer orientation is a valuable resource or capability for a
company to distinguish themselves from other companies (Wernerfelt, 1984; Barney,
1991; Talaja, 2012; Nason & Wiklund, 2018).

Despite its importance in marketing, there has been relatively little empirical
consideration of customer orientation and its influence on company performance

(Hajjat, 2002; Jeong & Hong, 2007; Jiménez-Guerrero, Pérez-Mesa, de Burgos-
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