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The Necessity of J apanesé Contractors' International Marketing Strategies

Marketing strategies are one of the most important research fields across consumer industries. In

construction contracting, however, it is common for companies to wait for market opportunities. This
may be termed "Reactive Marketing". This would seem to be the case in domestic civil engineering work
because public works are always announced officially. There would appear to be little need for original

market research. However, in an increasingly dynamic market and competitive environment, for

companies to gain international competitive advantages, a much more "Pro-active Marketing "approach
is required. The research study on which this paper is based, mainly focuses on international civil
engineering works and appropriate international marketing strategies.
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