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Plywood is the second largest, by value, wood-based product being imported by 

United Arab Emirates (UAE), below paper products and also second in terms of volume 

below sawn wood. Very few studies have been done of the UAE market for plywood. 

This thesis takes a scientific, marketing planning approach to investigate the UAE 

marketplace, specifically for the purpose of exporting plywood to the UAE. The 

investigation is based on the potential for a small, private firm in India to export to UAE. 

There are currently multiple companies exporting plywood from India to UAE, but it is 

both difficult and risky for a company to explore new markets.  

The objective of this thesis is aimed at studying the UAE market environment and 

the various marketing strategies used by firms currently selling nonstructural plywood in 

UAE in order to assist the private Indian firm in successfully entering the UAE plywood 

market. Based on information collected, the thesis also provides recommendations for 

making changes to the existing Indian business so as to adapt to the UAE market. The 



 

 

study uses the Integrated Model for Marketing Planning as a structure for understanding 

the market. The data for this study was collected using face-to-face interviews of 

exhibitors in the Dubai Wood trade show that took place on April, 2014 in Dubai. The 

study shows that it is feasible to export plywood from the Indian firm by making minor 

changes to current operations.  
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1. INTRODUCTION 

The family business we own in Cochin, India manufactures commercial plywood, 

which is a nonstructural type of plywood. The facility is privately owned with my father 

as the Managing Director. The company was originally founded as a sawmill in 1970 by 

my grandfather. By 2005 it had evolved into a plywood manufacturing facility. The 

current market area we focus in is mainly the domestic Indian market, with no 

international trade. Since my future plan is to join the family business, my aim is to 

expand the market area by doing international trade of plywood. The goal of our firm is 

to expand its marketing focus to the UAE, which is believed to have a huge potential for 

export. The primary reason for choosing UAE is its close proximity to India, rapid 

economic growth, rapid infrastructure development, and extensive network of personal 

contacts in UAE. 

Plywood is the second largest wood product imported by UAE in terms of value, behind 

paper products. It is also the second largest in terms of volume behind sawn wood (FAO 

Stat, 2014). Nonetheless, there are very few studies being conducted concerning the 

market for plywood in the UAE so that businesses can make informed decisions about 

exporting plywood to UAE. There are currently various companies exporting plywood 

from India to UAE. But as beginners, exporting to new markets can be a difficult and 

risky idea for a company to explore. Hence a study that can provide the various details of 

the market and  practices being used by the firms selling plywood that are operating in 

the UAE market will be very beneficial to my family business to adapt comfortably to the 

UAE market environment. The business environment is changing at a rapid rate in our 
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society. To serve more geographical areas, companies are growing larger and becoming 

more global. Hence, there is vital need for information so that firms can make strategic 

decisions for expanding their business. Research which incorporates various aspects of a 

market environment like the demand, supply, competition, distribution system, and 

customers are vital for making decisions. 

The firms operating in any given marketing environment adopt various strategic 

decisions suitable to the marketing environment to succeed in said market. The strategies 

would be decisions regarding the type of product, type of customer groups, market areas, 

and core competencies. Studying these various strategic decisions adopted by the firms 

currently operating in the UAE market are also equally important to be effective if we are 

to enter into this new market. 

Therefore, the objective of this thesis is aimed at studying the UAE market 

environment and the various marketing strategies used by the business firms selling 

nonstructural plywood in UAE.  This is so that our company can successfully explore the 

UAE market for exporting plywood. Based on the information collected in this thesis, I 

will also be able to provide recommendations for making changes to our existing 

business as to adapt to the UAE market easily. 
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2. LITERATURE REVIEW 

2.1 The integrated model of marketing planning 

2.1.1 Defining marketing 

Marketing is a science that has evolved from a series of other sciences like 

psychology, social psychology, sociology, communications and economics. Defining 

marketing is broad and complex. Marketing is typically associated with functions like 

selling and advertising. However, they are just few tools of marketing. Hence, the most 

suitable and simple definition of marketing is, “identifying and providing for the needs of 

customers in order to gain profit” (Hansen & Juslin, 2011). So to identify the needs of the 

customers, the information about the environment of the company (customer needs, 

market trends, demand) should be constantly produced by marketing. 

2.1.2 Evolution of marketing 

A company is production oriented when marketing is purely just a selling function. 

And it is a market oriented company if marketing acts as an integrator or relationship 

builder. Producing large volumes of products at low cost and relying on the sales 

department to move the product into the market place are the characteristics of a 

production oriented company. This attitude helps only when the demand is high, needs of 

customers are simple and competition is limited. But as the competition increases, the 

needs of customers get more complex and as the demand is low, this type of an approach 

may not work very well. A market oriented company uses marketing as a leading, 

integrative function driving other functions of a company to a common goal of satisfying 

the needs of the customer (Hansen & Juslin, 2011). 
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In response to historical developments in society marketing philosophies have 

changed. The demand for products was typically high during the early years of modern 

industries and mass production, so large investments in marketing were not justified. 

Companies were forced to invest in marketing when shifting form a production 

orientation to a market orientation in order to adapt to the market place. The overall 

evolution of forest sector strategies has followed four different stages (Toppinen, Wan, & 

Lahtinen, 2011) 

2.1.2.1 Strategies based on forestry and production orientation 

Until the late 1950’s forest industry companies were largely focused on raw 

materials and they could be said to be pursuing a forestry orientation. During this period, 

within the limits of raw material availability, companies made and sold whatever output 

they were able to manufacture. Technological developments during 1960’s and 1970’s, 

enabled the companies to focus on processing readily available logs into lumber, panels 

and pulp for paper leading to an evolution towards focusing on production. Firms with a 

production orientation produce what they are most efficient at, work to increase their 

efficiencies and simultaneously narrow their product ranges (Cohen & Kozak, 2001).  

2.1.2.2 Strategies based on market or customer orientation 

Market orientation is characterized as the organizational culture which places 

customer needs and satisfaction at the center of business operations (Liu, X.Luo, & 

Y.Shi, 2003). The positive relationship between market orientation and profitability in 

non-commodity businesses is consistent, whereas a positive relationship between market 
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orientation and profitability are found only among businesses with above median market 

orientation (Narver, 1990).  

2.1.2.3 Strategies based on expanding internationalization of the forest 

industry 

Through globalization of markets and emergence of new organizational forms such 

as outsourcing and offshoring activities, the global business environment has changed 

drastically (Macdonald, 1997). In the case of forest industry, it became more international 

since the early 1990’s as a result of rapid increase in foreign direct investments, but as a 

whole the industry is not yet truly globalized (Siitonen, 2003). 

2.1.2.4 Strategies based on enhanced stakeholder orientation 

A stakeholder orientation includes a broader perspective than is found in market 

oriented companies. Including ethics and social responsibility in managerial decisions, a 

stakeholder orientation is broad and embraces a long-term philosophy. Management is 

expected to improve the welfare of all relevant stakeholders and also to integrate 

corporate social responsibility into marketing strategy (Ferrel, Gonzalez, Hultt, & 

Maignan, 2010). 
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2.1.3 Trends in the global forest sector 

2.1.3.1 Historical characteristics of the forest products industry 

Forest products companies are undergoing a multidimensional change in the basic 

nature of their business. In order to get a hint about where the industry is going it is 

important to understand the historical characteristics of the industry. 

2.1.3.1.1 Mature industry with mature products 

In the sense of manufacturing of wood products which started centuries ago, the 

forest sector consists of a range of mature industries that produce goods with extended 

life cycles. The industry is being generally classified as having a commodity and 

production orientation. Hence the firms within industry tends to focus on reducing costs 

and gaining process efficiencies (Panwar, Hansen, & Vlosky, 2011). 

2.1.3.1.2 Highly fragmented industry with poor profitability 

Having low barriers to entry and low capital investment requirements have led to a 

presence of large number of small enterprises. This phenomenon limits the development 

of efficient and concentrated supply chains. This limits the capacity of the industry to 

obtain the efficiency related gains (Panwar, Hansen, & Vlosky, 2011). 

2.1.3.2 Changing context of forest sector 

A large number of forest products companies face the need for actively exploring 

new markets in neglected regions and countries as well as adopting new business 
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practices in the current market. The major changes in the operational environment of the 

forest products sector are discussed below: 

2.1.3.2.1 Globalization of trade and production 

For all industries globalization has become a norm, and the forest sector is no 

different. The global trade of forest products has grown steadily in recent years. The 

value of total world exports of forest products grew 1.7 times between 1997 and 2010 

(FAO, 2014). In addition to trade of wood products, offshore manufacturing and 

emergence of new economies has led to the globalization of forest sector. Over time the 

low cost producers lose their low cost advantage due to increasing labor costs and are 

forced to shift manufacturing units to places with low cost labor (Panwar, Hansen, & 

Vlosky, 2011). 

2.1.3.2.2 Increased demand in high population clusters 

The first decade of the new century can be termed as the era of emerging 

economies. The rapid economic growth within the emerging economies increased their 

purchasing power. Countries like China which has a fast growing economy are also the 

largest population clusters. Globally, the middle class population that consisted of 1.8 

billion people in 2009 will grow to 4.9 billion by 2030 (Kharas, H, 2010).  This growth 

will have a significant effect on industry sectors and hence the forest sector. 

2.1.3.2.3 Economic and policy changes 

In recent years a number of trade, monetary and public policy changes that 

happened have had a significant impact on forest sector industries. For instance the 
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energy policies in many countries have generated high demand for certain wood products 

like wooden pellets. Also currency fluctuations also have impacted global trade (Panwar, 

Hansen, & Vlosky, 2011). 

2.1.3.2.4 Industry restructuring 

The fragmented nature of the sector has been partially responsible for poor 

profitability due to overcapacity, lack of price discipline and little ability to influence 

industry trends. Therefore, calls for restructuring have taken place during recent decades 

through many mergers and acquisitions. Consolidation has spanned the entire value chain 

from forestland to retailers (Panwar, Hansen, & Vlosky, 2011). 

2.1.4 Planning and modelling approach to marketing 

A scientific method can be applied for planning and modelling. To solve a 

marketing problem the following steps should be used as scientific method: Description, 

Explanation, Prediction and Control. For instance if a salesperson understands customer 

behavior he may be able to predict the customer’s next move. Description, explanation 

and prediction are the pre requisites for control. Hence, behavior of a customer can be 

influenced by the salesperson. Increasing the predictability of and control over marketing 

phenomena are aims of marketing planning. A scientific approach in marketing is the 

ability to help solve practical marketing problems using theories and models.  (Hansen & 

Juslin, 2011). 

For guiding a company in making decisions a marketing model can provide a 

structural framework. There are many variations of marketing models, but most of them 
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are structured around the traditional theme of 4P’s of marketing: price, promotion, 

products and place (Kotler, P, 2000). 4P’s has had major impacts on the field of 

marketing, but there are some drawbacks to this approach. The 4P’s does not provide a 

complete picture of the decisions that must be made in marketing a product from a 

planning perspective. Also it does not have a hierarchy, for example, the decisions 

regarding communication channels and products to produce are all treated equally 

(Hansen & Juslin, 2011). 

2.1.5 Origin and development of the model 

The Integrated Model of Marketing Planning’s (shown in figure 1) development 

and operationalization were done at the University of Helsinki in Finland.  The model 

was influenced by the works of (Ansoff, 1965) and (Shirley, Peters, El ansary, 1981). 

Although the central ideas differ, the model contains the usual components of marketing 

planning in marketing textbooks. The model is different in terms of ideological 

background and hierarchical structure when compared to traditional models like 4P. 

The model contains four hierarchical levels: strategies, structures, functions and 

action plans. The hierarchy in the model means that first, the highest decisions must be 

made and the objectives for the next levels must be made subsequently. Strategies hold 

the central position in the model and hence the decisions regarding marketing strategies 

are made on the highest level in a business unit. Marketing structures and functions act as 

tools for realizing strategies. Strategies, structures and functions are implemented through 

action plans also called as annual marketing plans or budgets (Hansen & Juslin 2011). 
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2.1.6 The structural elements of the model 

2.1.6.1 Information Environment Model 

The Information Environment Model (IEM) is used to gather the information 

effectively from the external environment. The IEM is shown in figure 2. Both at the 

University and company level, the model has been created, tested and used in numerous 

market analyses. Supporting marketing development projects in Finnish forest industry 

companies, the model has served as frame of reference for market environment analyses. 

Figure 1: The Integrated model of marketing planning (Hansen & Juslin, 2011) 
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The strategies, structures, functions and action plans are included in the IEM to form the 

Integrated Model of Marketing Planning (IMMP). Hence IEM is an added component to 

IMMP. 

Marketing helps a company to adapt to the environment, specifically to the 

information environment. Information about change, change in environment, competitors, 

customer behaviors etc. are the type of information most vital in this environment. The 

marketing philosophy of a company dictates the level of interest in information needed. 

Depending on the focus of the company, different categories and types of information 

may be emphasized. A new level of knowledge about markets is needed due to a shift in 

the marketing philosophy from production oriented to market oriented (Hansen & Juslin, 

2011). 

The traditional approach for analyzing the external environment is using PEST 

approach which represents the Political, Economic, Social and Technological aspects of 

the environment (Kotler, P, 2000). These factors are included in the Information 

Environment Model and the IEM goes into more depth and detail. The model is used to 

produce market and customer information to be used in the marketing plans structured 

according to the IMMP (Figure 2). 

Depending on the planning situation the various information blocks are 

emphasized. The user can select which blocks to be included and their level of 

importance. The model must be operationalized in order to use it for producing 

information about the market and customers. Conducting customer surveys and 
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interviews are the means for gathering information for marketing planning. The 

information environment can be divided into Macro and Micro environment.  

Macro environment 

2.1.6.1.1.1 Demand  

Demand is defined in economics as the quantity of goods or services customers are 

willing to buy at certain price, in a certain market at a certain time. Just a need or 

willingness does not constitute demand, both willingness and ability to buy, must be 

present. Demand is directly dependent on the price (Sullivan, Arthur; Sheffrin, Steven 

M., 2003).  

Figure 2: Information Environment model (Hansen & Juslin, 2011) 
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Demand drivers are the factors that have an influence on the demand for a product. 

The various key demand drivers for wood products would include: 

 Economic growth 

 Population 

 Building construction growth 

 Growth of different GDP components 

There are various ways to estimate the demand for a product.  

1. Sales force estimates - the expected sales by customer and by product is 

estimated by sales personnel. These kinds of estimates tend to gain accuracy over time. 

2. Buyer Interviews - the demand can be estimated by asking questions about the 

anticipated needs of your sales force, or an outside agency, buyers, or potential buyers.  

3. Expert opinion - another approach used most commonly by wood products firms 

today is consulting with industry experts 

4. Time-series analysis - you can evaluate data of historical sales of products 

similar to yours, for the market you are interested in. 

5. Market-test - this test method is especially desirable for a completely new 

territory or a completely new product. The whole marketing mix on a very small scale 

should be tried out, but in proportion, to get an idea of what to expect—before you launch 

into full-scale production. 
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2.1.6.1.1.2 Supply of products 

Supply of a product is defined as the quantity of goods or services producers are 

willing to sell at a certain price, in a certain market at a certain time (Mankiw, N. 

Gregory, 1998). Supply is also directly dependent on the price. If the supply roughly 

meets the demand, buyers will drive the prices higher if they are willing to buy more and 

will drive the prices lower if they are willing to buy less than what is available. 

2.1.6.1.1.3 Other Macro Environment 

The factors included in the other macro environment are economic, technological, 

social and political. The PEST approach corresponds directly to other macro 

environment. Along with the demand and supply information, the PEST approach will 

give us a comprehensive view about the market. 

Political: the economy taxes, trade tariffs, etc. are significantly influenced by 

government policies. 

Economic: An economic factor that can have a major impact on markets and 

market attractiveness is inflation. The purchasing power of consumers would be reduced 

due to it and will lead to changes in the demand-supply scenario of a product. Other 

economic factors are interest rates, foreign exchange rates and foreign direct investment 

levels. 

Social: Cultural trends, demographics and population are the various aspects of the 

social environment of the market important to understand.  
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Technological: The general technical development in the market, use of e-business 

techniques, regulations, and standards are the information in this area. 

 

2.1.6.1.2 Micro environment 

2.1.6.1.2.1 Competitors 

It is necessary to analyze the strengths and weakness of the competitors operating 

in a market. The competition could be from many sources such as international 

companies and substitute products. Depending on their marketing philosophy, companies 

can emphasize competition and approach competitors in different ways. Whichever 

approach is being used, the ultimate goal should be to keep the customer satisfied. 

Competition is considered to have positive impacts on the quality of products thereby 

guaranteeing the best price-quality relationship.  

2.1.6.1.2.2 Distribution 

The company must fit its marketing channels to the distribution structure available 

in that market when choosing a market area. The market analyst must have information 

about the available distribution structure to make good marketing channel decisions in 

strategic marketing planning. The information regarding the structure and operation of 

distribution and transportation system is very important.  
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2.1.6.1.2.3 Customers or Consumers 

All those organizations that acquire goods and services that are used to produce 

other products or services that are sold to others can be referred to as an industrial market 

(business-to-business or B2B). Most marketing in the forest industries is B2B.  

2.1.6.2 Strategies 

With multiple definitions and little consensus over its makeup, strategy is a 

nebulous concept. Hence a major difficulty in implementing marketing strategies is the 

current definitions do not provide any guidance for the strategic planning process. There 

are many schools of thought regarding how the process of strategic planning actually 

occurs. There are rational and incremental schools of thought. The former believes that a 

core group of people deliberately formulates a company strategy. The latter believes that 

the strategy is evolved through its day to day activities (Mintzberg, 1994)  

The strategy of accompany is determined by making decisions concerning it 

products, target customer groups, the geographical limits of its market and core 

competencies.  

2.1.6.2.1  Strategic product decisions 

2.1.6.2.1.1 Concept of product 

Some of the things which differentiate a product are branding, quality and superior 

service. Any product can be placed along the spectrum as shown in Figure 3, depending 

on the level of differentiation of the product. True commodity products lie on one end of 
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the spectrum and do not differ among manufacturers. Hence if one buys 10 from one 

company and 10 from other company they will be almost the same, since they are 

standardized. Therefore, competition in commodity products is based mainly on price 

with no differentiation among manufacturers. 

Specialty products or custom-made products lie on the other end of the spectrum. It 

has to be unparalleled by any other manufacturer’s offering for it to be a true specialty 

product. They are products that have been made to meet the individual need of a 

customer. Only few products can be classified as either true commodity product or true 

specialty product. It is somewhere between the two spectrums that most products fall.  

It is extremely difficult to compete on price alone. Only large companies which can 

access considerable resources and develop significant economies of scale are best suited 

Figure 3: Product differentiation spectrum (Hansen & Juslin, 2011) 
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for this. It is by building significant market share that these companies prosper. 

Successfully competing in mature market is extremely difficult for small companies. 

Hence they either exit when competition increases after initiating market development or 

they have to differentiate their product 

2.1.6.2.1.2  Choosing a product strategy 

There are several basic product strategies that a company can pursue, based on the 

type of products mentioned. These can be categorized as follows: 

 Commodity product: Products that are not customized in any way and those 

which meet basic overall industry standards 

 Special products: Products which are customized to meet the requirements 

of a specific sector. 

 Custom made products: Products that have been made to meet the 

individual needs of a customer. 

2.1.6.2.2 Strategic customer decisions 

Customers should be selected wisely based on how well they fit the competencies 

of a company. Hence, there are three possible customer strategy alternatives at the most 

basic level: 

 As many customers as possible: This is an unselective strategy, which 

matches with a commodity product strategy. Here the firm does not know 

the end users. 
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 Few well specified segments: This is a more selective customer strategy 

where companies know the specific segments they are targeting.  

 Known end users: This is the most selective strategy. The company will 

know the specific customers they are targeting. This type of customer 

strategy is associated with the custom-made product strategy. 

An unselective customer strategy is a natural choice in production oriented 

companies. However, increased competition has forced many companies to focus on 

marketing and customers. The companies which most efficiently serve customer needs 

and requirements will always have an advantage in the market.  

Conducting business-to-business marketing, known end users have been a choice 

for a long time in some industry sectors. Changes in the business environment have made 

this strategy even more important. It has become more logical to choose individual 

companies as customers since the size and power has increased through consolidation. 

Concentrating on the most valuable customers makes good business sense, hence it is 

more logical to have a known end user strategy if it fits with the chosen product strategy 

(Hansen & Juslin, 2011).  

The marketer must be able to separate customers into appropriate groups so as to 

choose which customers to serve. The separation could be based on similar needs, 

behavior etc. The needs of the customer groups should well fit with the strengths of a 

company while choosing the customers. This is called as market segmentation. The 

segmentation criteria must be easily recognizable and measurable so that segments can be 

separated. In industrial marketing, segmentation is often done simply by following the 
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separation of industry sectors. For instance the plywood firm would segment the market 

into concrete forms, furniture, interior designing etc. (Hansen & Juslin, 2011). 

2.1.6.2.3 Strategic market area decisions 

A company can choose a wide range of geographical markets based on its 

competencies, distance and available distribution methods. 

The market area strategy is divided into two alternatives: 

 As many regions/ countries as possible: This is an unselective strategy 

where the company manufactures a product and sends it out to wherever 

there may be an interested buyer. 

 Few well specified regions/ countries: This is a selective strategy where the 

company concentrates on a few market areas where it can have an 

advantage. 

2.1.6.2.4 Core competencies 

Core competencies are a central issue connected to strategic marketing. A company 

must have a sustainable competitive advantage in order to perform consistently above 

market performance. Therefore, the company should create sustainable superior value for 

its customer (Aaker, 1989). A company must have its core competencies based on its 

unique characteristics and conditions to operate profitably. The characteristics of a 

company which allows it to beat the competition is called its core competencies. 
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The core competencies could be: 

 Quality of products 

 Efficient marketing channels 

 Customer relations 

 Efficient personal selling 

 Technical and other services 

2.1.6.3 Structures 

The systems which allow marketing to be implemented through its various 

functions are called as marketing structures. The marketing structure of a company 

should explain the following concepts: 

 What management philosophy or system should be used? 

 What is the most appropriate way to organize the marketing? 

 Which planning and information system will be used? 

 Which marketing channels will be used? (Hansen & Juslin, 2011) 

2.1.6.4 Functions  

Marketing functions are those mechanisms or tools that allow a company to carry 

out its strategies via its chosen structures. Marketing functions can be divided into those 

that are under full control of marketing specialists, which are focused on communication 

(contact functions) and those functions which marketers participate only as a part of a 

team (product functions). The marketing functions can be described by answering the 

following questions: 
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 How will personal selling be implemented? 

 How will other forms of communication be implemented? 

 How will market information be collected? 

 How will customer support be implemented? 

 How will new product development be implemented? 

 How will pricing be implemented? (Hansen & Juslin, 2011) 

2.1.6.5 Action Plans 

Action plans are the usually the annual or monthly planning processes. They should 

describe the following aspects: 

 What are the marketing targets per planning period? 

 What methods will be used? 

 What amount of money will be used? 

 What is the schedule of the marketing measures? (Hansen & Juslin, 2011) 

 

2.2 Overview of wood-based composite panel board Industry  

2.2.1 Definition of wood-based composite panel board 

Wood-based composites are manufactured by fastening strands, particles, fibers, or 

veneers of wood, along with adhesives, to form composite materials. The category 

includes a variety of products like plywood, particleboard and MDF. The products are 

dimensionally more stable than solid wood and have higher performance which better fits 

building projects, whether large or small, residential or commercial. Wood-based 
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composites are utilized for a range of both nonstructural and structural applications 

ranging from interior covering purposes to panels for exterior uses and in furniture and 

support structures in buildings (USDA Forest Service, 2014). 

In relation to the global economic crisis, the worldwide market for wood panels 

experienced substantial drops in terms of consumption during the years 2008 and 2009. A 

sharper fall from the previous year’s decrease, the North American market for wood 

panels presented the prime weakening in 2009. However, as consumers chose to repair 

their homes over the expensive choice of buying a new house, the housing repair and 

renovation sector stayed strong despite the downturn. Accounting for usage, Europe is the 

major regional market for wood panels. Other major consumers of wood panels are the 

US and Asia. Particleboard comprises the biggest market for wood panels in terms of 

product volume and MDF offers highest growth chance (Global Industry Analysts, 2013). 

 

2.2.2 Why the move to wood-based composite panel board 

Wood is one of the most popular building materials in the world. However it has 

weaknesses that make it less than ideal for many projects. Since wood is an organic 

material, its strength is not constant from one section or piece to the next, and its strength 

varies according to the direction of the applied load. Table 1 shows the global production 

of various wood-based panels 

Only about 30% of the tree is being converted to lumber when smaller diameter 

trees are harvested. The necessity to use wood more efficiently became more important as 

building sizes grew and market demand for wood matured. Larger sizes can be obtained 
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by using panels as compared to lumber, for instance it is almost impossible to get a single 

piece of lumber with a dimension 8’ x 4’. Wood panels have gained range as an ideal 

material for roof sheathing, floorings, ceilings, and construction purposes. Over 60% of 

consumption of wood panels is accounted for by the construction sector which represents 

the largest end use segment (Global Industry Analysts, 2013). 

Table 1: Global production and consumption of wood-based panel (FAO, 2014) 

Region Volume (million m3) 

 Actual Projected 

 1965 1990 2005 2020 2030 

Production 

Africa 1 2 3 4 5 

Asia and the pacific 5 27 81 160 231 

Europe 16 48 73 104 129 

Latin America and the Caribbean 1 4 13 21 29 

North America 19 44 59 88 110 

Western and Central Asia 0 1 5 11 17 

World 41 127 234 388 521 

Consumption 

Africa 0 1 3 4 5 

Asia and the pacific 4 24 79 161 236 

Europe 16 53 70 99 122 

Latin America and the Caribbean 1 4 9 12 15 

North America 20 43 70 96 115 

Western and Central Asia 0 2 9 18 28 

World 42 128 241 521 521 

 

2.2.3 Plywood 

Plywood is made up of veneers arranged in layers to form a panel. It is made by 

aligning adjacent layers perpendicularly. This decreases the tendency to rip when nailed 

at the edges. It provides dimensional stability and also reduces swelling and shrinkage 

and makes the strength more regular over all directions. Plywood mostly has an odd 
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number of layers. Plywood is used for a variety of purposes like furniture manufacturing, 

concrete formworks, interior designing, cabinet making and packaging. 

The key deciding factor for plywood demand globally is governed by housing 

development. The advantages over conventional wood, metal, and plastic led to the 

ascent of plywood use in the construction industry in the recent past. A major share of 

total global plywood consumption is within Asia-Pacific, US and Europe. China accounts 

for more than half of the region’s total consumption in Asia-Pacific region. Although 

markets across the world are recovering from the recession, global issues like the 

deepening U.S budget deficit, Euro zone debt crisis, and instability in the Middle East 

and North Africa are calling for strict policies regarding international trade, hindering 

potential business. With the developed markets continuing to struggle with economic 

issues, the near future for the global construction industry remains gloomy. Due to this 

reason the major portion of increase in construction spending is expected to be from 

developing countries (Global Industry Analysts Inc, 2013). 

Progressing from an industry mainly concentrated on domestic market needs, to an 

industry which increasingly caters to global demand, China magnified its plywood 

production significantly through the last decade, making it the largest producer and 

exporter of plywood worldwide (Global Industry Analysts Inc, 2013). 

The wood products industry in the US crashed after the housing bubble burst in 

2007 and as an outcome, the plywood industry declined considerably. The recovery 

started only in 2011. Figure 4 shows the production, import and export of plywood in 
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USA between the year 2005 and 2012.The market crash due to the housing bubble burst 

is evident from the downfall curve of both production and imports of plywood.  

 

Figure 4: Structural and non-structural plywood production, imports and exports in USA (FAO 

Stat, 2014) 

 

 

2.3 Overview of Middle East 

The Middle East is a region that roughly encompasses a majority of Western Asia 

and Egypt. The largest ethnic groups in the Middle East are Arabs with Turks, 

Turkomans, Persians, Kurds, Copts, Jews and numerous additional minor ethnic groups 

forming other significant populations (CIA factbook, 2013). Figure 5 shows a map 

covering the Middle Eastern countries. The various countries comprising the Middle East 

are Bahrain, Cyprus, Egypt, Iran, Iraq, Israel, Jordan, Kuwait, Lebanon, Oman, Palestine, 

Qatar, Saudi Arabia, Syria, Turkey, United Arab Emirates and Yemen. 
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Figure 5: Middle East region (maps, 2014) 

 

2.3.1 Economy 

The United Arab Emirates has grown to one of the Middle East's most important 

economic centers. The major economic hubs in the region in terms of nominal GDP are 

Turkey ($789.3 billion in 2012), Saudi Arabia ($576.8 billion in 2011), Iran ($514.1 

billion in 2011) and UAE ($360.2 billion 2011). The status of countries in terms of GDP 

per capita are Qatar ($78,720 in 2011), Kuwait ($44,730 in 2010), and UAE ($36,040 in 

2011) (Reuters, 2013). 

Many countries in the Middle East persist to experience complicated political, 

social, and economic transitions, two years after the commencement of the Arab Spring. 

Although most oil-exporting countries grew at healthy rates, economic growth continued 

to be sluggish. Many countries face the immediate challenge of re-establishing or 

maintaining macroeconomic stability amid political uncertainty and social unrest (World 

economic and financial surveys, 2014). 
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2.3.2 Wood-based panel industry in Middle East 

The list of countries ranked according to the import of plywood and particle board 

is described in Table 2. 

Table 2: Total Plywood and Particleboard Imported in 2010 in Middle East (FAO Stat, 

2014) 

 

2.3.3 Construction Industry in the Middle East 

The construction industry in the Middle East recovered from the downfall of 

construction spending since the 2009 real estate crash in the Middle East and is also set to 

prosper once again in the coming years. Projects worth almost $3 trillion are currently 

planned or underway in the region. Major projects like Qatar’s Doha metro, worth $5.4 

billion, indicate a new confidence in the construction industry (Thompson, 2013). 

 Particle Board Plywood 

Rank  Country Quantity(m3) Country Quantity(m3) 

1 Turkey 367000 Saudi 622800 

2 Lebanon 106000 UAE 223938 

3 Israel 90755 Israel 195433 

4 Cyprus 69383 Turkey 190000 

5 Saudi 63100 Egypt 153725 

6 Iran 33000 Oman 73857 

7 UAE 24741 Qatar 59019 

8 Iraq 15277 Jordan 42537 

9 Syria 14431 Iran 39000 

10 Jordan 7897 Kuwait 32295 

11 Bahrain 3644 Bahrain 32285 

12 Oman 3512 Lebanon 19997 

13 Egypt 2094 Cyprus 7902 

14 Kuwait 1465 Iraq 2599 

15 Qatar 1003 Syria 2307 
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The top three countries by value of top 100 construction projects in the Middle East 

are Saudi Arabia, Iran and the UAE ($74.5 bn, $69 bn and $48.5 bn, respectively). The 

top three sectors in which the construction industry is centered are gas, construction and 

transport ($65.5 bn, $53.4 bn and $51.8 bn respectively). The transport sector accounted 

for the biggest change in terms of share of total investment compared to other sectors. 

The value of projects invested in the transport construction sector has risen 18.3 per cent, 

to $51.2 billion. More than half that value was awarded for rail and metro projects, a 

significant portion of which is in the Doha metro. A huge portion of the infrastructure 

work in Doha is to help mitigate congestion and aimed to prepare for the 2022 FIFA 

World Cup (Thompson, 2013). Table 3 shows the top ten construction projects in the 

Middle East. A major portion of the usage of plywood in applications like concrete forms 

and sheathing would be of structural plywood rather than nonstructural, but considering 

the total value of the projects and making a general estimate for the use of non-structural 

plywood, the total demand for non-structural plywood would be significant.  

 

Table 3: Top ten construction projects in the Middle East (Thompson, 2013) 

Rank Country Sector Project Value(million $) 

1 Iran Gas South pars gas field 9,000 

2 KSA Transport Haramain high speed rail network 7,733 

3 Iraq Construction Housing complex in Basmaya 7,250 

4 Iran Gas South Pars gas field development 7,000 

5 Iran Gas West Ethylene Pipeline 5,500 

6 Algeria Transport East-West motorway highway 5,340 

7 Algeria Gas Gassi Touil integrated LNG project 4,500 

8 Jordan Water Red Sea-Dead Sea water conveyance 4,500 

9 KSA Transport King Abdulaziz International airport 4,034 

10 UAE Power Baraka nuclear power plant 4,000 
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3. BACKGOUND INFORMATION – FAMILY BUSINESS 

The information about our existing family owned company is discussed here. 

Various aspects of the company such as current product, manufacturing process, cost 

details, market area, competitive advantage, and customers are explained in this section.  

The marketing strategies explained in the IMMP is used as the main framework for 

detailing the existing system. 

 

3.1 Overview 

The name of the family owned company is Best Wood Industries located in the 

southern part of India, in a city by the name Cochin in Kerala state. It is a third generation 

company. The company was founded as a sawmill in 1970 by my grandfather. It later 

evolved into a plywood manufacturing facility in 2005. It manufactures commercial 

plywood which is a nonstructural type of plywood. The facility is privately owned with 

its Managing Director as my father. The company was founded in 1970 by my 

grandfather as a sawmill. It later evolved into a plywood manufacturing facility in 2005. 

The current market area we focus upon is mainly the domestic Indian market, with no 

international trade. 

3.2 Product 

3.2.1 Type of plywood 

The plywood being manufactured is commercial plywood. The product strategy 

used here is the commodity product strategy. Since competition of commodity products 
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are based on mainly on price with no differentiation among manufacturers, the main 

focus of the company is to reduce the cost of manufacturing. 

3.2.2 Type of wood used 

The type of wood used as core for the plywood is plantation rubber wood (Hevea 

brasiliensis) grown in southern India. The wood is more expensive and of better 

properties compared to Poplar ( Populus ciliata or Populous deltoids) wood grown in 

northern India, in terms of strength and durability. The type of wood used as surface 

veneer is, Gurjan (Dipterpcarpus spp) which is also grown in India.  

3.2.3 Type of Resin 

The type of resin being used is urea formaldehyde, which is moisture resistant. 

3.2.4 Applications 

The plywood being currently manufactured is for nonstructural interior 

applications. Some of the applications include office partitioning, furniture making and 

packaging.  

3.3 Customers 

The customer strategy being used is “as many customer groups as possible”. The 

customers are mainly wholesalers having sales in Northern India. Part of the sales is also 

through agents which eventually sell the plywood to wholesalers and other industrial 

customers. 
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3.4 Market area 

The market area is domestic Indian market. The major markets are Delhi, 

Hyderabad, Bangalore and Mangalore. 

3.5 Core competencies 

The main competitive advantages that the company has are: 

 Cheap labor 

 Readily available raw material 

 Readily available labor 

3.6 Volume of sales 

The current volume of sales of plywood is over 1000 𝑀3 / month.  

3.7 Employees 

Laborers – 140 

Supervisors – 8 

Managers – 2 

Office staff – 5 

3.8 Equipment capabilities  

The current equipment capability is to manufacture 2000 - 2500 𝑀3of plywood per 

month. The main machine centers in the plant include two pressing units of 10 openings, 
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one five section dryer and two peeling machines. There are various other secondary 

pieces of equipment.  

3.9 Plywood assembling process 

The main stage of the plywood manufacturing process is the veneer assembling and 

its pressing. The veneers are passed through the glue spreader and are assembled in layers 

with both core veneers and face veneer and then pressed together in a hot press with 10 

openings. Thermic oil is used to heat the press. This process is different from American 

hardwood plywood manufacturing. 

The manufacturing process used in American hardwood plywood companies is 

that, core veneers are assembled and pressed together and then sanded to meet the 

thickness of desired tolerance level. Although it is a more expensive process, this process 

helps to reduce thickness variances which is a major problem faced in the plywood 

industry. 
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3.10 Annual turnover 

The company has an annual turnover over 4 million USD. 

 

 

 

 

 

Figure 6 : Plant layout 
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4. METHODS 

4.1 Secondary data 

Most data for the macro and micro environment was collected using secondary 

research. Sources of information include web searches, various databases from the OSU 

library, and networking with industry organizations such as the Softwood Export Council 

and APA – The Engineered Wood Association. For example, the Softwood Export 

Council provided access to several consulting reports regarding the market in the Middle 

East. 

4.2 Primary data 

4.2.1 Sampling 

The population of interest in this study is the various firms operating in the UAE 

market that sell non-structural plywood. The sample consists of various firms which 

participated in the Dubai Wood show, 2014. The exhibitors consisted of traders, agents, 

manufacturers and importers of wood products operating in the UAE market. The sample 

consists of firms headquartered in countries like UAE, USA, China, Malaysia and France. 

Table 4 shows the country details of interviewed firms. 

Table 4: Country origin of the respondents in UAE  

Country No 

United Arab Emirates 8 

USA 2 

China 2 

Malaysia 1 

France 1 

Total 14 
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The sample consists of a mix of firms having different business nature as shown in 

Table 5. 

Table 5: Business nature of the respondents in UAE 

Business nature Frequency 

Exporter  6 

Manufacturer  2 

Importer  4 

Trader  1 

Agent  1 

Total 14 

 

4.3 Survey instrument 

A questionnaire was developed for use in face-to-face interviews with exhibitors 

participating in the trade show. Appendix 2 shows the questionnaire used for the 

interview. The questionnaire consisted of 19 questions which were designed to create a 

comprehensive understanding of the macro & micro environment level market 

information and the strategies employed by responding firms in the context of the UAE 

market.  The four main components of a marketing strategy are product, customer, 

market area and competitive advantages (Hansen & Juslin, 2011).  

The questionnaire was pre-tested with people from Oregon State University and the 

Softwood Export Council. At Oregon State University, the questionnaire was reviewed 

by four faculty members. A staff member of the Softwood Export Council and a 

consultant to the council also reviewed the questionnaire. Based on the feedback 

received, the questionnaire was adjusted multiple times. Changes like providing options 
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for some questions for easy answering was included. Other than this no significant 

changes were made to the questionnaire. 

4.4 Data collection 

A training session was conducted with a mock interview of a graduate student 

colleague. The training was done to check the overall time required to do the interview, 

and thereby adjust the speed of interview since the exhibitors were expected to be busy 

during the show. Also the training helped to reorder few questions to give a more logical 

flow. Finally, the training was designed to ensure the interviewer was adequately 

prepared for personal interviews in the UAE. 

The data was collected using in person interviews. The owners, marketing 

executives and sales executives of the various firms exhibiting at the trade show were 

interviewed.  Four of the respondents were the owners of the firms and 10 were 

marketing and sales executives. The interviews were carried out during the trade show, 

April 8-10, 2014. The interviewees were not contacted prior to the show. A list of total 

exhibitors were obtained from the trade show organizers with details like floor map, 

booth number, product line and country. A list of firms dealing with nonstructural 

plywood was made using their websites prior to the show.  

The interviewees were given a questionnaire booklet and were introduced to the 

goals of the project and were walked through the questionnaire. The answers were 

recorded by the researcher. With the permission of the respondent, conversation was also 

recorded using an audio recording device. 
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4.5 Response rate 

From a total of 124 exhibitors dealing with wood products, 21 were selling 

nonstructural plywood in UAE. The response rate was calculated to be 66.7%.  The total 

number of potential respondents was 21. The response to this study was good with 14 

usable interviews and 7 refusals. A total of 103 out of 124 exhibitors were not eligible for 

the survey since they were not selling nonstructural plywood in the UAE market. 
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5. RESULTS 

 

5.1 Macro and Micro level information of UAE  

5.1.1 Macro information 

5.1.1.1 Demand 

5.1.1.1.1 Demand for plywood according to the responding firms 

The demand for plywood was studied from the perspective of the respondents 

during the trade show as shown in Table 6.  

Table 6: Current trends in market for plywood in UAE according to the respondents. 

Response Frequency 

Growing 9 

Same 2 

Declining 0 

Total 11 

Also when asked whether the Dubai expo 2020 would impact the future growth of 

plywood, the result is shown in Table 7. 

Table 7: Relation of plywood market with Dubai expo 2020 

Will the expo 2020 impact plywood demand Frequency 

Yes 6 

No 0 

Not currently 3 

Do not know 3 

Total 12 

 

These responses and the growth of UAE economy after the recession all both 

suggest growth of the market for plywood and higher demand for plywood in UAE.  
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5.1.1.1.2 Demographics 

UAE has a population of 5.5 million with growth rate of 2.87%, as of 2013.The 

population trends in UAE are closely associated with the economic growth of the 

country. The population increase is mainly because of migration rather than natural 

increase due to birth. The economic growth accelerated only in the 1960’s by the 

discovery of oil, hence the starting point for increase in population. UAE has one of the 

highest migration rates in the world; being currently ranked 6th in world. The migration 

rate is 15.04 migrant(s)/1,000 people (CIA factbook, 2013). The higher standard of living 

and high job opportunities makes UAE a country with a large number of migrant workers 

from India, Pakistan, and Bangladesh, Philippines and Sri Lanka. In 2006 the percentage 

of non-nationals in the total population was about 80%. Large portions of this non-

national population are from south Asia, working as low wage workers. Hence, a 

noticeable outcome of this trend is that most of their income is sent home rather than 

spent in the local economy on goods and services (Wiles, 2006). 

Age distribution is also an important indicator for market demand especially for 

housing. Figure 6 shows the age distribution of UAE. The median age is 30.3 showing 

that the population is generally young. This young median age indicates that there is 

higher number of families which will increase the demand for housing (CIA factbook, 

2013). 
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Figure 7: Age distribution of UAE in 2013 (CIA factbook, 2013) 

 

 

5.1.1.1.3 Construction industry 

5.1.1.1.3.1 Residential market 

Abu Dhabi is one of the most important economic hubs in UAE. The Abu Dhabi 

residential market is currently witnessing a shortage of supply of residential housing with 

regards to increasing demand. Though revelation of many new projects over the past two 

to three years were made to acknowledge the scarcity, much of this announced supply has 

been delayed or placed on hold due to the effects of the market downturn. Figure 7 shows 

the Demand-Supply graph of residential housing in Abu Dhabi (Abu Dhabi Urban 

Planning Council, 2013). 

 

 



42 

 

Figure 8: Demand-Supply graph of residential housing in Abu Dhabi (Abu Dhabi Urban Planning 

Council, 2013) 

 

 

5.1.1.1.3.2 Office market 

The demand for office space in Abu Dhabi increased to around 3.5 million square 

meters by 2013. A majority of new office space will need to be occupied by new demand 

from companies expanding their Abu Dhabi base and new entrants to the Abu Dhabi 

market. The dominant office occupiers will continue to be government and state-owned 

enterprises. Figure 8 shows the demand supply graph for office market in UAE. The 

major sectors that will drive office demand will be financial services, professional 

services (lawyers, accountants, and consultants), corporate HQs (dominant sectors such 

as oil and gas, consumer goods, IT and Communications), real estate development 

(construction, developers and consultants) and most significantly the government sector 

(Abu Dhabi Urban Planning Council, 2013). 
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Figure 9: Demand-Supply graph of office market in Abu Dhabi (Abu Dhabi Urban Planning 

Council, 2013) 

 

 

5.1.1.1.4 Environmental policies 

As environmental policies are becoming stricter, more forests are being excluded 

from wood production. An increasing shift towards wood-based panels is a result of 

shortage of raw materials due to these environmental policies. Wood-based panels make 

more full use of tree than sawn wood. Hence, use of wood-based panels is a better choice 

to reduce the wastage of wood. Although global production and consumption of wood-

based panels is only half of sawn wood, its higher growth rate will bring it to the levels of 

sawn wood by 2030. Since this is a global phenomenon it has direct impacts on the wood 

products industry all over the world (State of the world's forests, 2009) 
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5.1.1.2 Supply  

The demand for wood products in the country is mainly met by imports since 

production is very small compared to the rising demand. UAE is one of the highest 

construction spending countries in the world with its hub as Dubai. Demand for wood 

products is dependent mostly on the construction sector of the country. As the 

construction industry is one of the largest industries in the country, the demand for wood 

products can be calculated as a percentage of construction spending.  

The port of Jebel Ali and the country’s infrastructure make it an ideal timber depot. 

Over the past 15 years the UAE has developed into a wood processing center including 

mainly furniture manufacturing centers. A majority of these companies target the markets 

in GCC (Gulf Cooperation Council) and UAE. There are even companies focusing on far 

off markets like UK, US and India (Arab news, 2013). 

Saudi Arabia and the UAE have been rated as top investors in the wood products 

industry in the GCC. Investment in the industry reached $478 million last year in the Gulf 

States. Saudi Arabia also holds the top position in the Gulf region in terms of average 

investment in each factory. Saudi Arabia and the UAE invested $294 million and $121 

million in the industry respectively last year. Kuwait, Oman, Qatar and Bahrain followed 

with $34 million, $12 million, $9 million and $8 million respectively (Arab news, 2013). 

 Three hundred eighty nine wood products industrial factories were operating in 

the GCC last year. UAE has the highest number of factories (208) taking 53.5 percent of 

the total units in the GCC. Saudi Arabia came in second with 67 forming 17.2 percent. 

(Arab news, 2013). Although there are many furniture manufacturers in UAE, there is 
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almost no plywood manufacturing facility in UAE. Hence the demand is met solely by 

imports. 

The demand for non-structural plywood in UAE is driven mainly by the 

construction sector. Non-structural plywood is being used in numerous different ways 

like barricades, cabinetry and shelving, furniture, strip flooring underlay, wall and ceiling 

linings. Figure 9 shows the plywood imports and exports in UAE from the year 2005 to 

2012. Figure 10 shows the top 5 countries from which plywood was imported. 

Figure 10: Structural and non-structural plywood imports and exports in UAE (FAO Stat, 2014) 
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Figure 11: Structural and non-structural plywood imports to UAE from top 5 countries 

(FAO Stat, 2014) 

 

5.1.1.3 Other Macro 

United Arab Emirates has been experiencing a boom of rising oil prices and growth 

in property markets, since the beginning of the century. Its economy grew at an average 

of over 7% per annum between 2000 and 2007. A significant proportion of the assets are 

being re-invested in the country at both federal and local levels. The reinvestments are in 

the form of public-private partnerships, infrastructure investment and schemes to support 

specific programs such as education and training (World economic forum, 2013). 

However, the country and the region still face important political, economic, social 

and environmental challenges. Externally, there is the increasing threat of geopolitical 

instability. Likewise, a number of global economic risks threaten the UAE's smooth 

international expansion. Internally, UAE also faces challenges in resolving social and 
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political imbalances, including unemployment, irregular income distribution and fractures 

in the federal framework. Finally, environmental pressures threaten the availability of 

water resources, marine areas and an unpolluted atmosphere (World economic forum, 

2013). 

To explore effects of the challenges and opportunities faced by the UAE and the 

GCC countries in general, the World Economic Forum developed a set of scenarios for 

the GCC countries covering a period of 18 years to the year 2025. The three sets of 

scenarios focus on country-specific issues. The resulting scenarios are designed to push 

the thinking of those involved in business and policy in the region (World economic 

forum, 2013). The three different scenarios for UAE through 2025 are shown in Figure 

11. 

Figure 12: Three different paths for UAE through 2025 (World economic forum, 2013) 
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Oasis scenario 

UAE will end up in this scenario if UAE effectively uses its wealth and its GCC 

relationships to overcome the continuing political unrest in the Middle East. 

 

Sand storm 

UAE will choose this path if Emirati leaders allow regional violence to spill over to 

UAE, creating uncertainty for investors and hindering reform efforts. 

 

Fertile gulf 

If the unrest in the region settles down and if it takes advantage of the stable 

regional environment, UAE will achieve its goal of developing a world-class, market-

driven economy, and increased access to global markets to attract local and international 

private sector investment. 

Hence the future of UAE is dependent on these factors. Although these scenarios 

do not predict the future, they do take into consideration a wide range of knowledge used 

to sketch what is plausible. They also present logical connections and analyses that can 

be used to help reflect on what is possible (World economic forum, 2013). 
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5.1.1.3.1 . Political 

The UAE is a federation of seven emirates, each with its own ruler. The ruler sets the 

pace of local government reforms in each emirate. Each emirate reserves considerable 

powers, including control over mineral and revenues. 

The UAE’s leadership and governance structures are critical determinants of the 

country’s future development. While regulation at both the federal and local levels has 

been improving with respect to international standards in recent years, there is room for 

improvement in bureaucratic management and openness in government structures. The 

scenarios indicate that this would have a significant influence on increasing the efficiency 

and effectiveness of government programs, and contributing to the country’s ability to 

attract foreign investors (World economic forum, 2013). 

         

5.1.1.3.2 Economy 

The UAE has a relatively high Human Development Index among Asian countries, 

ranking forty-first globally. In 2011, UAE is ranked as the 14th best nation in the world 

for doing business based on its economy and regulatory environment (Country 

Commercial Guide for U.S companies, 2013).The GDP growth rate for 2010 was 3.2 %. 

In 2009, its GDP, as measured by purchasing power parity, stood at US$ 400.4 billion 

(Reuters, 2013).  

Petroleum and natural gas exports play an important role in the economy, 

especially in Abu Dhabi. The UAE has tried to reduce its dependency on oil exports by 

diversifying the economy, particularly in the financial, tourism and construction sectors. 
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Dubai having smaller oil reserves was bolder in the development policy compared to Abu 

Dhabi (BBC Middle east news, 2013). 

5.1.1.3.3 Trade climate 

Although a number of constraints are set on foreign investment, UAE has an open 

trade policy and has a relatively liberal trade regime. Its foreign trade strategy is aimed at 

promoting trade relations, increasing the contribution of foreign trade. The main trade 

policy objective is improved market access for its products through multilateral trade 

liberalization and bilateral and regional trade agreements (WTO, 2013). 

As part of the trade policy, UAE has free trade zones. Each free zone is devised for 

one or more industry categories and license is offered only to companies within those 

categories. In the free zones, foreigners may have 100% ownership. All free zones 

provide 100% immunity from import and export tax. The various other advantages 

include multi-year leases, easy access to sea and airports, buildings for lease, energy 

connections at subsidized prices, and assistance in labor recruitment. In addition, the free 

zone authorities provide significant support services, such as sponsorship, worker 

housing, dining facilities, recruitment, and security for a fee (WTO, 2013). 

5.1.1.3.3.1 Wood products trade structure 

An extensive grid of trading agencies and building material merchants, who buy 

and sell wood products from around the world to manufacturers and developers, 

comprises the wood products market of UAE. Non-nationals from South Asia and other 
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Arab countries run a majority of these companies and many of them do not restrict their 

trading activities to wood products alone. (Wiles, 2006). 

5.1.1.3.3.2 Re-export of wood products 

About 20-30% of all wood and wood products imports are readily re-exported from 

UAE. Wood is imported from outside the Middle East into Dubai and then re-exported to 

the countries around the Gulf. A majority of this intra-Gulf trade is carried out within 

individual companies. Alternatively, in certain cases, for ease of shipping, an importer in 

Saudi Arabia or Oman would import through Dubai and have the wood sent to its final 

destination by road (Wiles, 2006). 

Dubai’s proximity to Iran and also East Africa is the other reason for the significant 

proportion of re-export in wood products. While East African end-users are able to go to 

Dubai and purchase small quantities of wood products, which they can ship the few 

hundred miles down the coast, shipments to Iran come on light vessels over the Straits of 

Hormuz from Dubai. In this way, they are not obliged to buy large volumes by the 

container and can benefit from Dubai’s excellent shipping links and developed trade 

structure (Wiles, 2006). 

One other issue regarding the importance of UAE as a major port for re-export is 

that, a majority of the countries including the US, has no direct trade relations with 

countries like Iran due to various political reasons. Hence the dealers from these countries 

re-export US wood products from UAE port to Iran. 
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5.1.1.3.4 Trade Barriers 

5.1.1.3.4.1 Tariff trade barriers 

A 5% tariff is applied on the import of all wood products by UAE, along with all 

other members of the GCC, with the exception of Bahrain. This is applicable at this level 

on the vast majority of products entering the GCC based upon the Common External 

Tariff (CET) system.  

5.1.1.3.4.2 Non-Tariff trade barriers 

UAE has certain non-tariff trade barriers. These are in the form of four major laws 

affecting foreign investment in the UAE: the Federal Companies Law, the Commercial 

Agencies Law the Federal Industry Law. 

Also, there are sanitary and phytosanitary measures to be followed. Application of 

sanitary and phytosanitary measures means that there are certain basic rules set out for 

food safety and animal and plant health standards (Understanding the WTO Agreement 

on Sanitary and Phytosanitary Measures, 2014). All imports of plants and plant products 

are subjected to an agricultural quarantine system. Moreover, agricultural shipments are 

not allowed to be shipped to UAE unless approved with a phytosanitary certificate issued 

by the responsible authority in the exporting country and attested by an Arab country's 

embassy in the exporting country (Wiles, 2006). 
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5.1.1.3.4.2.1. Federal companies law 

The federal Companies Law applies to all commercial companies established in the 

UAE and to branch offices of foreign companies operating in the UAE. A minimum of 51 

percent UAE national ownership is required for companies established in the UAE. A 

national agent is required for branch offices of foreign companies unless the company has 

an agreement with the federal or an emirate government. Dubai is expected to be one of 

the first emirates to exercise new emirate-level authorities in its effort to facilitate foreign 

direct investment (FDI) and improve transparency for investors, as UAE is in the process 

of finalizing the Federal Companies Law. One hundred percent foreign ownership in 

some sectors and projects may be allowed by the proposed law. High added value, 

including education, health, professional services, tourism, computer-related services, 

and technology transfer may be the sectors to be liberalized. Foreign shareholders may 

currently hold up to a 49 percent interest in limited liability companies (Bureau of 

Economic and Business Affairs, 2013). 

5.1.1.3.4.2.2. Commercial agency law 

The regulatory and legal framework in UAE currently favors local investors more 

than foreign investors. Overseas entrepreneurs must have a UAE national sponsor, agent 

or distributor to do business away from the free zones in UAE. Terminating an agent or a 

distributor is extremely difficult in the UAE. A commercial agency is described in the 

Law as "the representation of a principal by an agent on the distribution, sale, offer, or 

presentation of commodities or services within the United Arab Emirates". A commercial 

agent must meet certain conditions, (a) the agent must be a UAE national or a company 
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that is entirely owned by UAE citizens (b) the agency agreement must be limited with 

regards to province or product and (c) the agency agreement must be registered. In the 

original version of the Law, any termination of a commercial agent was extremely 

challenging (Hsing and Moore, 2010). 

 In 2010, amendments were made to certain provisions of the Commercial agency 

laws. The amendments can be summarized as (a) A special commercial agency 

committee is created to study all disputes resulting from any registered commercial 

agency arrangement and (b) the  law reinstates that foreign entities will be prevented 

from discontinuing or denying to renew commercial agency agreements without 

providing "a material reason justifying its termination or non-renewal" (Hsing and 

Moore, 2010). 

5.1.1.3.4.2.3. Federal industry law 

The Federal Industry Law states that at least 51 percent UAE national ownership is 

required for industrial projects. It is also required by the law that projects must either 

have a board of directors with a superiority of UAE nationals or that the projects be 

managed by a UAE citizen. Ventures associated with extraction and refining of oil or 

natural gas are given immunity from the law. Moreover, exemption is given to projects 

with a small capital investment or projects governed by special laws or agreements. 

5.1.1.3.5 Risks 

One of the political risks that should be mentioned is the domestic unrest in the 

Arab world. Although UAE has escaped the upheaval that has shaken the Arab world, the 
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political unrest in the other Middle Eastern countries like Egypt, Tunisia, Syria and 

Yemen had indirect effects on the UAE economy. The unrest had negative impacts 

mainly on the tourist and airline sectors.  

In 2008 UAE witnessed an economic downturn which was driven mainly by the 

fall in price of oil from $147/barrel. This had a huge impact on the economy since the 

UAE economy is mainly dependent on oil exports. The economy suffered from debt and 

high unemployment, which led to a slow economic growth. Another major factor which 

led to the crisis was the withdrawal of foreign investment, also a downfall in the value of 

its state-owned global assets (Hamdan, 2012). 

UAE started recovering from the beginning of 2010. The main contributing factor 

for this growth is the recovery of oil sector with 15% rise in its prices reaching more than 

$90 a barrel, oil accounts for more than 30% of GDP (Hamdan, 2012). 

5.1.2 Micro information 

5.1.2.1 Competition 

The primary competition for wood products, especially for wood-based panels 

comes from three different sources. 

5.1.2.1.1 Competition from other countries 

The major source of competition for selling plywood in the UAE market would be 

from the other international companies operating in the UAE market. Among the various 

companies operating in the UAE market, companies from certain countries have been 

playing the leading role in the UAE market. Table 8 shows the top countries from which 
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plywood is being imported. Among the top 10, countries like China, Malaysia, Indonesia, 

Brazil and India have been consistent in being the top 10 countries. Table 9 shows the 

various countries from which the responding firms are importing plywood.  

The finding in Table 9 is in relation to the trade data provided in Table 8. A 

majority of the firms were dealing plywood from China, followed by Malaysia and 

Indonesia.  China is clearly the market leader in UAE. This is evident from the 

percentage of the total volume of plywood being imported from China. Almost 60% of 

the plywood market is controlled by Chinese companies.  

Also, when asked about which country is the market leader in UAE market, 14 out 

of 14 respondents replied that China is the market leader. The main reason for this 

situation is the low price of Chinese plywood.  

China is the second largest trading partner of UAE after the US. Over the past 10 

years trade between the UAE and China has increased fivefold at US$15.6 billion in 2012 

from US$3.12 billion in 2002. Trade between the two countries is expected to grow faster 

in the future (UAE interact, 2013). 
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Table 8: List of top 10 countries from which plywood is imported into UAE in 2012 (FAO 

Stat, 2014) 

Country Quantity (m3) Percentage 

China 245000 68.1% 

Malaysia 65000 18.1% 

Indonesia 38000 10.6% 

Brazil 2000 0.6% 

India 1738 0.5% 

Russia 1000 0.3% 

USA 1000 0.3% 

Germany 305 0.1% 

Finland 297 0.1% 

Total 360000  

 

Table 9: List of countries from which the respondents import plywood from 

Country Frequency 

China 12 

Malaysia 8 

Indonesia 7 

Russia 2 

Brazil 2 

India 2 

France 1 

Total 34 

 

Being a major importer and user of wood-based panels, UAE imports large 

volumes of wood-based panels from China and other Southeast Asian producer countries. 

The reason for the dominance of China in terms of manufacturing and trade especially for 

wood products can be attributed to many things. A major feature of Chinese 

manufacturing industry is cheap labor and therefore low priced products. Some other 

reasons for its dominance are subsidies provided by Chinese government, weak 

regulations and careful management of its currency. One other competitive advantage 
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that China has in the UAE market is the close proximity of China to UAE which leads to 

faster delivery time.  

5.1.2.1.2 Competition from other alternative products 

There are alternative products to plywood being used in UAE, especially in the 

furniture manufacturing sector. Also it was reported that a wide range of products will be 

made available in the near future due to the development of the wood processing sector 

and most of these is going to be made available to UAE end users (Wiles, 2006). 

The main competition from alternative products would be in the furniture sector. 

The alternative products being used other plywood for making furniture are plywood and 

MDF. Figure 12 shows the import data of plywood, particle board and MDF. 

Figure 13: Import data for plywood, particle board and MDF (FAO Stat, 2014) 
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5.1.2.1.3 Competition from local investors 

State-owned companies and local investors have grown large and efficient enough 

to compete effectively in local and regional markets. This is mainly due to the fact that 

the regulatory and legal framework in UAE currently favors local investors more than 

foreign investors. These factors contributed to high levels of competition for foreign 

investors (Country Commercial Guide for U.S companies, 2013). 

5.1.2.1.4 Competition due to price sensitivity 

One major hurdle for the trade of wood products into UAE is the price-sensitivity 

of the market. It was found that the cash flow within projects is often a problem and 

hence in the final stages of development the initial designs and concepts are often 

compromised due to the mismanagement of funds. As a result, since the standards and 

regulations are not very high, contractors and project managers are often forced to use 

less expensive materials in order to complete projects within budget. Offering lower 

priced building materials is often the only way for builder’s merchants to do business, 

with large numbers of building materials suppliers striving for contracts with major 

projects (Wiles, 2006). 

5.1.2.2 Distribution  

5.1.2.2.1 Various distribution channels 

There are various channels of distribution used for selling plywood in UAE market. 

Table 10 shows the nature of business of various intermediaries used by the responding 

firms in UAE market. The distribution channels used by the various firms was mostly 
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dependent on the nature of business of the firms. Table 11 shows the various distribution 

channels used by the responding firms. The exporters interviewed were firms which 

operate in a particular country and which buy plywood from various manufacturers in its 

country and also small portion from other countries and then export it to the UAE. Out of 

the six exporters interviewed, all of them had as their main style of distribution as   M 

(E)  T  C, with them at the second position of the channel. This channel was 

chosen by them to reduce the distance between them and the end user and hence receive 

higher profit. The same exporters were also using M (E)  I  T  C rarely, but the 

main type being the former one.  

The importers interviewed, were buying plywood directly from the exporters or 

manufacturers operating in various countries. All four importers interviewed were 

following a channel E & M  (I)  T  C as their main type of distribution. 

The agent that was interviewed act like a representative of a manufacturing 

company. The agent would be a person who have strong networks in UAE so that the 

manufacturing company can sell the product to a trader using the agent.  

Table 10: Business nature of the respondents in UAE 

Business nature Frequency 

Exporter (E) 6 

Manufacturer (M) 2 

Importer (I) 4 

Trader (T) 1 

Agent (A) 1 

Total 14 
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Table 11: Various distribution channels used by the respondents in UAE market 

Nature of business Distribution channel Frequency 

Exporter (E) M  (E)  T  C 6 

Manufacturer (M) (M)  I  T  C 2 

Importer (I) E or M  (I)  T  C 4 

Agent M  (A)  T  C 1 

 Total 13 

 

5.1.2.2.2 Various means of distribution 

If a manufacturing company is planning to sell its product in UAE directly to the 

trader or the customer, there are two possible means to do this. 

5.1.2.2.2.1 Commercial agent 

The distribution of products is carried out mainly by assigning a commercial agent. 

A local sponsor of a UAE national owning at least 51 percent of the business firm is 

required. For importing and distributing products in UAE the firm must be either an 

entirely UAE owned agency or a 51/49 percent (UAE/foreign) limited liability company. 

The most common practice is to assign different commercial agents or partners in each 

emirate (Country Commercial Guide for U.S companies, 2013). Companies that operate 

inland (not in a free zone) must be licensed by the economic department of the 

appropriate emirate. The concerned economic department will issue a license conferring 

to type of business - commercial, industrial or professional.  
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5.1.2.2.2.2 Free trade zones 

The second way in which a company can function in UAE is by operating in a free 

trade zone. Free trade zones fit into one or more industry categories. Licenses are offered 

only to companies within those categories a free zone is devised for. With a total 

investment of more than USD$ 21 billion, free zones in the UAE consist of more than 

17,000 companies. There were 38 free trade zones operating in the UAE in the year 2012. 

Serving as a major re-export center to the Gulf region, these free zones form a vital 

component of the local economy (Country Commercial Guide for U.S companies, 2013). 

In the free zones, foreigners may have 100% ownership. All free zones provide 100% 

immunity from import and export tax. The various other advantages include multi-year 

leases, easy access to sea and airports, buildings for lease, energy connections at 

subsidized prices, and assistance in labor recruitment. In addition, the free zone 

authorities provide significant support services, such as sponsorship, worker housing, 

dining facilities, recruitment, and security for a fee (UAE investment climate, 2014). 

Though free trade zones include many advantages and hence attract foreigners, 

there are some issues to be considered before making an investment. Firstly, each of these 

trade zones are focused on the certain type of activities, there is very limited flexibility in 

terms of the type of product to sell. A trade zone designed for electronic goods can be 

used only for selling electronic products not agricultural products or food products. 

Secondly a company with a free trade license cannot work throughout UAE. It needs the 

support of a sponsor to work outside the free trade zone. One other issue is the higher rent 

for firms working in the free trade zones, but considering the risks involved in having a 
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sponsor or agent; most companies prefer to opt for the free trade zone (Country 

Commercial Guide for U.S companies, 2013). Table 12 shows the list of free trade zones 

in UAE. 

Table 12: Free trade zones in UAE (UAE interact, 2013) 

Abu Dhabi  Dubai Fujairah  

Masdar City  Dubai Airport Free zone Fujairah Free Zone 

Abu Dhabi Ports Company  Dubai Silicon Oasis Fujairah Creative City 

Abu Dhabi Airport Free 
Zone 

 
Jebel Ali Free Zone  

Khalifa Industrial Zone 
 Dubai Multi Commodities 

Center 
Ajman  

ZonesCorp  Dubai Internet City Ajman Free Zone  

twofour54  Dubai Media City  

  Dubai Studio City RAK  

Sharjah   Dubai Academic City RAK Investment  

Sharjah Airport Free Zone  Dubai Knowledge Village RAK Free Zone 

Hamriyah Free Zone  Dubai Outsource Zone RAK Maritime City 

  Enpark  

UAQ   Intl Media Production Zone  

Ahmed Bin Rashid FZ  Dubai Biotech Research Park  

  Dubai Auto Zone  

  Gold and Diamond Park  

  Dubai Healthcare City  

  Dubai Intl Financial Centre  

  Dubai Logistics City  

  Dubai Maritime City  

  Dubai Flower Centre  

  Intl Humanitarian City  
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5.2 Current marketing strategies used by business firms in UAE 

5.2.1 Product strategy 

The product strategies used by the firms in the UAE was studied from various 

aspects of a product like such as commodity/xpecialty/custom-made, 

structural/nonstructural, application, or type of wood used.  

5.2.1.1 Classification based on modular product strategy  

Plywood is a product that meets overall industry standards and in most cases not 

adapted or specialized in any way. Hence it can be classified as a commodity product in 

most cases. But for certain applications there are specialty plywood also being used. For 

decorative purposes mostly the plywood being used will be specialty made with certain 

color and grain patterns.  

In UAE market, the case is same as in other markets around the world. A majority 

of the plywood being sold is a commodity product. Out of the 14 respondents two of 

them were dealing with a small portion of specialty plywood along with the commodity 

plywood. One of them was selling decorative plywood for interior decoration. It has 

specialty features like special color, grain pattern, different species of wood used for 

surface veneer. The decorative plywood is mainly commercial plywood with difference 

in appearance. 

5.2.1.2 Classification based on application 

The types of plywood being used in UAE is classified as shown in Figure 13. Out 

of the 14 responses received, all of them are focusing only on nonstructural plywood. It 
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was found from the study that, building construction in UAE rarely uses plywood or any 

other panels for structural purposes like sheathing. The interviewees were basically 

unaware of the term “structural” plywood. 

Figure 14: Classification of plywood being used in UAE market 

 

The nonstructural plywood was then classified into three types based on the use in 

the UAE market: Film faced plywood, commercial plywood and marine plywood. Table 

13 shows the number of interviewees who sold the above mentioned types of plywood in 

the UAE. The respondents were not selling just one type of plywood, rather they were 

selling one or more of the three different types of plywood. 

Table 13: Types of nonstructural plywood being used in UAE 

Type Frequency 

Film Faced plywood 12 

Commercial plywood 10 

Marine plywood 4 

Total 26 

 

To stand up to weather, marine plywood is manufactured with a special adhesive 

and chemically treated. It is used for exterior applications. Commercial plywood is a 

more conventional type of plywood with applications in manufacturing architectural 

woodwork and furniture items. The surface of commercial plywood is relatively smooth. 



66 

 

The film faced plywood is does not differ in the mechanical properties as compared to 

commercial plywood, but it has a water proof film on both surfaces to prevent water 

penetration. They are mainly used for concrete formwork. 

The real estate sector is the largest contributor to GDP for Dubai unlike Abu Dhabi 

where the main source of revenue is oil exports. The real estate sector in Dubai now is 

under rapid growth after a small dip after 2009, due to recession. For this reason Dubai is 

a larger market for the three types of plywood more specifically film faced plywood in 

Dubai compared to the other major city, Abu Dhabi.  

Film faced plywood is used for concrete formwork. Twelve of the respondents 

claimed that film faced plywood has the highest demand in the UAE market. This is also 

clear form Table 13, showing that 12 of the respondents are also selling film faced 

plywood in the market. Commercial plywood is consumed mainly by the furniture 

industry and is also having high demand, second to film faced plywood. Table 18 shows 

the details of the furniture industry in UAE. Furniture industry being a well-established 

industry, demands higher quantity of plywood, which increases the demand for 

commercial plywood. Commercial plywood is also being used for kitchen cabinet 

making. Marine plywood is mainly used for the exterior applications, boat manufacturing 

and also for making kitchen cabinets where the moisture content is high.  

5.2.1.2.1 Different types of plywood based on the glue used 

The commercial, film faced and marine plywood used in UAE can be classified 

again based on the type of glue being used as shown in Figure 14. 
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The Water Boiled Proof plywood can be exposed to weather, water and moisture 

without delamination for a long period. WBP and MR are not types of glue but only a 

kind of property/feature of glue. Melamine glue and phenolic glue are the common WBP 

glues. Phenolic is 50-80% more expensive than melamine and urea formaldehyde glue. 

But the phenolic plywood is 10-12 % more expensive than other types of plywood 

(Plywood, 2014). Without delamination the different type of WBP plywood can be in 

boiling water for the following time period: 

 WBP (Ordinary melamine) 4-8 hours  

 WBP(better melamine)  over 10 hours or even 20 hours 

 WBP (phenolic)  24-72 hours. 

  The best WBP (phenolic) glue can be regarded as permanent adhesives.  

Figure 15: Classification of plywood based of type of glue 
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But the water boiled proof period of plywood is depended on not only the quality of 

WBP glue, but also on the quality of production. WBP glue for exterior plywood, such as 

Marine plywood, film faced plywood (formwork plywood) and structural plywood. WBP 

glue is also used for interior applications as well, such as furniture and cabinet making. 

MR plywood is resistant to moisture and usually used for home interior application 

like furniture. MR plywood can be in cold water for some days without delamination 

(Plywood, 2014) 

5.2.1.3 Classification based on type of wood used 

The wood species used for plywood manufacturing were mainly hardwoods. Poplar 

was the most commonly used type of wood. Since a majority of the firms are importing 

plywood from China, the most commonly used species is the Chinese necklace poplar 

(Populus lasiocarpa) which is grown in the humid forests of China. 

The next commonly used wood is Eucalyptus. A combination of poplar and 

eucalyptus core is also being widely used in the UAE market. The type of wood being 

used as core has no relation to the type of plywood like- commercial or marine plywood. 

Table 14 shows the various types of wood which are used as core in the plywood sold in 

the UAE market.  

 

 

 

 



69 

 

Table 14: Types of wood used as core in plywood sold by responding firms 

 

 

 

 

 

 

 

 

 

 

 

The most commonly used type of wood for surface veneer on the plywood is 

poplar. Table 15 shows the various other types of wood being used as the surface veneer. 

The type of wood being used as surface veneer is not dependent on the type of plywood 

like commercial or marine, just like in the case of the wood used as core. 

 
Table 15: Types of wood used for surface veneer in plywood sold by respondents 

Type of wood used Frequency 

Poplar 6 

Okoume 2 

Meranti 2 

Gurjan 2 

Total 12 

 

 

The thickness of the plywood being sold is shown in Table 16. The thickness used 

for film faced plywood is 18 mm and for the commercial plywood it varies in the range 

3mm to 18mm.  

 

 

Type of wood used Frequency 

Poplar 12 

Eucalyptus 5 

Pine 3 

Combination of Poplar + Eucalyptus or Poplar + Pine 5 

Other Hardwood species 4 

Total 29 
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Table 16: Thickness details of plywood 

Type  Thickness Frequency 

Film Faced 18mm 11 

Commercial 3mm-18mm 10 

Marine 3mm-18mm 1                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      

 

The type of glue used is either MR (moisture resistant) or WBP (water and boil 

proof) for both commercial and film faced plywood. Since MR type is less expensive it is 

being sold more than the WBP type plywood.  

The detailed specifications for the plywood that is being used by the Indian 

manufacturers are given in Appendix 1. These are the specifications required by the 

Indian standards IS 303 for commercial plywood.  

5.2.2 Customer strategy 

The customer strategy is understood based on the selectivity of customers for the 

various firms. Based on this approach the customer strategy can be any of the three types- 

“as many customer groups as possible”, “few well specified segments”, or “known end 

users”. 

Commodity-like products such as plywood are usually associated with an “as many 

users as possible” (Hansen & Juslin, 2011) the customer strategy of the responding firms 

of UAE is also not very different. Although the respondents were aware of the end uses 

of the plywood they were selling, they were unaware of the customer since they were not 

selling it directly to the end user. Importers, exporters and manufacturers interviewed, 

were all selling it to the final end user through intermediaries with very few direct sales. 
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Hence, the respondents can be classified into “as many users as possible” The target 

segments were all specified and they are mainly five different segments as shown in 

Table 17. 

Although only one respondent (which is a trader) was selling the plywood to the 

final consumer, the other respondents (mainly importers, exporters and wholesalers) were 

also well aware of the final end use of the plywood that they were selling.  

Table 17: End uses for plywood sold by respondents in UAE 

End Use Frequency 

Furniture manufacturing 6 

Concrete formwork 8 

Packaging 2 

Interior designing 3 

Boat manufacturing 1 

Total 19 

 

The second largest market for plywood is the furniture sector according to the view 

of respondents. The furniture sector is a well-established industry in UAE. Table 18 

shows the details of the furniture industry in UAE. 

Table 18: Furniture industry details of UAE (Dubai exports, 2012) 

Details Statistics 

No of wood and furniture factories 615 

Percentage of  wood & furniture to total number of industries 13% 

Investment in million USD 300 

Percentage of wood and furniture investment  to  total UAE  

industry investment 

1.2% 
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5.2.3 Market area strategy 

A majority of the firms selling plywood in UAE market was also concentrating in 

most of the GCC (Gulf cooperation council) countries. Table 19 shows the various 

market areas the responding firms were operating in. Among the GCC countries, UAE 

and Saudi Arabia are the major markets. The major local markets inside UAE are Dubai, 

Abu Dhabi and Jebal Ali. 

Table 19: Market areas of various firms operating in UAE 

Country Frequency 

Saudi Arabia 8 

Qatar 7 

United Arab Emirates 8 

Oman 7 

Kuwait 5 

Bahrain 5 

Total 40 

 

5.2.4 Competitive advantages strategy 

The core competencies that the firms claimed, which allowed them to beat the 

competition is listed in Table 20. Price being a major factor in the UAE market, the 

companies which can afford to sell the plywood at lower prices always have an advantage 

over others. Low cost was the most common core competency mentioned by the firms, 

followed by better personal contacts.  
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Table 20: Core competencies of various responding firms 

Core competencies Frequency 

Low cost 7 

Personal contacts 7 

Quality 4 

Certification 2 

Experience 2 

Brand name 3 

Volume of sales 3 

Total 28 

 

Some of the firms were also operating in the free trade zones of UAE to prevent 

taxation. This also allowed them to be at a better strategic location. All the mentioned 

trade zones are sea ports which allows for easy transportation. Table 21 shows the 

various free trade zones used by the firms. 

Table 21: Responding firms operating in free trade zones 

Free trade zone Frequency 

Jebal Ali 4 

Rasal Qaima 1 

Amriya 1 

Total 6 
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6. DISCUSSION AND CONCLUSION 

Based on the market environment and the marketing strategies used by the 

responding firms, various recommendations can be made to effectively export plywood to 

UAE.  

One major criterion for entering a new market would be based on whether the 

market is growing or declining. The responses discussed earlier suggest the growing 

demand for plywood, and the growth of UAE economy after the recession suggest a 

strong market for plywood in UAE. Hence, from a demand perspective, it is a market 

suitable for entry. 

Based on the analysis of the current family business, information gathered about 

the macro and  micro environment, and the current strategies used by firms in UAE, the 

following recommendation can be made for changing the existing system. 
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6.1 Product 

The product strategy being adopted currently by the family firm and UAE firms is 

shown in table 22 and the possible recommendations are provided.  

Table 22: Analysis of current family firm and UAE product strategies 

No. Characteristic UAE market demand Current family offering 

1. Type of plywood 

 Commercial 

plywood 

 Film faced 

plywood 

 Marine plywood 

 Commercial 

plywood 

2. 
Type of wood used for 

core veneer 

 Poplar 

 Pine 

 Eucalyptus 

 Rubber wood 

3. 
Type of wood used for 

face veneer 

 Poplar 

 Okoume 

 Meranti 

 Gurjan 

 Gurjan 

4. Type of glue 
 Moisture resistant 

 Water boil proof 
 Moisture resistant 

 

6.1.1 Type of plywood 

The current manufacturing facility produces commercial grade plywood. As a first 

step for the new market entry, a better solution is to focus on the current product rather 

than invest in changing the type of plywood. This is a better step since there are always 

risks involved in entering a new market, and there is even greater risk when also entering 

with a new product. 
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Considering the responses from the trade show, the demand for commercial 

plywood relatively equal to the film faces plywood, and much greater than marine 

plywood. Therefore it should not be difficult to find customers. 

6.1.2 Type of wood used for core veneer 

The type of wood used as core veneer is mainly poplar, followed by eucalyptus, 

and lastly pine. Since poplar is not grown in the southern part of India, a cost analysis 

should be made by considering the additional cost associated with the cost of 

transportation from northern India to southern India. With rubber wood being a better 

wood in terms of mechanical properties and durability, sticking with the same wood type 

is also a possible option, although rubber wood is more expensive compared to poplar. 

Another option would be to use eucalyptus which is grown in southern part of India. A 

decision as to which of the three available strategies is best should be made considering 

two main factors in this situation: the market demand and the cost factor.  

6.1.3 Type of wood used as face veneer 

Since the type of wood currently being used by the family firm, Gurjan, is also used 

in the UAE market, no significant effort in changing the wood type is needed. This is 

because of the limited raw material availability which are poplar, okoume, and meranti 

face veneers. No difficulty is expected in finding customers since there is an existing 

demand for the gurjan as face veneer. 
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6.1.4 Type of glue used 

The type of glue currently being used is moisture resistant urea formaldehyde glue. 

Phenolic is 50-80% more expensive than melamine and urea formaldehyde glue, but the 

phenolic plywood is 10-12 % more expensive than other types of plywood (Plywood, 

2014). Hence a decision must be made considering the cost factors associated with 

changing the glue. 

6.2 Customer 

The customer strategy currently being adopted is “as many customers as possible”; 

this same strategy should be adopted in the UAE market. The current customers of the 

family firm are wholesalers operating in northern India. Since it is difficult to find the 

wholesalers in UAE, importers operating in UAE or exporters operating in India can be 

targeted. The distribution channel that can be used should be (M)  I  T  C or (M) 

 E  T  C. This is relatively easy considering the barriers to enter a new market. 

6.3 Market area 

The current market is domestic markets in India. The market area should be 

changed to places with higher market opportunities within UAE like Dubai and Abu 

Dhabi.  

6.4 Core competencies 

With price being a major factor for selling plywood in UAE, the cost of production 

should be reduced at the same time maintaining consistency of quality. Two responding 

firms were importing plywood from India. When asked about the major obstacles faced 
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while importing plywood from Indian companies, both the companies were consistent in 

the replies. Both responding that the plywood from Indian companies lack consistency of 

thickness. This being a major challenge, our company should put special attention to the 

quality aspects of the plywood at the same time lowering the cost. Availability of cheap 

labor is an effective tool to reduce the cost of production. 

One of the options to reduce the thickness variability should be to adopt the 

manufacturing process of American hardwood companies as explained before. Still, 

attention should be given to the extra cost associated with adding a new stage in the 

assembly line. 

Another important factor for effectively selling the product is to have personal 

contacts, as personal contacts play a major role in selling plywood as explained in the 

core competency strategies of UAE firms. A logical first step would be to sell the product 

to importers operating in UAE, since it takes more time to achieve the trust of the traders. 

As traders are the firms dealing directly with the end user, they would be strict on matters 

of quality consistency. Hence, it will take time to find traders to buy our product, 

although the more profitable option would be to sell it to the traders. 
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6.5 Cost details 

Table 23: Calculation of the selling price at which plywood can be sold by Best 

Wood Industries in UAE 

Specification 
Value 

(USD) 

Current 

value for 

1000 sq.ft 

Domestic Indian selling price for 18mm commercial 

plywood per 1000 square feet, with 7% margin and cost 

of transportation to Cochin 

$600 $600 

Export duty from India 0 $600 

Local charges at cochin port per container $550  

Freight charge for 40’ FCL 500USD  

Total additional cost per 1000 sq.ft (Cochin port charge+ 

Freight charge) 
$20 $620 

Import tax in Dubai of 5% - hence tax per 1000 sq.ft $30 $650 

Other costs like clearance and transportation of 4% per 

1000 sq.ft 
$30 $680 

Domestic price for commercial plywood per 1000 sq.ft in 

UAE  
$600 -$1000  

 

Table 23 shows the analysis of the selling price at which plywood can be sold by 

Best Wood Industries in UAE.  The cost at which the firm can sell one square foot of 

commercial plywood in UAE is about $680 USD. The price at which the commercial 

plywood is sold in UAE is in the range $600 to $1000 USD. Based on the cost analysis, it 

is evident that our family firm can sell plywood within the range of price at which it is 

being currently sold in UAE market. The selling price could be increased if more quality 

control measures are added to decrease the thickness variability as discussed previously..  
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6.6 Distribution process 

 

6.6.1 Best wood Industries to Cochin port 

The plywood should be transported from Best Wood Industries located in Cochin 

district to the Cochin port. The mill is located 35 km from the Cochin port.  

Figure 16: Map showing the main steps in the distribution process 
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6.6.2 At Cochin port 

A fee of 500 USD is charged at Cochin port for filing the documents per container. 

No export duty is charged at the Cochin port. 

6.6.3 Cochin port to Dubai port 

It takes seven days for the shipment to arrive at the Dubai port form Cochin. A 

freight charge for the shipment is 550USD. Figure 16 shows the map containing 

distribution process route. 

6.6.4 At Dubai port 

If the plywood is imported to any of the free trade zones nearby to Dubai like Jebal 

Ali free trade zone, there will not be any import tax. Otherwise there is an import tax of 

5% charged at the port. Cargo is transferred to the importer using a Letter of Credit 

document. All respondents interviewed at the trade show use this process for transaction 

purposes. 

 Provided certain documents have been presented to the bank, a Letter of Credit is a 

document issued by a financial institution, assuring payment to a seller of goods and/or 

services. These are documents that prove that the seller has performed the duties under an 

underlying contract (e.g., sale of goods contract). In return for these documents, the 

beneficiary receives payment from the financial institution that issued the Letter of 

Credit. The Letter of Credit serves as a guarantee to the seller that it will be paid 

regardless of whether the buyer ultimately fails to pay. This way, the risk of the buyer  

failing to pay is transferred from the seller to the Letter of Credit issuer. The Letter of 
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Credit can also be used to ensure that all the agreed upon standards and quality of goods 

are met by the supplier, provided that these requirements are reflected in the documents 

described in the Letter of Credit (Loan universe, 2014). 

6.7 Impacts on domestic market 

The competitive advantages that Chinese companies have in the UAE market are 

due to the fact that they can provide high levels of volume per order. Some of the 

exporters interviewed have orders of about 5000  𝑀3 in a single purchase order with a 

single company. Our company currently manufactures in the range 1300 – 1600 𝑀3 per 

month. But the facility has capability of manufacturing about 2000-2500 𝑀3 per month. 

This can be increased up to about 4000 𝑀3 per month by adding a veneer dryer and a 

new hot press. The overall cost for the additional equipment would be between $150,000 

and $250,000 USD. By increasing the production capabilities the UAE market can be 

served without affecting the domestic market. 
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7. LIMITATIONS 

There are only a few studies done on the wood products industry of UAE and the 

Middle East. This limited my opportunities to obtain background information that would 

be readily available for markets like the US. As the primary research was done by 

interviewing the exhibitors during the trade show, they were busy meeting the customers, 

leading to a few denials during the show. Part of the reason for some of the denials were 

due to the fact I was a relatively younger person in the trade show; and thus few 

exhibitors were aware that I was not a potential customer for them prior to introducing 

myself. Hence they were uninterested in having a conversation with me. 

I contribute some of the reasons for denial to being a relatively younger person at 

the trade show; few exhibitors were aware that I was not a potential customer prior to me 

introducing myself.  Hence they were uninterested in having a conversation with me 

Most of the respondents interviewed were the market leaders in UAE and were 

controlling a major portion of the market. Interviewing the main players in the market 

helped to understand the important and successful strategies used by the firms operating 

in the UAE market. However the relatively small sample size limited the study from 

gathering information about entire range of products being sold and the entire range of 

practices adopted by smaller and firms who did not participate in the trade show. 

Since the exhibitors were busy meeting with customers, some of them were 

reluctant to give answers and at times were distracted during the interview. This could 

have some minor impacts on the answers obtained from such respondents. 
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Future research on the behavior of the wood products consumers and general 

attitude of the business firms in UAE is needed. Future information on the various 

marketing structures and functions of the firms operating in the UAE is also needed to 

more fully understand the complete marketing philosophies employed. 
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9.  APPENDIX 

Appendix 1- Plywood specifications 
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Appendix 2-Questionnaire 

1. Is your company dealing with structural/ nonstructural plywood or both? 

2. Please list the top 3 types of plywood your company deals with, along with the details 

3. Which type of nonstructural plywood is in most demand in the UAE market? 

4. Does your company import plywood from India? If yes, what are the benefits that your 

company expects while dealing with Indian companies? 

5. What are the major difficulties that your company faces when importing plywood from 

Indian companies? 

6. Is China considered the market leader in the plywood market in the UAE? If yes, why? 

7. Which are the major countries that your company imports plywood from? 

 

 

 

 

 

 

 

 

 

8. Which products can substitute for plywood? Why? 

 

9. Is your company operating in any of the free trade zones to prevent taxation? Which is the 

most favorable free trade zone for plywood? 

 

10. Please show the different types of distribution channels your company uses and your position 

in it, 

 

 

China 

Malaysia 

Indonesia 

India 

Finland 

Russia 

New Zealand 

Brazil 

France 

Germany 

Spain 



96 

 

 

 

 

 

 

 

11. What are typical end uses (users?) for your company’s products?  

 

 

 

 

 

 

 

 

12. What are the major market areas inside and outside of UAE where your company sells 

plywood? 

 

13. Which are the top three things that have allowed your company to beat the competition? 

Low cost Contacts Quality 

Experience Larger company size Fast delivery 

Better customer relations Certification Brand name 

Location Higher inventory level Other 

 

14. What are the major obstacles that your company has faced while importing or selling 

plywood? 

 

15. What are the current trends in the market for plywood in UAE? Will there be growth in the 

demand for plywood in the future? How will the Dubai expo 2020 impact the plywood 

market? 

 

Exporter  Supplier  Wholesaler  Customer 

Exporter  Importer  Supplier  Distributor  Customer 

Importer  Wholesaler  Industrial customer 

Other 

Furniture manufacturing 

Residential building construction 

Retail building construction (malls, shops, hotels, office etc.) 

Interior designing 

Packaging 

Concrete formwork 

Other 
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16. Does your company think, having a plywood manufacturing facility within UAE will help 

your company to become a better market player? Why? 

 

17. What are the extra costs wholesalers incur while selling plywood in the UAE market 

including the tax, transportation cost etc.? 

 

 

 

 

 

 

 

 

18. What is the typical margin added by wholesalers in the UAE marketplace? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0-4 % 

5-9 

10-14% 

15-19% 

20-24% 

25-29% 

Don’t 

know 

0-2 % 

3-5 % 

6-8% 

9-13% 

14-20% 

20-30% 

Don’t 

know 
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19. What is the average monthly purchase/sales of plywood for your company in UAE? 

0-200 𝒎𝟑       

201 – 400  𝒎𝟑 

401 - 600 𝒎𝟑 

601 - 800𝒎𝟑 

801 - 1000 𝒎𝟑 

1001-1500 𝒎𝟑 

1501-2000 𝒎𝟑 

Don’t know 

 

 

 

 


