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Abstract 

This study assesses the optimal market entry strategy for Enterprise Holdings Incorporated (EHI) within Singapore’s 
automotive rental industry. As one of the world’s leading vehicle rental companies, EHI has established a strong 
international presence across several regions; however, expansion into Asia presents unique opportunities and 
challenges due to the region’s diverse economic, cultural, regulatory, and competitive environments. Singapore, as a 
politically stable and economically advanced nation with a highly developed transport and tourism infrastructure, offers 
significant potential for growth within the automotive rental sector. The research evaluates the Singaporean market by 
analysing key macro-environmental factors, including political, economic, socio-cultural, technological, legal, and 
environmental conditions. A SWOT analysis was also conducted to identify the strengths, weaknesses, opportunities, 
and threats associated with EHI’s potential expansion into Singapore. In addition, the study examines the strategies and 
market structures of leading competitors currently operating within Singapore’s automotive rental industry to identify 
market gaps and opportunities for differentiation. The study adopts a mixed-methods approach using qualitative and 
quantitative secondary data sources. Academic literature, industry reports, tourism statistics, and market analyses were 
reviewed alongside data obtained from credible institutions such as the World Bank, International Monetary Fund 
(IMF), and Singapore government publications. These sources were used to evaluate market attractiveness, consumer 
behaviour, infrastructure readiness, taxation policies, and the broader investment climate. Findings indicate that 
Singapore’s stable political environment, favourable GDP growth, competitive corporate tax policies, advanced 
infrastructure, and mature consumer market create a supportive environment for foreign investment. However, factors 
such as intense competition, market maturity, and evolving consumer preferences require EHI to adopt a carefully 
tailored entry strategy. The study concludes by recommending a sustainable and market-specific strategy that aligns 
with Singapore’s regulatory framework, customer expectations, and competitive dynamics, thereby positioning EHI for 
long-term success within the Singaporean automotive rental industry. 
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1. Introduction

This report examines the potential market entry of Enterprise Holdings Incorporated (EHI) into Asia, with a specific 
focus on Singapore. EHI is one of the world’s leading car rental companies, operating across 90 countries with over 
80,000 employees and generating approximately $30 billion in revenue in 2022 (MarketLine, 2023). 

Singapore presents a strong opportunity for EHI due to its strategic location at the southern tip of the Malay Peninsula, 
making it a major maritime and commercial hub in Southeast Asia (Bhalerao, 2023). The country’s advanced transport 
infrastructure, including world-class airports, roads, and ports, provides an enabling environment for transportation 
and rental services (Bhalerao, 2023). In addition, the strong bilateral trade relationship between the United States and 
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Singapore, valued at approximately USD 70 billion, reflects a stable and favourable business climate for foreign 
investment (Ng, 2017). Strong economic and political ties between host and parent countries are important factors that 
support international business expansion and investment security (Qlan, 2019). 

1.1. Research Aim and Objectives 

The aim of this report is to provide a strategic roadmap for EHI’s business development and market entry into Singapore 
through market research and evaluation. The objectives are: 

• To evaluate the Asian market with a focus on Singapore 
• To identify factors that may affect EHI’s market entry into Singapore 
• To determine the most suitable market entry strategy for EHI based on its global operations 

1.2. Key Performance Indicators (KPIs) 

The following KPIs will be used to assess EHI’s potential performance in Singapore: 

• Consolidated revenue and profit 
• Shared services utilization 
• Brand awareness and customer perception surveys 
• Subsidiary growth potential 

1.3. Research Questions 

• How can the Asian market, particularly Singapore, be evaluated for EHI’s operations? 
• What factors could affect EHI’s entry into Singapore’s market? 
• What market entry strategy would best align with EHI’s global business structure? 

1.4. Scope of the Project 

This project focuses on EHI’s potential expansion into Asia by examining different market entry strategies and 
identifying the most suitable approach for Singapore’s automotive rental industry. 

2. Literature review 

2.1. Market Analysis 

Singapore’s car rental industry plays an important role in supporting the country’s economy and tourism sector. The 
market consists of both international and local operators offering a variety of vehicle rental services. Industry growth 
is influenced by government regulations, technological advancement, and changing consumer preferences (MarketLine, 
2021). The increasing adoption of digital booking systems and environmentally sustainable transportation, particularly 
electric and hybrid vehicles, has also shaped the sector (MarketLine, 2021). 

According to Statista (2022), Singapore’s car rental market is expected to experience steady growth, driven by 
increasing tourism, business travel, and online rental services. However, rising inflation and global supply chain 
disruptions may affect operational costs and consumer spending within the industry (MarketLine, 2022). 

2.2. Competitor Analysis 

Major competitors within Singapore’s car rental market include Avis Budget Group, Hertz Corporation, and Sixt SE. Avis 
Budget Group benefits from a strong global network and large fleet size, while Hertz operates across multiple 
international markets with diversified rental services (MarketLine, 2023). Sixt SE is recognized for its strong European 
brand presence and technology-driven mobility services (MarketLine, 2023). 

Despite their strengths, these firms face challenges such as increasing competition, operational costs, fuel price 
fluctuations, and changing consumer demands. Their presence highlights the competitive nature of Singapore’s 
automotive rental industry and the importance of strategic differentiation for EHI. 
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2.3. Relevant Literature Exploration 

The literature emphasizes the importance of evaluating political, economic, socio-cultural, technological, legal, and 
environmental factors before entering a foreign market. PESTLE and SWOT analyses are commonly used to assess 
market conditions, risks, opportunities, and competitive positioning within international business environments. 

2.4. PESTLE Analysis 

Singapore’s stable political environment and pro-business policies make it attractive for foreign investment (Trading 
Economics, 2023; EDB, 2023). Economically, the country benefits from high GDP per capita, strong tourism activity, and 
a stable business climate, all of which support demand for transportation services (Economist Intelligence, 2023; 
Singapore Tourism Board, 2023). 

Socio-cultural factors are also important due to Singapore’s multicultural population and linguistic diversity, requiring 
businesses to adapt services to local consumer preferences (Hofstede, 2001; Kotabe & Helsen, 2020). Technologically, 
Singapore’s advanced digital infrastructure provides opportunities for innovation in online booking systems, fleet 
management, and customer engagement (Woo, 2018; Thales, 2023). 

Legally, EHI must comply with Singapore’s transport regulations and licensing requirements to operate successfully 
(Land Transport Authority, 2021). Environmental concerns and government support for electric vehicles also 
encourage businesses to adopt sustainable transportation solutions (Ministry of Transportation, 2022). 

2.5. SWOT Analysis 

Singapore’s strengths include political stability, favourable tax policies, strategic geographic location, and a business-
friendly environment that supports foreign direct investment (BTI Transformation Index, 2022; Economist Intelligence, 
2023). However, challenges such as high operating costs, intense market competition, and regulatory complexity may 
affect market entry and operations (Investment Climate, 2022; Kwan, 2023). 

Opportunities for EHI include technological innovation, regional expansion, sustainability initiatives, and strategic 
partnerships within Singapore’s transport and tourism sectors (Global Innovation Monitor, 2022; Kotabe & Helsen, 
2020). Threats include declining foreign direct investment trends, terrorism concerns, and strong existing competition 
within the market (MarketLine, 2023). 

2.6. Theoretical Frameworks for Market Entry 

Several theories explain international market entry strategies. Internalization Theory suggests that firms should 
internalize operations to protect proprietary knowledge and maintain competitive advantage (Buckley & Casson, 1976). 
The Resource-Based View (RBV) argues that companies can leverage unique resources and capabilities to compete 
internationally (Barney, 1991; Yang & Morgan, 2011). Institutional Theory highlights the importance of adapting to a 
country’s legal and regulatory systems when entering foreign markets (DiMaggio & Powell, 1983). Similarly, the Uppsala 
Model recommends gradual international expansion through incremental learning and reduced market risk (Johanson 
& Vahlne, 1977). 

2.7. Market Entry Strategies 

Common market entry strategies include joint ventures, franchising, greenfield investment, and acquisitions. Joint 
ventures allow firms to share risks and benefit from local expertise (Hult, 2019). Franchising supports rapid expansion 
with lower investment costs, while greenfield investment provides greater operational control but requires significant 
resources (Griffin & Pustay, 2015). Acquisitions offer quick market access through established operations and customer 
bases (Griffin & Pustay, 2015). 

2.8. Selected Strategy: Joint Venture 

The literature suggests that a joint venture is the most suitable strategy for EHI’s entry into Singapore. Joint ventures 
allow EHI to benefit from local market knowledge, regulatory understanding, and shared operational risks (Hult, 2019). 
This strategy is particularly important in Singapore due to the country’s regulatory environment, high operating costs, 
and competitive market structure (MarketLine, 2023). 
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Additionally, local partnerships can help EHI better understand customer preferences and adapt its services to 
Singapore’s multicultural environment (Peng, 2019). Therefore, a joint venture provides EHI with a flexible and 
sustainable approach for entering Singapore’s automotive rental industry. 

2.9. Gaps in Previous Research 

Existing literature provides limited analysis of EHI’s potential entry into Asian markets, particularly regarding cultural 
adaptation, consumer behaviour, digital integration, and regulatory challenges. There is also insufficient research 
comparing the effectiveness of different market entry strategies within the Asian automotive rental industry. 

Future studies should examine how EHI can adapt its services to diverse Asian cultures, use digital platforms effectively, 
and respond to varying legal and socioeconomic conditions across regional markets (Hofstede, 1984; Brouder et al., 
2019; Molla & Licker, 2005). 

3. Method 

3.1. Research Design 

This study adopted a mixed-methods research design, combining qualitative and quantitative data to provide a 
comprehensive analysis of Singapore’s automotive rental market and EHI’s potential market entry strategy. The 
approach supports the study’s objective of evaluating market opportunities, customer preferences, and competitive 
conditions in Singapore. 

3.2. Data Collection Methods 

3.2.1. Qualitative Data Collection 

Qualitative research was used to gain insights into market conditions, consumer behaviour, and strategic factors 
affecting EHI’s expansion into Singapore (Bhandari, 2020). Secondary sources such as academic journals, industry 
articles, and tourism reports from platforms including JSTOR, ProQuest, and Google Scholar were reviewed. These 
sources provided information on cultural factors, customer preferences, and business conditions relevant to EHI’s 
operations in Singapore. Tourism trends, including visitor patterns and transportation preferences, were also analysed 
to identify opportunities within the car rental sector. In addition, insights from interviews and business publications, 
including the Harvard Business Review interview with EHI Executive Chairman Andrew Taylor, were examined to 
understand EHI’s international expansion approach. 

3.2.2. Quantitative Data Collection 

Quantitative research focused on analysing statistical and numerical data to evaluate Singapore’s economic and industry 
conditions (QuestionPro, 2023). Secondary data were obtained from reliable sources such as the World Bank, 
International Monetary Fund (IMF), MarketLine, Euromonitor, Deloitte, and McKinsey & Company. The data included 
indicators such as GDP growth, income levels, tourism trends, customer behaviour, and competitive market statistics. 
Regulatory reports from the Monetary Authority of Singapore (MAS), Ministry of Transportation, and Ministry of Trade 
and Industry were also reviewed to assess legal and operational requirements for foreign car rental firms. 

3.3. Data Analysis 

The study applied triangulation by combining qualitative and quantitative findings to strengthen the reliability of the 
analysis. Economic indicators and industry statistics were used to assess market attractiveness, while qualitative 
content analysis helped identify factors influencing consumer behaviour, competition, and market entry conditions in 
Singapore (Seng, 2005). 

4. Results and findings 

4.1. GDP Growth Rate 

Singapore's GDP growth rate for 2021 was an impressive 8.88%, as shown in Figure 1. This growth is attractive for EHI, 
considering its plans for market entry. However, high GDP growth can come with challenges that demand thorough 
examination. While an increase in GDP indicates business and investor interest, it's vital not to base decisions solely on 
this figure, as it may hide economic bubbles or sector-specific downturns.  
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Figure 1 GDP Growth Rate 

GDP growth can also lead to increased competition, possibly resulting in market saturation and reduced profitability 
(Guriev & Papaioannou, 2022). Rapid economic growth can strain infrastructure, and in EHI's operational sector, this 
might exacerbate transportation, logistics, and bureaucratic challenges (Chowdhury et al., 2019). Singapore's open 
economy makes it susceptible to global economic changes, meaning a rapid downturn is possible, affecting unprepared 
businesses (Charnysh et al., 2023). For EHI, diversification across sectors can counteract these risks. Continuous 
monitoring of local and global economic conditions is crucial for strategic adjustment. Collaborating with local 
businesses can provide insights into the Singaporean market's nuances. 

4.2. Market Growth Rate 

Singapore's consumer market growth rate reveals a challenging landscape for EHI. With only a 0.2% growth, the market 
seems mature, indicating most consumer demands have been addressed. This maturity suggests intense competition 
and challenges for new businesses like EHI (Adam & Alarifi, 2021). This slow growth might stem from global economic 
worries, local uncertainties, and demographic shifts (Doeringer & Piore, 2020). Despite this, niche sectors could offer 
opportunities (Chen et al., 2022). A stagnant growth could result in price wars and decreasing profit margins unless 
addressed with innovative strategies (Crespo-Cuaresma et al., 2014). EHI's need for differentiation and innovation is 
crucial in such competitive markets (De-Haas et al., 2019). To navigate this, EHI should invest in market research, and 
operational efficiencies, diversify offerings, and explore new markets to maintain profitability and brand recognition. 

 

Figure 2 Market Growth Rate 
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4.3. Population Size and Population Growth Rate 

Singapore's demographic landscape boasts a population of 5.64 million with a growth rate of 3.5%, suggesting a rising 
consumer demographic and posing questions about infrastructure and market shifts. A growing population usually 
hints at a widening consumer base, offering businesses chances for expansion. However, it can strain infrastructures 
like transportation and housing, leading to business challenges and opportunities (Wang et al., 2020). A 3.5% growth 
rate potentially indicates a younger demographic influencing workforce and consumer trends (Otsuka & Otsuka, 2017). 
Immigration's role in this growth means EHI must consider diverse cultural expectations affecting its operations, from 
product offerings to marketing (Yang et al., 2017). Population increase can reshape the real estate landscape, affecting 
property prices and business strategies (Teng, 2014). Therefore, EHI should strategically segment its offerings and 
collaborate in infrastructure projects. Embracing geospatial analytics can further aid in understanding the spatial 
implications of population growth on business locations. 

 

Figure 3 Population size VS growth rate 

4.4. Presentation of Findings from Secondary Data 

4.4.1. Political Stability Index 

According to a report from the World Bank, Singapore boasts a commendable Political Stability Index score of 7, 
showcased in Figure 4.2. This score underscores Singapore's favorable political environment, a potential advantage for 
companies like EHI considering market entry. However, comprehending the nuances of this stability is paramount 
(Glass & Newig, 2019). A high score in the Political Stability Index often signifies predictable policymaking, allowing 
businesses to forecast and plan more confidently. Still, it's essential to stay vigilant against unforeseen policy shifts that 
might surprise markets (Glass & Newig, 2019). Singapore's political stability hints at a centralized decision-making 
governance, which, while efficient, could sometimes limit diverse inputs in policy-making (Acemoglu et al., 2019; Li et 
al., 2019). Moreover, prolonged stability could sometimes lead to complacency, potentially reducing a system's 
adaptability to unforeseen challenges (Shiller, 2020). The internal political climate of a country inevitably influences its 
foreign relations. For stable nations like Singapore, understanding the broader geopolitical context, especially how it 
impacts trade and regional policies, is vital for businesses (Kotler et al., 2010). However, while an index score offers a 
quick snapshot, it's essential to dig deeper. Companies must understand local complexities, sentiments, and other 
factors not immediately evident in global rankings (Chaithanapat et al., 2022). 

4.4.2. Taxation Policies 

Singapore, as outlined by the Inland Revenue Authority of Singapore (IRAS) in 2021, has a corporate tax rate of 17%, 
established to promote competitiveness and attract investment. This attractive rate, one of the lowest globally, 
encourages both local business continuity and foreign investment (Devereux et al., 2020). However, it's essential for 
companies to understand the broader implications of such a rate. A lower tax rate might be beneficial, but it's susceptible 
to misuse, like Base Erosion and Profit Shifting (BEPS) by multinational companies (Heider & Ljungqvist, 2015). The 
17% rate can boost post-tax profits, giving businesses more cash flow for reinvestments or dividends (Sikka, 2013). 
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However, it's crucial for globally operating companies to consider how lower tax rates in one jurisdiction compared to 
another might affect public perception. Effectively balancing financial gains, corporate social responsibility (CSR) 
initiatives and transparent tax reporting can reduce reputational risks (Kawano and Slemrod, 2016). Companies must 
stay updated on potential tax reforms (Basri et al., 2021) and ensure adherence to local and international tax standards. 

For companies like EHI, transparent tax reporting and strengthening CSR activities can mitigate reputational risks. 
Transparent tax practices show accountability and reduce tax avoidance perceptions. Enhanced CSR efforts highlight a 
company's commitment to broader societal and environmental issues, fostering trust among stakeholders. 

5. Discussion of results 

5.1. Objective 1 

The market research for EHI’s entry into Singapore was conducted using triangulation, which combines qualitative and 
quantitative data sources (Jick, 1979). Industry reports, tourism trends, academic literature, and economic data were 
analysed to provide a broad understanding of Singapore’s automotive rental market. The findings showed that 
Singapore offers a favourable environment for EHI due to its political stability, strong business environment, advanced 
infrastructure, and support for foreign investment. The research also helped identify customer preferences, market 
opportunities, and competitive conditions, enabling EHI to develop strategies tailored to the Singaporean market. In 
summary, the combination of qualitative and quantitative analysis allowed EHI to evaluate the market effectively and 
identify opportunities for sustainable growth in Singapore. 

5.2. Objective 2 

The study identified several factors that could influence EHI’s market entry into Singapore, including economic 
conditions, political stability, competition, and regulatory requirements. Findings suggest that risk mitigation strategies, 
rather than risk transfer approaches, would be more suitable for EHI’s expansion. These include the use of financial 
planning, contractual agreements, and network-based support systems. Competitor analysis of companies such as Avis 
Budget Group, Hertz Corporation, and Sixt SE provided insights into existing market practices and competitive 
positioning within Singapore’s car rental industry. This analysis highlighted the need for EHI to develop a strong Unique 
Selling Point (USP) through competitive pricing, service quality, and customer-focused offerings. Although economic 
challenges such as inflation and supply chain disruptions were identified, Singapore’s stable political environment and 
positive business perception continue to make it an attractive market for foreign investment. 

5.3. Objective 3 

The study evaluated EHI’s previous international market entry strategies, including acquisitions, greenfield 
investments, and partnerships. Acquisitions provide immediate access to existing customer bases and faster revenue 
generation but may create integration challenges (Tan, 2009). Greenfield investments offer greater operational control 
and flexibility but require substantial financial resources and involve higher risks. Partnerships and joint ventures 
reduce market entry risks by combining local expertise with EHI’s global capabilities. The findings suggest that no single 
market entry strategy is universally effective. Instead, EHI has historically adopted a combination of strategies 
depending on market conditions and business objectives. For Singapore, the research indicates that a partnership or 
joint venture approach would be most suitable due to the country’s competitive environment, regulatory structure, and 
need for local market knowledge. The study also highlighted the importance of market-specific factors such as customer 
preferences, infrastructure, competition, and regulatory compliance in designing a successful market entry strategy. 
Additionally, financial and operational resources were identified as critical requirements for establishing sustainable 
operations within Singapore’s automotive rental industry. 

5.4. Comparison with Previous Research 

Previous research shows that EHI commonly uses acquisitions, partnerships, and greenfield investments when 
expanding internationally. Studies and company reports indicate that acquisitions allow EHI to establish a rapid market 
presence by leveraging existing customer bases and operational structures. For example, EHI’s acquisition of Alamo and 
National helped strengthen its market position while maintaining a gradual integration approach, reducing cultural and 
operational conflicts. Overall, the findings of this study align with previous research, which emphasizes the importance 
of flexibility, local market understanding, and strategic partnerships in achieving successful international expansion. 
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6. Conclusion 

This study assessed the optimal market entry strategy for Enterprise Holdings Incorporated (EHI) within Singapore’s 
automotive rental industry. Through the analysis of political, economic, socio-cultural, technological, legal, and 
environmental factors, the research identified Singapore as an attractive and strategically important market for 
international expansion. The country’s stable political environment, strong economy, advanced infrastructure, 
favourable tax system, and growing tourism sector create significant opportunities for EHI’s long-term growth. The 
study also examined the competitive landscape of Singapore’s car rental industry, focusing on major competitors such 
as Avis Budget Group, Hertz Corporation, and Sixt SE. The findings revealed that although the market is highly 
competitive and mature, opportunities still exist for EHI to differentiate itself through strong customer service, 
technological innovation, sustainability initiatives, and strategic partnerships. Using both qualitative and quantitative 
research methods, the study evaluated different market entry strategies available to EHI, including acquisitions, 
greenfield investments, partnerships, and joint ventures. Based on the findings, a partnership or joint venture strategy 
was identified as the most suitable approach for EHI’s expansion into Singapore. This strategy would allow the company 
to benefit from local market knowledge, shared operational risks, and improved regulatory compliance while 
maintaining flexibility within a competitive market environment. Overall, the research concludes that Singapore 
presents a viable and sustainable opportunity for EHI’s international expansion. However, successful market entry will 
depend on the company’s ability to adapt to local consumer preferences, manage competitive pressures, comply with 
regulatory requirements, and maintain continuous market evaluation. By adopting a market-specific and flexible 
strategy, EHI can establish a strong presence and achieve long-term success within Singapore’s automotive rental 
industry. 

Recommendation 

Based on the findings of this study, several recommendations are proposed for future research and business practice. 
First, organizations seeking international expansion should prioritize strategic market research to identify niche 
opportunities, understand evolving consumer preferences, and respond effectively to changes within mature industries 
such as the automotive rental sector. Second, future studies should examine the role of local partnerships and 
stakeholder engagement in supporting successful market entry. Collaboration with local businesses, regulatory bodies, 
and communities can provide valuable market insights, improve operational effectiveness, and strengthen brand trust. 
Third, continuous monitoring of political, economic, technological, and social developments is recommended. Regular 
evaluation of these factors will help firms anticipate market changes, manage risks effectively, and adapt their strategies 
to dynamic business environments. Finally, future research should further explore the importance of ethical business 
practices in international expansion. Areas such as regulatory compliance, transparent reporting, sustainability 
initiatives, and corporate social responsibility (CSR) should be examined to understand how ethical conduct contributes 
to long-term business success and reputation in foreign markets. 
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