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The barriers of a digital marketing strategy in the construction and manufacturing sector: A South Wales Study
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1. [bookmark: _Toc25518597]Introduction

This dissertation will be aiming to analyse the reasoning behind the lack of strategy integrated in the construction and manufacturing sectors digital marketing within the South Wales area. There has been previous research to find out how many SME have a defined digital strategy, which concludes that 45% do not. (Allen, 2019) Even though in this research report it showed the results, it does not state the reason why the companies that took part do not have a digital strategy, instead it pushes more to convince the companies that they should have one. (Chaffey, 2019) The research that will be conducted will aim to understand why nearly half of SMEs do not have a strategy defined into their digital marketing. There has been a similar study done looking at the ‘digital and social media marketing in the B2B industrial section’ (Mero, et al., 2012) This study used a quantitative research method to generate their answers. This research highlighted what the company’s that participated in the research main objectives were for the digital marketing, which found that brand awareness and enhancing brand image at the top of the list. This is useful information for the research, although there may be a difference of the results due to location of the businesses. A complete literature review of the previous research and academic literature will be included in the finished dissertation paper.

1.1. [bookmark: _Toc25518598]Rational

The reason that this topic is going to be researched into is because the author has experienced first-hand the lack of strategy in digital marketing during employment. This has led to them finding out if it is a common problem in SME’s in the construction and manufacturing sector. After finding out that other organisations face this problem, the researcher would like to look in depth on why 45% of companies do not have a strategy in their digital marketing. 

“A digital marketing strategy is needed to provide consistent direction for an organisation’s online marketing activities so that they can integrate with its other marketing activities and support its overall business objectives” (Chaffey, 2012)

1.2. [bookmark: _Toc25518599]Aims and Objectives

The main aim of this dissertation is to critically analyse the barriers of the adoption of a strategy in the digital marketing of SMEs in the construction and manufacturing industry. In order to be able to fully complete this main aim the following goals will need to be met:

· To evaluate previous research on digital strategy in the construction and manufacturing sectors and develop greater understating by reading literature on the subject.

· To carry out an insightful interview with participants to fully understand the obstacles that the organisation they represent faces when creating a digital strategy.

· To present useful recommendations on ways to overcome the challenges that SMEs in the industry of construction and manufacturing face when attempting to expand their business on to the digital market.

Introduction

2. [bookmark: _Toc25518600]Research Design and Methodology

Research has been defined as “The systematic collection and interpretation of information with a clear purpose, to find things out” (Saunders, et al., 2007) 

[bookmark: _GoBack]Research comes in various forms, and different methods will be used to complete the research. Research can be primary or secondary and both will be used. Primary research is that of which that has been collected by the researcher and secondary research is data that has been collected by another researcher. (Hox & Boeije, 2005) There are also two popular used data collection methods which are qualitative and quantitative. These will be spoken about in depth in the following chapters and will also state which method will be used for the research.

It is important to have an understanding of different research methods, as doing so will aid the decision of what type of method that will be used to collect data.  There are a number of routes that can be taken for research which is shown in the research onion below.

[image: ]
Figure 2.1 – The Research Onion (Saunders, et al., 2007)

The research onion consists of various layers that are connected to a specific stage of the research. If followed from the outer layer towards the centre, there can be a clear route to creating a successful research strategy. The research onion is a popular strategy for research and we used correctly can provide the researcher with the best data and analysis for the question that is being researched. (Saunders, et al., 2007)

2.1. [bookmark: _Toc25518601]Philosophy 

There are two main philosophies which are positivism and interpretivism. Positivism requires quantitative research and interpretivism requires qualitative research. Neither one of the philosophies are better or worse than one another, but researcher may prefer one in particular. (Podsakoff, et al., 2010) This research will use the interpretivism philosophy, which will require methods of qualitative research. This type of philosophy accepts that there are multiple knowledges and knowledges is highly dependent on time and location. It is important to highlight the philosophy methods because the philosophy chosen can differ on the goals of the research and on the best way to achieve them. (Goddard & Melville, 2007) 

2.2. [bookmark: _Toc25518602]Sampling 

The type of sampling that will be used to collect the data will be purposive sampling. Purposive sampling is “non-probability sampling procedure in which the judgement of the researcher is used to select the cases that make up the sample.” (Saunders, et al., 2007) The researcher will use their own judgement to choose the participants. The sample will not be limited to the demographics of the participants, but more on their job title because they will need to be knowledgeable of the marketing strategy of their business. If they do not understand this then the participant will not be able to give the researcher, the needed data for the research. 

2.3. [bookmark: _Toc25518603]Data Analysis & Collection

2.3.1. [bookmark: _Toc25518604]Qualitative

The meaning of “Qualitative Research usually emphasizes words rather than quantification is the collection and analysis of data” (Bryman & Bell, 2007, p. 731), which focuses more on the use of numbers in research. To gain qualitative data for the research, interviews will be taken place to obtain richer information from the participant. For the research, the participants will need to have an idea of the company’s strategy and marketing in order to be able to receive the correct and most information of the subject. In this case, the ideal participants would be business owners or directors and managers of an organisation. 

2.3.2. [bookmark: _Toc25518605]Method of Collection


As the research will primarily be getting information from interviews, the main collection of the data will be from a voice recorder. The researcher will make contact with potential participants to discuss with them to plan an interview, hopefully six participants will take part and this number should be able to give the researcher an in depth understanding on why the business they represent may not have a digital strategy. The information that is received will be input into a software programme called ‘Nvivo’ and made sure that all the data is accurately entered.

2.3.3. [bookmark: _Toc25518606]Limitations

There are many limitations from getting information from qualitative research. Some of these limitations can include how time consuming the data analysis and interpretation can be, how the presence of the researcher can influence the response from the participant and the results of the data may be difficult for the researcher to visualise. (Anderson, 2010) 

2.3.4. [bookmark: _Toc25518607]Ethical Risks 

The ethical risks involved in this research involve private information of the company, such as their strategy have a risk of being shown to the public. All participants will remain anonymous and will be over the age of eighteen, all of the information that will be collected will be remain confidential, which includes the company that is being represented, and the information will be stored in a secure place where only the researcher will know the password. 

Research

3. [bookmark: _Toc25518608]Resources and Planning

3.1. [bookmark: _Toc25518609]Resources 

The research will make use of secondary resources that are available from the university, such as the library and also the online library which has access to journals and articles. The internet will also be used to provide resources, such as Google Scholar and the Smart Insights Website which provides reports. These resources will be put to use in the literature review in order to provide a deeper understanding of the subject area. The Primary data will be accumulated by interviews with participants and will be analysed using the ‘Nvivo’ which is being provided by the university. All of the hardware such as the laptop for the Nvivo software and the voice recorder will be the researchers own equipment. 

3.2. [bookmark: _Toc25518610]Planning

“One way of keeping track of your research project is through the use of a Gantt Chart because they can help to plan, coordinate and track specific tasks in the research project by providing a graphical illustration.” (Bryman & Bell, 2007) The following figure will show a Gantt Chart for this research project whilst providing a visual illustration of the tasks that will need to completed in order to complete the research with no problems by the deadline.

[image: ]
Figure 4.1 – Gantt Chart
Planning
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