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1. [bookmark: _Toc225882074]CHAPTER 1. INTRODUCTION:
1.1. [bookmark: _Toc225882075]Introduction:

The UK construction industry represents a major pillar of the national economy, generating billions of pounds each year and providing employment for a substantial proportion of the workforce. According to Statista (n.d.), in 2024 the sector employed approximately 2.06 million people, while the total workforce, including self-employed individuals, reached around 2.65 million. This number is projected to rise to 2.75 million by 2029. Furthermore, the overall value of construction output in the UK was estimated at £193.9 billion in 2023 (Statista, n.d.). Despite its economic importance, the industry faces increasing challenges in attracting and retaining clients due to intensified competition, evolving customer expectations, and the rapid development of digital marketing platforms (Tiago and Veríssimo, 2014).
Understanding the influence of marketing strategies on consumer behaviour within this sector is therefore essential. Modern consumers are increasingly knowledgeable and selective, often researching construction companies online, comparing available services, and relying heavily on customer reviews before making purchasing decisions. As a result, traditional marketing approaches are no longer sufficient on their own (Kotler and Keller, 2016).
This research focuses on small and medium-sized enterprises (SMEs) operating within the UK construction industry, particularly those delivering residential and commercial services. As highlighted by (Mokhtariani, Sebt & Davoudpour, 2017), construction firms must adapt their marketing practices by incorporating tools such as social media engagement, digital advertising, and strong corporate branding in order to remain competitive. However, many SMEs lack structured marketing strategies, which can limit business growth and weaken long-term customer relationships (Biletskyi,2022). 
Consequently, this study will address the gap by identifying the most effective marketing strategies for influencing consumer perceptions, building trust, and encouraging purchasing decisions in the UK construction industry. The findings will offer practical insights to help construction businesses enhance their competitiveness, strengthen client relationships, and respond more effectively to the evolving marketing landscape.



1.2. [bookmark: _Toc225882076]Background of the research and Problem statement:

The UK construction industry is a key contributor to the national economy, employing millions of people and generating substantial economic output. However, the sector has become increasingly competitive due to market saturation, evolving consumer expectations, and rapid digitalisation. Clients now actively research construction firms online, compare services, and rely on reviews and digital content before making purchasing decisions.
As a result, marketing strategies such as digital advertising, social media engagement, branding, and online reputation management have become increasingly important in influencing consumer behaviour (Kotler and Keller, 2016). Despite this shift, many construction firms—particularly small and medium-sized enterprises (SMEs)—continue to rely heavily on traditional marketing methods, including word-of-mouth and local advertising, which may no longer be sufficient on their own.
Although marketing has been widely examined in other industries, limited research exists on its impact within the UK construction sector, especially in relation to SMEs. This creates a need for focused research to understand how modern marketing strategies influence consumer perceptions, trust, and purchasing decisions in the construction industry.
Despite the increasing importance of marketing in shaping consumer behaviour, many construction companies in the UK—especially small and medium-sized enterprises—do not fully understand which marketing strategies are most effective in attracting and retaining clients (Fill and Turnbull, 2019).The industry has traditionally relied on reputation and word-of-mouth recommendations; however, changing consumer expectations and the rise of digital information sources have reduced the effectiveness of these methods when used in isolation.
The lack of clear, evidence-based marketing frameworks has led to missed opportunities for client engagement, weakened brand visibility, and reduced competitiveness among construction SMEs. Furthermore, insufficient understanding of consumer behaviour in response to modern marketing strategies may result in ineffective allocation of marketing resources and limited customer trust (Fill and Turnbull, 2019).
Therefore, the core problem addressed by this research is the absence of empirical insight into how marketing strategies influence consumer behaviour within the UK construction industry. By identifying the marketing approaches that most strongly impact consumer perceptions, trust, and purchasing decisions, this study seeks to address this knowledge gap and provide practical guidance for construction businesses operating in a rapidly evolving marketing environment.
1.3. [bookmark: _Toc225882077]The research aims and objectives:

This research aims to explore the impact of marketing strategies on consumer behaviour in the UK construction industry, with particular attention to how various marketing tools, channels and techniques influence customer perceptions and decision-making processes. 
1.3.1. [bookmark: _Toc225882078]Objectives.
· To determine the marketing strategies most widely adopted in the UK construction sector;
· To assess how digital marketing contributes to forming consumer perceptions and influences their purchasing choices within the construction industry;
· To propose recommendations that can help construction companies design marketing strategies that positively influence consumer behaviour.

1.4. [bookmark: _Toc225882079] Research Questions :
Understanding marketing within the UK construction industry is essential, because the sector is highly competitive and consumer choices are influenced by multiple factors. As customer expectations shift and digital platforms become increasingly important, construction businesses must adapt their marketing approaches to remain relevant (Pushkar, Zhovtiak & Serohina, 2024). 
Clearly defined research questions to help guide the investigation, ensuring a structured analysis of how marketing strategies affect consumer behaviour and how companies can improve their outreach.
1.4.1. Research Questions:

1.	What types of marketing strategies are most frequently implemented by construction firms in the UK?
2.	In what ways do digital marketing tools—such as social networks, company websites, and online customer reviews—affect consumer behaviour in the construction sector?
3.	How can construction companies in the UK enhance their marketing strategies to more effectively influence customer choices?.

1.5. [bookmark: _Toc225882080]Rationale/Importance of the Research:

The UK construction industry is highly competitive and dominated by small and medium-sized enterprises (SMEs), where attracting and retaining clients depends heavily on trust, reputation, and perceived service quality. Despite this, marketing practices in construction have historically been less formalised than in other service sectors, with many firms relying primarily on word-of-mouth and personal networks rather than strategic marketing approaches (Mangold & Faulds, 2009). However, increasing digitalisation and customer access to online information have transformed how consumers search for, evaluate, and select construction providers. Clients now compare contractors through websites, online reviews, and social media presence, making marketing strategies a critical determinant of consumer behaviour. Understanding how specific marketing strategies influence customer perceptions and purchasing decisions is therefore essential for construction firms seeking competitive advantage and business growth in the UK market (Kotler & Keller, 2016). This research addresses this need by examining the impact of marketing strategies on consumer behaviour within the UK construction context.

1.6. [bookmark: _Toc225882081]Methodology (Secondary-Based Approach):

This study adopts a secondary, desk-based research design. It will draw entirely on existing information, including academic literature, industry analyses, government documents and reputable online materials. This method is appropriate because a significant amount of published data already exists on marketing practices, consumer behaviour and the UK construction sector (Hardy and Davies, 1983).
1.6.1 Data Sources:
The research will utilise a wide range of secondary sources, including:
· Peer-reviewed academic articles on marketing and consumer behaviour;
· Foundational marketing textbooks by authors such as Kotler, Schiffman and Chaffey;
· Reports from CIOB, CITB, the Office for National Statistics (ONS) and UK Government construction publications;
· Market intelligence from databases such as Statista, IBISWorld and Mintel;
· Case studies and evaluations from UK construction firms;
· Professional online articles and industry-focused blogs.
1.6.2 Data Collection Procedure:

A structured search process will be used to locate relevant material. Key terms such as “Construction marketing,” ,”UK consumer behaviour,” ,”Digital marketing in construction,” and ”Marketing performance” will be entered into academic databases including Google Scholar, JSTOR, ResearchGate and the university’s online library system.
1.6.3 Data Analysis:

The collected information will be examined through thematic analysis. Key ideas and recurring themes will be identified, grouped and interpreted to address the research questions. Findings from different sources will be compared to highlight common patterns, contradictions and gaps in existing knowledge (Weniger et al., 2023).
[bookmark: _Toc225882082]1.7  Structure of the dissertation:

The structure of the study supports the researcher in systematically developing and completing the study. The proposed structure is as follows:
Introduction: This part presents the overall summary and background of the research within the context of the UK construction industry. It explains the rationale for examining how marketing strategies influence consumer behaviour, and outlines the research aim, objectives, and scope of the study.

Literature Review: The chapter offers a complete and systematic evaluation of existing academic and industry literature associated to marketing strategies and consumer behaviour in the construction sector. By analysing relevant theories, models, and previous studies, the chapter establishes a conceptual foundation and identifies gaps that the current research seeks to address.
Methodology: The methodology chapter defines and explains the research methods and practises adopted for the study. Detailed the research strategy, data collection actions, sampling approach, also data analysis methods which are used to study the impact of marketing strategies on consumer behaviour in the UK construction industry.
Results, Findings, and Discussion: The chapter presents and analyses the information collected during the research. The findings are interpreted in relation to the research objectives and existing literature, enabling a critical discussion of in what way different marketing strategies affect consumer behaviour in the construction sector.
Conclusion and Recommendations: The final chapter reviews the key findings of the study and highlights their implications for theory and practice in construction marketing. It also provides practical recommendations for construction businesses in the UK and proposes areas for upcoming research.

[bookmark: _Toc225882083]1.8 Summary of first chapter:

This research proposal outlines a structured investigation into how marketing strategies influence consumer behaviour within the UK construction industry. By adopting a secondary, desk-based methodology, the study aims to analyse existing literature, industry reports and digital sources to identify key marketing practices, recognise consumer decision-making and evaluate its role of digital channels. The findings are expected to contribute valuable academic insights to an under-researched sector while offering practical recommendations for construction businesses seeking to strengthen their market presence (Bennet, 2005). 
Given the industry’s increasing competitiveness and evolving consumer expectations, this research will help highlight effective marketing approaches that support business growth and customer engagement. In the end, the study requests to link the gap between marketing theory and real-world construction practice, contributing to both academic understanding and industry improvement.








2. [bookmark: _Toc225882084]CHAPTER 2. LITERATURE REVIEW

2.1. [bookmark: _Toc225882085]Introduction:

The United Kingdom construction sector is highly competitive and characterised by project-based transactions, high-value services, and purchasing decisions that are strongly influenced by professional relationships. Within this environment, marketing strategies play a critical role in determining consumer behaviour, mainly by building trust, enhancing perceived quality, and influencing client purchasing intentions. Unlike fast-moving consumer goods markets, construction services involve longer decision-making processes, higher perceived risk, and a greater emphasis on professional credibility and reputation. Consequently, understanding how marketing practices influence client attitudes and decision-making is important for construction firms pursuing to attract and keep customers (Kotler and Keller, 2016).
Consumer behaviour within construction markets differs significantly from traditional retail environments because clients often evaluate contractors based on reputation, previous project performance, pricing transparency, and the quality of communication. Large companies such as Persimmon Homes, Barratt Homes, and Bovis Homes illustrate how brand recognition and reputation can influence customer trust and purchasing decisions. As a result, marketing approaches including branding, digital marketing, relationship marketing, and word-of-mouth recommendations play an significant role in shaping client perceptions and contractor selection (Kotler and Keller, 2016).
Furthermore, the UK construction industry has practised significant change in recent years due to digitalisation, sustainability pressures, and increasing competition among small and medium-sized enterprises (SMEs). These developments have heightened the importance of marketing strategies that are specifically tailored to the needs and expectations of construction clients. Firms are increasingly adopting digital platforms, customer relationship management tools, and sustainability-focused messaging to remain competitive in this evolving market environment (Smyth, 2000).
This chapter offers a critical evaluation of academic and empirical literature related to marketing strategies and consumer behaviour within the construction sector. It first examines key theories of marketing and consumer decision-making, followed by a discussion of relevant conceptual frameworks and models. The chapter then evaluates previous research on construction marketing and client behaviour, identifying key findings and limitations within existing studies. Finally, it highlights gaps in the literature that justify the need for the present research and concludes with a synthesis linking the reviewed literature to the study’s research objectives.

[bookmark: _Toc225882086]2.2. Base theory of the sub-discipline/different background aspects to the concept:

Marketing strategy is defined as the controlled set of actions organisations employ to promote their products or services, communicate value propositions, and shape the purchasing behaviour of target customers. Classical marketing theory highlights segmentation, targeting, positioning, and the marketing mix (product, price, place, and promotion) as core elements. However, services marketing theory broadens these principles to address intangible offerings such as construction services, where credibility, technical competence, and relational factors outweigh tangible product attributes (Grönroos, 2007).
The construction sector primarily operates within a services marketing context because its outputs consist of tailored projects rather than standardised goods. Services marketing literature identifies key characteristics including intangibility, inseparability, variability, and perishability, all of which affect how customers assess construction providers (Hardy and Davies, 1983). For instance, as construction quality cannot be fully evaluated prior to project completion, clients tend to depend on reputation, professional certifications, and previous customer experiences when selecting contractors.
Consumer behaviour theory further explains how individuals and organisations choose and procure services. Behavioural decision theory suggests that purchasing choices are shaped by psychological, social, cultural, and economic influences. Within construction settings, perceived risk and trust are especially significant. Clients typically commit substantial financial resources to projects, which increases risk sensitivity and encourages reliance on credible marketing cues such as testimonials, portfolios, and recognised accreditations (Kumar & Reinartz, 2016).
Relationship marketing theory is likewise fundamental in construction services, emphasising the importance of ongoing relationships rather than single transactions. Construction businesses often rely on repeat clients, referrals, and professional networks, particularly in localised markets (Jobber & Ellis-Chadwick, 2020). Consequently, marketing approaches centred on relationship development, effective communication, and customer satisfaction play a major role in fostering loyalty and influencing contractor selection.
Moreover, digital marketing theory has gained growing importance. Use of web sites, social- media platforms, online reviews, also search engine visibility has reshaped how consumers identify and assess construction firms. In the UK, both residential and commercial clients increasingly consult online sources before engaging contractors. Accordingly, a strong digital presence has become a crucial signal of trustworthiness in consumer decision-making (Smyth, 2000).

[bookmark: _Toc225882087]2.3. Theoretical frameworks/models, and related research issues:

· One commonly applied framework is the consumer decision-making process, which embraces problem recognition- information search- evaluation of alternatives- purchase decision, also post-purchase evaluation (Kotler and Keller, 2016). Within construction projects, marketing activities mainly affect the information search and evaluation phases. For example, online portfolios, advertising, and referrals influence which contractors are included in a client’s consideration set, while branding and pricing strategies shape perceived value during comparison and assessment.
· Another relevant model is AIDA (Attention, Interest, Desire, Action), which illustrates how marketing communications lead customers toward purchase behaviour (Jobber and Ellis-Chadwick, 2019). In construction marketing, attention is created through online presence or local promotion; interest through visual project evidence and service information; desire through testimonials and case studies; and action through quotations or consultation requests. This framework demonstrates how communication elements translate into behavioural responses.
· The SERVQUAL service quality model also provides useful insight into consumer perceptions. It evaluates perceived service quality across dimensions including reliability, responsiveness, assurance, empathy, and tangibles. Marketing strategies that emphasise professionalism, guarantees, certifications, and customer support can enhance perceived quality and therefore affect contractor selection. In construction settings, assurance and reliability are particularly critical, as clients seek confidence in technical expertise and dependable project delivery (Grönroos, 2007).
· Branding theory further clarifies behavioural effects. Strong brands lower perceived risk and increase trust in high-involvement purchasing situations (Mihajlović & Stošić Mihajlović, 2023). In the UK construction sector, brand strength may be built through consistent visual identity, reputation, completed projects, and professional recognition. Small and medium-sized enterprises (SMEs) frequently depend on the personal branding of the owner, illustrating how individual credibility becomes a key marketing resource.
· Relationship marketing frameworks also highlight trust, commitment, and satisfaction as drivers of repeat purchasing. In construction markets, enduring relationships with clients, architects, and developers often shape future contract opportunities. Marketing strategies centred on transparent communication, service quality, and after-sales support can therefore reinforce relational ties and influence subsequent purchasing decisions.
Despite their relevance, several limitations emerge when applying these frameworks to construction. Many consumer behaviour models were originally designed for consumer goods rather than project-based services. Construction purchasing decisions also commonly involve multiple stakeholders instead of single consumers (Bildsten and Manley, 2016). Moreover, trust and reputation may carry greater influence than conventional promotional activities. These distinctions underline the need for context-specific research in construction marketing.

[bookmark: _Toc225882088]2.4. Previous studies and lessons learnt:

Previous studies suggest that marketing practices within the construction sector have historically been less developed compared with those in many other industries. According to Smyth (2000), construction firms have traditionally relied heavily on reputation, informal networks, and personal relationships rather than on structured marketing strategies. This perspective is supported by Jobber and Ellis-Chadwick (2020), who argue that many service-based industries initially depended on relational exchanges; however, their research emphasises that organisations implementing formalised marketing strategies tend to achieve stronger client acquisition and improved competitive positioning. While Smyth highlights the historical reliance on informal mechanisms, Jobber and Ellis-Chadwick suggest that modern competitive pressures increasingly require more systematic marketing approaches.
A consistent theme within the literature concerns the importance of word-of-mouth communication in shaping consumer behaviour in construction markets. Berry (1983) emphasises the central role of relationship marketing in service industries, arguing that long-term relationships and customer satisfaction generate trust and encourage client referrals. This argument is particularly relevant in the construction sector, where projects involve high financial and performance risks. Supporting this view, Smyth (2000) notes that clients frequently rely on recommendations from friends, relatives, or professional contacts when selecting contractors. Together, these perspectives highlight that relationship-based marketing and customer satisfaction remain fundamental drivers of behavioural outcomes in construction service markets.
More recent research, however, highlights the growing importance of digital marketing in influencing client decision-making. Kotler and Keller (2016) argue that digital platforms have significantly transformed the consumer information search process, enabling clients to compare suppliers, review project portfolios, and evaluate company reputations before initiating direct contact. This development contrasts with earlier relationship-based approaches emphasised by Berry (2002), suggesting that while interpersonal recommendations remain important, digital information sources increasingly complement traditional trust-building mechanisms. Consequently, firms that maintain professional websites, utilise search engine optimisation (SEO), and engage with customers through social media platforms are more likely to be perceived as credible and trustworthy.
Brand reputation has also been widely identified as a critical factor influencing contractor selection. Kotler and Keller (2016) highlight that strong brands reduce perceived risk and enhance consumer confidence in service markets. Similarly, Smyth (2000) emphasises that in the construction industry, reputation is often developed through successful project delivery, professional certifications, and client testimonials rather than through traditional advertising campaigns. These perspectives collectively suggest that brand strength in construction is primarily built through demonstrated expertise and past performance rather than through promotional activities alone.
Pricing strategy is another important factor discussed within the literature. Jobber and Ellis-Chadwick (2020) argue that consumers rarely evaluate price independently; instead, they interpret it in relation to perceived quality and reliability. This view is consistent with broader service marketing theory, which suggests that extremely low prices may create concerns regarding quality or hidden costs. In construction services, transparent pricing and clear cost communication therefore become essential elements in building customer trust and influencing purchasing behaviour.
Finally, the literature highlights the significance of communication quality and service delivery throughout the project lifecycle. Grönroos (2007) emphasises that service quality is strongly influenced by interactions between the provider and the customer during service delivery. In the construction context, clients value clear scheduling, regular progress updates, and responsive communication. These findings align with relationship marketing theory, suggesting that effective communication, not only improves client pleasure but also increases the probability of repeat business and positive recommendations.
Overall, existing research suggests that effective marketing in the construction sector relies less on traditional mass promotion and more on trust-building mechanisms such as reputation, relationships, and demonstrated professional competence. While Smyth (2000) highlights the enduring importance of relationship-based marketing, Kotler and Keller (2016) emphasise the growing role of digital channels in shaping the consumer decision-making process. 

[bookmark: _Toc225882089]2.5. Gaps identified to situate own research:

Although the importance of marketing within the construction sector is increasingly acknowledged, numerous gaps persist in the current literature.
· Primary, much prior research focusses on general marketing activities in construction firms rather than directly examining how particular marketing strategies affect consumer behaviour (Smyth, 2000). Empirical evidence linking specific approaches—such as digital marketing, branding, pricing transparency, and relationship marketing - to behavioural outcomes including trust, purchase intention, and contractor selection within the UK context remains limited.

· Additional, a large proportion of studies focus on major construction organisations or business-to-business environments, despite the fact that a substantial share of UK construction work is undertaken by SMEs serving private homeowners. Decision-making processes in residential construction markets are likely to differ considerably from corporate procurement behaviour. Research specifically exploring how homeowners choose contractors is therefore still scarce.


· Third, the rapid expansion of digital platforms has redesigned marketing communication in construction, yet academic understanding of digital marketing effectiveness in this sector is still developing (Jobber and Ellis-Chadwick, 2020). There is insufficient evidence on how elements such as online reviews, company websites, and social media presence influence perceptions of credibility and trust in construction services.

· Fourth, the service-based nature of construction creates distinctive behavioural conditions, including high perceived risk, extended project timeframes, and reliance on ongoing relationships (Grönroos, 2007). Conventional consumer behaviour models may not fully capture these characteristics, suggesting the need for context-specific empirical investigation tailored to construction services.


· Finally, UK-focused research integrating marketing strategy and consumer behaviour in construction SMEs remains limited (Smyth, 2000). Much of the available literature is either international or sector-general, reducing its direct applicability to the UK’s regulatory, cultural, and competitive environment.
These gaps underpin the rationale for the present study, which investigates how marketing strategies adopted by UK construction firms shape consumer perceptions, trust, and purchasing behaviour. By concentrating on the UK construction SME context and client decision-making processes, the research contributes empirical insight to an underexplored area while offering practical implications for industry practitioners.

[bookmark: _Toc225882090]2.6. Conceptual framework of marketing strategies and consumer behaviour in UK construction SMEs:

Fig.1. : Conceptual Framework

Source: Self Conceptualization by Author, 2026

[bookmark: _Toc225882091]2.7. Summary of second chapter:

This chapter examined the theoretical and empirical literature concerning marketing strategies and consumer behaviour within the UK construction industry. The review emphasised that construction services possess characteristics such as intangibility, elevated perceived risk, and relationship-based purchasing, which make trust and reputation critical factors in client decision-making (Grönroos, 2007; Smyth, 2000). Core perspectives from services marketing, consumer behaviour, branding, and relationship marketing offer conceptual explanations of how marketing activities shape customer perceptions and behavioural responses.
The analysis of key frameworks—including the consumer decision-making process, AIDA model, SERVQUAL, and relationship marketing theory - demonstrated the mechanisms through which marketing communication, brand reputation, service quality, and relational factors influence contractor selection and purchase intentions. Observed evidence further indicates that word-of-mouth referrals, digital visibility, brand reputation, pricing transparency, and communication effectiveness are principal drivers of consumer behaviour in construction markets (Smyth, 2000).
However, the literature finds notable gaps, particularly relating to UK construction SMEs, homeowner decision-making processes, and the behavioural effects of specific marketing strategies such as digital marketing and branding. These shortcomings highlight the need for additional research exploring how marketing practices affect consumer behaviour in the UK construction context. General, the findings of this literature review establish the theoretical basis for the research design and observed analysis presented in the subsequent chapter.









3. [bookmark: _Toc225882092]CHAPTER 3: RESEARCH METHODS & METHODOLOGIES:

3.1. [bookmark: _Toc225882093]Introduction :

This part presents the methodological context used to explore how marketing strategies affect consumer behaviour in UK construction SMEs. It begins by outlining the philosophical and paradigmatic foundations supporting the study, followed by a explanation of the chosen research approach, methodological orientation, and overall research design. The chapter then describes the target population and sampling strategy, as well as the procedures for data collection and analysis, and the ethical considerations involved. By establishing a well-defined methodological structure, the research aims to ensure rigour, transparency, and suitability for analysing marketing practices and consumer decision-making within the construction sector.

Figure 2: Research onion:
[image: Guide to Understanding the Research Onion | 15 Writers]
Source: Saunders et al., (2009)


3.2. [bookmark: _Toc225882094]Philosophical position of the research:

Research philosophy refers to the underlying assumptions about reality (ontology) and the nature of knowledge (epistemology) that guide the design and interpretation of a study (Saunders, Lewis and Thornhill, 2019). The present research adopts a pragmatist philosophical position. Pragmatism emphasises the investigation of practical, real-world problems and acknowledges that knowledge can originate from both objective observations and subjective experiences (Kelly and Cordeiro, 2020).
The adoption of pragmatism is appropriate because this study examines marketing strategies and consumer behaviour within a real business environment rather than attempting to test universal theoretical laws. Consumer perceptions, including trust, credibility, and perceived quality, are shaped through social interactions but can still be evaluated through measurable responses. A pragmatist stance therefore enables the researcher to combine theoretical perspectives with practical industry insights, which aligns with the applied nature of marketing research in the construction sector. Moreover, pragmatism supports the use of multiple forms of evidence and flexible methodological choices, making it particularly appropriate for examining complex decision-making processes within service-oriented markets such as construction (Saunders, Lewis and Thornhill, 2019).
3.3. [bookmark: _Toc225882095]Position of Research Approach:

The research implements a qualitative secondary research approach to examine the impact of marketing strategies on consumer behaviour in the UK construction industry. Secondary research, also known as desk-based research, includes the analysis of existing information and previously issued resources such as academic journals, industry reports, government publications, and books. This approach is appropriate for the present study because it allows the researcher to explore and critically evaluate existing knowledge related to marketing strategies and consumer decision-making in the construction sector. Secondary research enables the identification of patterns, trends, and theoretical insights without the need for primary data collection. Also, using existing academic and industry sources ensures that the study is grounded in reliable and credible information while allowing the researcher to compare different perspectives within the literature (Saunders, Lewis and Thornhill, 2019).

3.4. [bookmark: _Toc225882096]Methodological Stance of the Research:

The research is guided by an interpretivist research philosophy. Interpretivism focuses on understanding and interpreting social phenomena through the analysis of existing knowledge, theories, and perspectives (Pervin, 2022). In the context of this study, interpretivism is suitable because the research aims to interpret how marketing strategies influence consumer behaviour based on findings from previous studies and theoretical frameworks. Rather than collecting numerical data, the study analyses published literature to understand the associations between marketing activities and consumer perceptions. This philosophical stance allows the researcher to explore different viewpoints presented in the literature and develop a comprehensive understanding of marketing practices within the UK construction industry (Kelly and Cordeiro, 2020).

3.5. [bookmark: _Toc225882097]Stance of the Research Strategy and Design:

This study adopts a systematic literature review strategy as the main research design. A literature review enables the researcher to gather and analyse relevant academic and industry publications related to marketing strategies and consumer behaviour. The systematic approach ensures that the sources are selected carefully and evaluated critically in order to provide reliable and valid insights, (Biletskyi,2022).The research design focuses on identifying, analysing, and synthesising previous studies that examine marketing practices in the construction industry and their influence on consumer decision-making. This method allows the researcher to identify key themes, theoretical frameworks, and patterns within existing research. The literature review also helps highlight gaps in current knowledge, which further justifies the need for this research (Biletskyi,2022).

3.6. [bookmark: _Toc225882098]Research Sample and Population:

In secondary research, the concept of sampling differs from primary data collection. Instead of selecting individuals, the researcher selects relevant literature sources that provide information linked to the research topic. The population for this study consists of academic journal articles, books, industry reports, and official publications related to marketing strategies, consumer behaviour, and the construction industry. The sample includes selected sources from reputable databases such as Google Scholar, ScienceDirect, Emerald Insight, and industry reports from UK construction organisations. These sources were chosen based on their relevance to the research topic, credibility, and contribution to understanding marketing practices within the construction sector (Bennet, 2005). The selection process focuses on recent and authoritative publications to ensure the reliability and relevance of the findings.


3.7. [bookmark: _Toc225882099]Data Collection and Data Analysis Tools/Techniques:

Data used in the research is collected through secondary sources, including peer-reviewed academic articles, books, government reports also industry publications related to marketing and consumer behaviour in construction. These sources provide theoretical insights, empirical findings, and industry perspectives relevant to the research objectives.
3.7.1. Table 01: Keywords and Search Strings Used for Literature Search: 

	Keywords:
	Search Strings:

	Marketing strategies;
	"marketing strategies in construction industry"

	Consumer behaviour;
	"consumer behaviour in construction services"

	Construction marketing;
	"marketing practices in construction companies UK"

	Digital marketing;
	"digital marketing impact on construction firms"

	Brand reputation;
	"brand reputation and customer trust construction sector"

	Customer decision making;
	"factors influencing contractor selection UK"

	Online reviews;
	"online reviews influence construction services choice"



To analyse the collected information, the study uses thematic analysis. Thematic analysis involves identifying and analysing key themes, patterns, and concepts within the literature. Through this process, the researcher categorises information related to marketing strategies, consumer perceptions, digital marketing influence, and trust in construction services. This analytical approach allows the researcher to interpret the findings from various sources and develop a structured understanding of how marketing strategies affect consumer behaviour in the UK construction industry (Kotler & Keller, 2016).



3.7.2. Table 02: Inclusion and Exclusion Criteria for Literature Selection:

	Inclusion Criteria:

	Rationale:
	Exclusion Criteria:
	Rationale:

	Peer-reviewed academic journals
	Ensure credibility and academic reliability
	Non-academic blogs or opinion websites
	May lack academic credibility

	Studies related to marketing strategies and consumer behaviour
	Directly relevant to research topic
	Studies unrelated to marketing or consumer behaviour
	Not relevant to research objectives

	Research focused on construction or service industries
	Provides sector-specific insights
	Studies focused only on unrelated industries
	Limited applicability to construction sector

	Recent publications (last 10–15 years)
	Ensure updated and relevant information
	Very old publications with outdated data
		



	May not reflect current marketing practices




	English language publications
	Ensure accurate interpretation of sources
	Non-English publications
	Risk of misinterpretation or translation issues




To ensure that the literature selected for this research was relevant, reliable, and aligned with the research objectives, specific inclusion and exclusion criteria were applied. These criteria helped filter the large amount of available literature and ensured that only the most appropriate sources were used.






3.7.3. Literature Screening Process (PRISMA Approach):

Fig 03: PRISMA
Identification of studies via databases 
Screening

Records screened
(n = 400)
Records excluded
(n = 280)
Reports sought for retrieval
(n =120)
Reports assessed for eligibility
(n =110)
Identification
Records identified from*:
Databases (n = 850)

Records removed before screening:
Duplicate records removed (n = 200)
Records marked as ineligible by automation tools (n = 150)
Records removed for other reasons (n =100)








Reports not retrieved
(n =10)


Reports excluded:
Not in English language (n = 15)
Not peer-reviewed (n = 45)
Outdated (n = 15)
etc.





Studies included in review
n = 35 
(5= Case studies on the topic context)
(30 Overall literature on the topic)

Included





 (Source: Created by author, 2026).



3.8. [bookmark: _Toc225882100]Ethical Considerations of the Research:

Ethical considerations remain important even when using secondary data. In this study, the student ensures that all information obtained from academic and industry sources is properly acknowledged and cited to avoid plagiarism. All references used in the research are credited according to academic referencing standards. Furthermore, the study relies only on publicly available and credible sources, ensuring that no confidential or sensitive information is used. The researcher also aims to present the findings objectively and accurately, without misinterpreting the original authors’ work. Maintaining transparency in data sources and referencing helps ensure the integrity and reliability of the research (Kolstoe and Pugh, 2023).

3.9. [bookmark: _Toc225882101]Summary of  third chapter:

This chapter outlined the research methodology adopted to investigate the impact of marketing strategies on consumer behaviour in the UK construction industry. The study applied a secondary, desk-based research approach, focusing on the analysis of existing academic literature, industry reports, and relevant publications. An interpretivist research philosophy was adopted to allow the researcher to interpret and analyse different perspectives presented within the literature. The research strategy was based on a systematic literature review, which enabled the identification and evaluation of relevant sources related to marketing practices and consumer decision-making in the construction sector. Data was collected from credible academic databases, books, and industry reports, and analysed using thematic analysis to identify key patterns and themes. Ethical considerations were also addressed by ensuring proper referencing, transparency of sources, and adherence to academic integrity standards (Kolstoe and Pugh, 2023). The methodology presented in this chapter provides the foundation for the analysis and discussion of findings in the following chapter.





4. [bookmark: _Toc225882102]CHAPTER 4: DATA ANALYSIS AND DISCUSSIONS. 
4.1. [bookmark: _Toc225882103]Introduction :

This chapter analyses and discusses the findings obtained from selected literature sources. As the research uses a secondary methodology, the data is based on 30 academic journal articles, industry reports, and relevant publications related to marketing strategies and consumer behaviour in the construction industry. These sources were selected through a systematic screening process described in Chapter 3.
4.2. [bookmark: _Toc225882104]Literature Summary

The number one purpose of this paragraph is to find key themes and patterns in the literature and observe how marketing strategies can influence consumer behaviour in the UK construction sector. A thematic investigation method is used to identify recurring concepts and relationships across the selected studies. The findings are presented through thematic discussion and tables to highlight how marketing activities affect consumer trust, perceptions, and purchasing decisions when choosing construction services (Soltani, Haghshenaskashani & Faez, 2024).
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[bookmark: _Toc225882105]Table 03: Literature to be reviewed

	No.:

	Author(s):
	Title of Article:
	Key words/Code:
	Methodology:
	Key Focus of the Study:

	1.
	(Mokhtariani, Sebt & Davoudpour, 2017)
	“Marketing Challenges in the Construction Industry”.
	· Marketing challenges;
· Industry competition;
· Client relationships;
· Project-based marketing.
	Literature Review.
	The key focus of the study considers marketing challenges and solutions in the construction industry and explains why marketing practices are often underdeveloped in construction firms.

	2.
	(Biletskyi,2022)
	“Marketing Strategies in Residential Construction Markets”.
	· Residential marketing;
· Competitive strategy;
· Market positioning;
· Customer targeting;
· Pricing strategy.
	Case Study.
	The study considers marketing strategies in residential construction markets using the marketing mix (4Ps) and highlights the importance of digital communication channels.

	3.
	(Pushkar, Zhovtiak & Serohina, 2024)
	“Features Of Digital Marketing Implementation In The Construction Industry”.
	· Digital transformation;
· Marketing technology;
· CRM systems.
	Empirical Study.
	The study analyses the role of digital marketing tools in improving visibility and competitiveness of construction companies.

	4.
	(Mihajlović & Stošić Mihajlović, 2023)
	“Digital Marketing In The Architecture And Construction Industry”.
	· Digital marketing;
· Social media;
· Online advertising;
· Brand awareness;
· Customer engagement;
	Literature Review.
	The study explores how digital marketing strategies such as websites and social media help construction companies attract customers.

	5.
	(Weniger et al., 2023)
	“Consumer Behaviour and Sustainability in the Construction Industry—Relevance of Sustainability-Related Criteria in Purchasing Decision”.
	· Sustainable construction;
· Consumer behaviour;
· Green marketing;
· Purchase decision.

	Survey Study.
	The study observes consumer behaviour in construction with a focus on sustainability factors influencing purchasing decisions.

	6.
	(Soltani, Haghshenaskashani & Faez, 2024)
	“Consumer Purchase Behaviour in Construction Services”.
	· Purchase behaviour;
· Service quality;
· Trust;
· Decision-making;
· Customer satisfaction;
	Quantitative Analysis.
	The study develops a model explaining the consumer purchase process in the construction industry.

	7.
	(Bennet, 2005)
	“Marketing policies of companies in a cyclical sector: an empirical study of the construction industry in the United Kingdom”.
	· Marketing performance;
· Business growth;
· Marketing ROI;
· Competitive advantage.
	Empirical Research.
	The study investigates marketing effectiveness and competitive advantage in construction companies.

	8.
	(Hardy and Davies, 1983)
	“The Marketing of Services in the UK Construction Industry”.
	· Reputation;
· Networking;
· Client satisfaction;
· Service differentiation.
	Survey Study.
	The study explain marketing orientation in construction firms and highlights the low adoption of formal marketing strategies.

	9.
	(Smyth, 2000)
	“Marketing and Selling Construction Services”.
	· Service marketing;
· Relationship selling;
· Value creation;
· Client management;
· Professional services.
	Conceptual Study.
	It analyses relationship marketing and business development practices in the construction sector.

	10.
	(Hillebrandt, 2000)
	“Economic Theory and the Construction Industry”.
	· Market structure;
· Supply and demand;
· Industry performance;
· Competition.
	Theoretical Study.
	The study debates strategic marketing and competitive positioning in construction markets.

	11.
	(Grönroos, 2007)
	“Service Management and Marketing”.
	· Service quality;
· Relationship marketing;
· Value creation;
· Customer satisfaction.
	Conceptual Framework.
	Introduces relationship marketing theory and its application in service industries including construction.

	12.
	(Kotler & Keller, 2016)
	“Marketing Management”.
	· Marketing strategy;
· Marketing mix;
· Customer value;
· Market segmentation;
· Competitive positioning.
	Theoretical Study.
	The study provides theoretical framework on marketing strategies and consumer behaviour.

	13.
	(Payne & Frow, 2017)
	“Strategic Customer Management”.
	· CRM;
· Customer relationships;
· Customer lifecycle;
· Value management.
	Conceptual Study.
	Searches customer relationship management and its impact on customer satisfaction and loyalty.

	14.
	(Porter, 2008)
	“The Five Competitive Forces that Shape Strategy”.
	· Five forces;
· Competitive strategy;
· Industry analysis;
· Market competition;
· Profitability.
	Theoretical Framework.
	The study explains competitive strategies influencing marketing positioning of firms.

	15.
	(Chaffey & Ellis-Chadwick, 2019)
	“Digital Marketing”.
	· Digital strategy;
· Online marketing;
· SEO.
	Literature Review.
	The article analyses digital marketing strategies and online consumer behaviour.

	16.
	(Kumar & Reinartz, 2016)
	“Creating Enduring Customer Value”.
	· Customer value;
· Customer lifetime value;
· Relationship marketing.
	Conceptual Study.
	The study show customer relationship management and value creation in marketing.

	17.
	(Kotler, Kartajaya & Setiawan, 2017)
	“Marketing 4.0: Moving from Traditional to Digital”.
	· Marketing 4.0;
· Digital transformation;
· Online-offline integration;
· Customer engagement;
· Connectivity.
	Conceptual Study.
	Explores Marketing 4.0 and digital transformation of marketing practices.

	18.
	(Fill & Turnbull, 2019)
	“Marketing Communications”.
	· Marketing communication;
· Promotion mix;
· Advertising;
· Branding.
	Conceptual Study.
	The study analyses marketing communications and consumer decision-making.

	19.
	(Jobber & Ellis-Chadwick, 2020)
	“Principles and Practice of Marketing”.
	· Marketing principles;
· Buyer behaviour;
· Marketing strategy.
	Literature Review.
	The article explains marketing strategy development and consumer behaviour.

	20.
	(Lemon & Verhoef, 2016)
	“Understanding Customer Experience Throughout the Customer Journey”.
	· Customer journey;
· Customer experience;
· Touchpoints;
· Customer satisfaction.
	Empirical Study.
	Studies the customer journey and customer experience in marketing.

	21.
	(Kumar et al., 2020)
	“Customer Engagement in Service Marketing”.
	· Service marketing;
· Relationship marketing;
· Customer interaction;
· Loyalty.
	Quantitative Study.
	The study explores digital marketing transformation and customer engagement.

	22.
	(Tiago & Veríssimo, 2014)
	“Digital Marketing and Social Media”.
	· Digital communication ;
· Online engagement ;
· Content marketing ;
· Brand awareness.
	Empirical Study.
	Investigates the role of social media marketing in influencing consumer behaviour.

	23.
	(Mangold & Faulds, 2009)
	“Social Media as a Hybrid Element of the Promotion Mix”.
	· Social media;
· Promotion mix;
· Word-of-mouth.
	Conceptual Study.
	The study analyses the role of social media as a marketing communication tool.

	24.
	(Kapferer, 2012)
	“The New Strategic Brand Management”.
	· Brand strategy;
· Brand identity;
· Brand equity;
· Brand image.
	Conceptual Study.
	The study explores brand reputation and brand management strategies.

	25.
	(Keller, 2013)
	“Strategic Brand Management”.
	· Brand awareness;
· Brand loyalty;
· Brand image;
	Conceptual Study.
	Discusses brand equity and consumer perception of brands.

	26.
	(Chen & Xie, 2008)
	“Online Consumer Reviews: Word-of-Mouth as Marketing Communication”.
	· Consumer opinion;
· Purchase decision;
· Online reputation.
	Empirical Study.
	The study examines the influence of online reviews on consumer purchasing behaviour.

	27.
	(Hennig-Thurau et al., 2004)
	“Electronic Word-of-Mouth via Consumer Opinion Platforms”.
	· Online platforms;
· Consumer communication;
· Reviews;
· Social influence.
	Empirical Study.
	Studies electronic word-of-mouth and its impact on consumer decision-making.

	28.
	(Zeithaml, Bitner & Gremler, 2018)
	“Services Marketing”.
	· Service quality;
· Customer satisfaction;
· Service value;
· Service delivery.
	Conceptual Study.
	The study explores service marketing and customer trust in service industries.

	29.
	(Lovelock & Wirtz, 2016)
	“Services Marketing: People, Technology, Strategy”.
	· Service management;
· Technology in services;
· Customer service;
· Service strategy.
	Conceptual Study.
	The article analyses service quality and its impact on customer satisfaction.

	30.
	(Rust & Oliver, 2000)
	“Should We Delight the Customer?”.
	· Customer delight;
· Customer satisfaction;
· Service quality.
	Conceptual Study.
	The study discusses service quality and customer perception in service-based industries.




4.3. [bookmark: _Toc225882106]Critical Discussion of Findings derived from literature :

The examination of the selected literature proves that marketing strategies can have a important effect on consumer behaviour in the construction industry, although their influence varies depending on the phase of the decision-making process. According to (Tiago and Veríssimo, 2014),  a key finding across multiple studies is the increasing importance of digital marketing, particularly in shaping initial consumer awareness. Research indicates that tools such as websites, search engine optimisation, and social media platforms, play a critical role in qualifying consumers to identify and evaluate construction firms (Chaffey and Ellis-Chadwick, 2019). This recommends that digital marketing is essential in the early stages of the consumer journey.
However, despite the growing relevance of digital platforms, the studies highlight that traditional marketing approaches, especially word-of-mouth and personal recommendations, remain highly influential in the construction sector (Hennig-Thurau et al., 2004). This reflects the high-risk nature of construction services, where consumers prefer trusted recommendations over promotional content. Therefore, while digital marketing enhances visibility, it does not replace the importance of reputation-based marketing. Also, brand reputation and trust are consistently identified as key determinants of consumer decision-making. Studies show that consumers manage to select construction firms with strong reputations, as these reduce perceived risk and increase confidence in service quality (Keller, 2013; Kapferer, 2012). In this context, reputation acts as a form of risk mitigation, particularly in high-value projects where the consequences of poor decisions are significant.
In contrast, while pricing strategies are important, they are rarely the primary factor influencing final decisions. Research suggests that consumers prioritise quality, reliability, and transparency over low prices (Lovelock and Wirtz, 2016). This indicates that pricing must be supported by effective communication and trust-building strategies in order to influence behaviour effectively.
General, the findings suggest that marketing strategies in the construction industry operate through a combination of digital visibility, reputation, trust, and communication, rather than relying on a single factor. This reflects the complexity of consumer behaviour in service-based and high-involvement markets.

4.4. [bookmark: _Toc225882107]Link to Theory :

The findings of this study are closely aligned with several well-known marketing and consumer behaviour theories.
· First of all, the results reflect the consumer decision-making process model. Digital marketing mainly affects the information search stage, where consumers collect details about available construction firms (Lemon and Verhoef, 2016). At this point, online sources such as websites and customer reviews shape initial impressions. However, as consumers move to the evaluation and purchase stages, elements like trust, reputation, and recommendations become more influential, showing that different strategies impact different phases of the decision process.
· Secondly, the findings support relationship marketing theory, which highlights the importance to create a long-term customer relationships and guaranteeing satisfaction. The continuing importance of word-of-mouth and repeat business in the construction sector shows that maintaining strong client relationships is crucial for success (Grönroos, 2007). This indicates that the marketing must focus not only on attracting new customers but also on keeping existing ones.
This suggests that the results are also consistent with the SERVQUAL model, particularly about service quality dimensions such as reliability, assurance, and communication. Consumers assess construction firms based on their ability to deliver dependable and high-quality services, which directly affects trust and overall satisfaction (Zeithaml, Bitner and Gremler, 2018).

Additionally, branding theory is reinforced, as brand reputation significantly contributes to reducing perceived risk and strengthening consumer confidence (Keller, 2013). In an industry like construction, where services are intangible and outcomes may be uncertain, a strong brand acts as an indicator of credibility and professionalism.
The findings approve that traditional marketing and consumer behaviour theories remain applicable, but they need to be adapted to the specific nature of the construction industry, particularly its high-risk environment and the critical role of trust.


4.5. [bookmark: _Toc225882108]Analysis of Findings :

The analysis of 30 articles shows that marketing strategies can strongly influence customers behaviour in the construction industry. This suggests that digital networks such as websites, social media also online reviews are increasingly important in shaping awareness and helping customers choose contractors, as people rely on online information to assess credibility. Brand reputation and trust are also key factors, given the high financial risk involved. Customers tend to prefer companies with proven performance and positive feedback, while word-of-mouth remains highly influential (Lemon & Verhoef, 2016). Additionally, clear pricing and effective communication help build trust and maintain long-term relationships. This indicates that both traditional and digital marketing approaches shape consumer decisions in the UK construction sector.


4.6. [bookmark: _Toc225882109]Interpretation of Findings :

The findings of this study recommend that consumer behaviour in the UK construction industry is primarily influenced by trust and perceived reliability, rather than promotional efforts alone. While digital marketing plays an important role in attracting customers, its effectiveness depends on how well it supports trust-building and credibility. One key interpretation is that digital marketing functions as an entry point in the customer journey. It allows consumers to identify potential contractors and evaluate their services, but it does not guarantee final selection. Instead, consumers rely on additional factors such as reviews, recommendations, and reputation before making a decision (Chen and Xie, 2008). Another important insight is that construction consumers are highly risk-averse, which influences their decision-making behaviour. Due to the high financial and long-term nature of construction projects, consumers prioritise reliability, transparency, and previous performance over price alone. This reinforces the importance of marketing strategies that reduce uncertainty and provide clear information.
Also, according to (Lemon and Verhoef, 2016), the findings specify that communication is a critical factor in shaping consumer perceptions. Effective communication throughout the customer journey enhances trust and improves satisfaction. This includes providing clear project details, transparent pricing, and regular updates. Also, the results suggest that successful marketing in the construction industry requires a combination of digital tools, reputation management, and relationship-building strategies.
4.7. [bookmark: _Toc225882110]Implications of the Findings :
4.7.1. [bookmark: _Toc225882111]Theoretical Implications :

The study contributes to existing literature by confirming that consumer behaviour theories are applicable to the construction sector, while also highlighting the need for contextual adaptation. The findings support the idea that different marketing strategies influence different stages of the decision-making process, particularly in high-involvement service industries.
Additionally, the research supports the importance of trust and relationship marketing, extending their relevance within the construction context. This contributes to a deeper understanding of how marketing operates in industries characterised by high risk and complex decision-making.
4.7.2. [bookmark: _Toc225882112]Practical Implications :

The findings provide important recommendations for construction firms in the UK:
· Firstly, companies should invest in digital marketing strategies, including professional websites and online visibility, to attract customers during the early stages of decision-making (Chaffey and Ellis-Chadwick, 2019).
· Secondly, firms should focus on building strong reputations through high-quality service delivery and customer satisfaction. Positive reviews and testimonials can significantly influence future customers (Kumar & Reinartz, 2016).
· Thirdly, construction companies should prioritise effective communication and transparency, particularly regarding pricing and project timelines. This helps reduce uncertainty and build trust (Kumar et al., 2020).
· Lastly, businesses should adopt a customer-focused approach, recognising that marketing extends beyond promotion to include the entire customer experience. By integrating digital marketing with relationship-based strategies, construction firms can improve their competitiveness and long-term success.




4.8. [bookmark: _Toc225882113]Summary of Chapter 4 :

Chapter 4 critically analysed findings from 30 selected academic sources to evaluate the impact of marketing strategies on consumer behaviour in the construction industry. The thematic analysis identified key factors including digital marketing, brand reputation, word-of-mouth communication, and pricing transparency (Chen & Xie, 2008). While digital marketing was found to enhance visibility and influence early-stage decision-making, its impact appears limited without the support of trust-based elements such as reputation and customer recommendations.
The findings reveal a tension between modern marketing approaches and traditional relationship-driven practices, suggesting that digital strategies alone are insufficient in high-risk service contexts like construction. Also, the analysis highlights that consumer decisions are strongly shaped by perceived risk, supporting the importance of trust and communication. By connecting these findings to established theories, the chapter demonstrates the need for a more integrated and context-specific understanding of marketing effectiveness in the construction sector.

5. [bookmark: _Toc225882114]CHAPTER 5: CONCLUSIONS, LIMITATIONS & RECOMMENDATIONS :

[bookmark: _Toc225882115]5.1. Introduction :

The last chapter presents the final stage of the research, summarising the key results and providing assumptions based on the analysis conducted in Chapter 4. The study aimed to inspect the influence of marketing strategies on consumer behaviour in the UK construction industry using a secondary, desk-based approach. Drawing on 30 selected academic sources, the research explored how different marketing strategies influence consumer perceptions, trust, and decision-making processes. 
To presenting the main conclusions, this chapter debates the limits of the study and provides practical and theoretical references for future research and industry practice.


[bookmark: _Toc225882116]5.2. Conclusion in Relation to Research Objectives :

The objective of the current study demand to examine the impact of marketing strategies on consumer behaviour in the UK construction industry, guided by three key research objectives. Based on the analysis of 30 academic sources, the findings demonstrate that each objective has been successfully addressed.
· Primarily, in relation to identifying the most commonly adopted marketing strategies in the UK construction sector, the findings indicate that a combination of digital marketing, relationship marketing, and reputation-based strategies are most prevalent. While traditional approaches such as word-of-mouth and referrals remain dominant, there is clear evidence of a shift towards digital tools, including websites, search engine optimisation, and social media platforms (Chaffey and Ellis-Chadwick, 2019; Tiago and Veríssimo, 2014). However, the research critically highlights that construction firms do not rely on a single strategy; instead, they adopt a hybrid approach that integrates both traditional and modern marketing practices. This reflects the unique nature of the industry, where trust and long-term relationships remain essential.
· Secondly, regarding the objective to assess how digital marketing contributes to consumer perceptions and purchasing decisions, the findings reveal that digital marketing plays a significant but partial role. It is particularly influential in the early stages of the consumer decision-making process, where consumers search for information and compare service providers (Lemon and Verhoef, 2016). Online presence, including websites and customer reviews, contributes to forming initial perceptions of credibility and professionalism. However, the analysis also demonstrates that digital marketing alone is insufficient to drive final decisions. Consumers continue to rely heavily on trust-based factors such as reputation, recommendations, and previous experience (Hennig-Thurau et al., 2004; Chen and Xie, 2008). This indicates that digital marketing acts more as a facilitator of awareness rather than a decisive influence.
· Thirdly, in addressing the objective of proposing recommendations for construction companies, the research highlights the importance of adopting an integrated marketing strategy. Construction firms should combine strong digital presence with effective relationship management and transparent communication practices. The findings suggest that companies that invest in professional online platforms while maintaining high service quality and customer satisfaction are more likely to influence consumer behaviour positively (Keller, 2013; Lovelock and Wirtz, 2016). Additionally, encouraging customer reviews and referrals can further strengthen market positioning and trust.
Critically, the study demonstrates that marketing effectiveness in the construction industry is not determined by promotional intensity alone, but by the ability to build trust, reduce perceived risk, and deliver consistent value. This reinforces the idea that consumer behaviour in construction is fundamentally different from low-involvement markets, requiring a more relationship-oriented and credibility-focused marketing approach.
In conclusion, the research settles that while digital marketing is increasingly important, it must be supported by strong reputation, trust, and communication strategies to effectively influence consumer behaviour in the UK construction industry.

[bookmark: _Toc225882117]5.3. Conclusions on the research problem :

One of the key conclusions is that digital marketing has become an important factor of modern construction marketing, mainly in the early stages of consumer decision-making. Consumers increasingly rely on online platforms such as websites, search engines, and social media to gather information and identify potential contractors (Chaffey and Ellis-Chadwick, 2019; Tiago and Veríssimo, 2014). This indicates that digital presence is no longer optional but a necessity for construction firms seeking to remain competitive in the UK market. However, the findings also suggest that digital marketing alone is insufficient to secure final purchasing decisions. 
A second important conclusion is that trust and brand reputation are the most influential factors in consumer decision-making. Due to the high financial and long-term nature of construction projects, consumers are highly risk-averse and tend to favour companies with established reputations and positive past performance (Keller, 2013; Kapferer, 2012). This reinforces the idea that marketing in the construction sector is closely linked to credibility and reliability rather than purely promotional activities.
Additional key finding is that pricing strategies alone do not determine consumer decisions. While price remains an important consideration, consumers prioritise transparency, quality, and trust when selecting construction services (Lovelock and Wirtz, 2016). This indicates that construction firms must balance competitive pricing with clear communication and value delivery.

General, the study suggests that effective marketing in the construction industry requires an integrated approach, combining digital marketing, reputation management, relationship building, and transparent communication. The interaction between these elements reflects the complexity of consumer behaviour in high-involvement service industries.

[bookmark: _Toc225882118]5.4. Recommendation :
[bookmark: _Toc225882119]5.4.1. Recommendations for Future Research :

Upcoming research must explore several areas to expand the understanding of marketing strategies and consumer behaviour in the construction industry. Firstly, more empirical studies are needed to assess the effectiveness of specific digital marketing tools, such as social media advertising, search engine optimisation, and online review platforms, in influencing consumer decisions (Chaffey and Ellis-Chadwick, 2019; Tiago and Veríssimo, 2014; Chen and Xie, 2008). This would help identify which channels deliver the greatest value for construction firms.
Market segmentation – This refers to examining differences between customer groups, such as residential and commercial clients, to understand how marketing strategies vary in effectiveness across segments (Kotler and Keller, 2016; Jobber and Ellis-Chadwick, 2020).;
Longitudinal consumer behaviour – Future studies should focus on how consumer behaviour evolves over time, particularly in response to technological advancements and changes in digital marketing practices (Lemon and Verhoef, 2016; Kumar et al., 2020).;
Trust and relationship-building – This includes analysing how construction firms can develop and maintain long-term customer relationships, especially in a high-risk service environment where trust is critical (Grönroos, 2007; Berry, 2002; Zeithaml, Bitner and Gremler, 2018).;
Emerging technologies in marketing – Study should explore the role of innovations such as artificial intelligence and data analytics in improving marketing performance and customer engagement (Chaffey and Ellis-Chadwick, 2019; Kotler, Kartajaya and Setiawan, 2017).;
Cross-cultural and regional differences – This area focuses on understanding how cultural, economic, and regulatory factors shape consumer behaviour and marketing strategies in different countries or regions (Hillebrandt, 2000; Kotler and Keller, 2016).



[bookmark: _Toc225882120]5.4.2. Recommendations for Industry :

Based on the results of this study, some recommendations can be proposed for construction companies seeking to improve their marketing performance. First, construction firms should invest more in digital marketing area, such as, social media, search engine optimisation, and online review platforms, as these channels significantly influence customer decision-making and brand awareness (Chaffey and Ellis-Chadwick, 2019; Tiago and Veríssimo, 2014).
Also, companies should focus on creating long-term relationships with clienteles by improving service quality, communication, and trust, as relationship marketing is a key success factor in service industries such as construction (Grönroos, 2007; Berry, 2002).
Another important part is that  construction firms should implement customer relationship management (CRM) schemes to organize customer connections, increase customer satisfaction, and increase customer retention and lifetime value (Payne and Frow, 2017; Kumar and Reinartz, 2016).
To conclude, companies should regularly evaluate their marketing performance using metrics such as Return on Investment (ROI), lead generation, and customer acquisition cost to ensure that marketing activities contribute to business profitability (Rust, Lemon and Zeithaml, 2004; Kotler and Keller, 2016).
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Marketing Strategies:


Branding;
Digital marketing;


Pricing transparency;
Relationship marketing.


Consumer Perceptions:


Trust;
Perceived quality; 


Credibility.


Consumer Behaviour:


Contractor selection;
 Purchase intention;


Loyalty.
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