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Abstract

The overall aim of this dissertation is to analyse the usage of digital marketing in the construction and manufacturing industry. Chapter one is an introduction outlining the background and rationale of the research and provides the aims and objectives for the dissertation, as well as the structure. The completion of a literature review will be in the following chapter which critically analyses peer reviewed work and previous research in order to develop a foundation of knowledge on digital marketing and the construction and manufacturing industries and also identify any gaps in the literature. Chapter three details the three methods of data collection that will be used in this dissertation. Using strictly qualitative data, semi-structured interviews, a content analysis and e-mail interviews were the methods that have been used. The reason there were three methods of collection was due to the low number of interviewees because of a reluctance of participation and the COVID-19 pandemic. The analysis of the results follows in chapter four, finding three main themes that could be linked to all three phases of data collection. The main themes that affected the usage of digital marketing in the industry were money, time and knowledge and understanding. If a company has access to the themes that have listed, their usage of digital marketing is significantly higher compared to a company that does not have access to these themes. The conclusion includes a discussion of the findings and also provides recommendations from the researcher based from the results, examines the limitations of the dissertation and ideas for further research. 
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COVID-19 had drastically affected the completion of the dissertation. The collection of data was challenging and led to many participants cancelling planned interviews and new participants were reluctant to take part. The result of this caused the researcher a great deal of stress due to the approaching deadline and other methods of collection had to be completed. The lack of university resources and books forced the researcher to use digital resources only to complete the dissertation. Unable to visit the library, the research was completed in a busy and loud environment and this affected the researcher’s mental health and motivation. 
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1. [bookmark: _Toc42329166]Introduction

The purpose of this dissertation is to understand the usage of digital marketing within the construction and manufacturing industry. Research in this area is scarce and this has been noted within the dissertation. This chapter will give a brief background on the topic of the paper to give reason to why the researcher believes it is an important topic. It will provide a rationale and also address the aims and objectives of this dissertation.

1.1. [bookmark: _Toc42329167]Background

Digital marketing has been revolutionary to companies in the last two decades by giving them a new platform for them to market their brand, products and reputation (Ismail, 2019). Many sectors have taken advantage of the emergence of digital marketing, improving their knowledge on their customers and creating relationships. The entertainment, fitness, healthcare and retailer sectors in particular have seen success when using it (Nwazor, 2018). These sectors primary target customers and are considered business-to-customer (B2C) companies and these types of companies usually see more success, likely due a shorter decision-making process by the customers (Cohn, 2015). Business-to-business (B2B) companies are not as known for their digital marketing engagement. Miller (2012) has written about the way that B2B business use digital marketing, expressing concerns that all the companies have been slower to adapt to the new media compared to those who operate in a B2C environment. Funnelling down to look at sectors that are B2B, construction and manufacturing are interesting as they are industries that have a lot of history. Yet in the modern day of technology and with the tools that are available, these industries have not been able to adapt as quickly as the other sectors such as retail, for example. The workforce of the construction industry makes up 7% of the UK’s population, which is 2.4 million (Rhodes, 2019). The industry is a driver of the UK economy, yet other key drivers of the economy such as banking and insurance services have seen great success when using digital marketing. The businesses in the contracting construction sector consists of mostly SMEs, which makes up 99.9% of the sector (Department for Business Innovation and Skill , 2013). The report continues to explain that SMEs are also more likely to experience monetary difficulties due to having fewer financial options compared to the larger companies. The majority of the companies do appear to have their own website, but the researcher has observed that not all companies use the digital platform the same way. Any research about understanding how businesses that operate in the construction and manufacturing industry use digital marketing is something that the researcher was not able to discover. The industries are seeing growth (Jackson, 2017) it appears to be the best time to observe how the usage of digital marketing will affect their business, especially during pandemic if COVID-19. This will allow businesses in this sector to take advantage of the digital marketing platform and understanding the uses will give the researcher knowledge that will aid them in the pursuit of their career pathway.

1.2. [bookmark: _Toc42329168]Rationale 

The rationale has stemmed from the researcher’s personal interest on the topic. The researcher has been undertaking a marketing degree, and a research project is essential in the final year of study. Another reason the researcher has personal interest in the study due to working in the construction and manufacturing industry. After completing an internship module with the company in the sector, they had offered a part-time job upon completion of the internship. Additionally, the researcher hopes to continue to work in the industry and gaining in-depth knowledge on the topic will be beneficial to them to fulfil that.

There is a paucity of research in this area, as shown by Google Scholar when searching for certain phrases (Appendix 1). With only 7,650 search results with the phrase ‘B2B Digital Marketing Construction’, it shows that there is a lack of interest and research to digital marketing in the construction and manufacturing sectors. A timeline of the history of marketing from Ehlers (2017) has been adapted by the researcher to provide a visual representation of which direction marketing is heading (Appendix 2). It is shown in the most recent years of the timeline that there has been a fast growth for online advertising and social media platform. This is an indicator that the future of marketing is transitioning to focus on the use of digital tools rather than traditional methods.

1.3. [bookmark: _Toc42329169]Aims and Objectives

1.3.1. [bookmark: _Toc42329170]Research Aims 

The aim of this research is to critically evaluate and understand the usage of digital marketing within the construction and manufacturing industry. 
In order to be able to fully complete this main aim the following objectives will need to be met:



1.3.2. [bookmark: _Toc42329171]Objectives

· To evaluate previous research on digital strategy in the construction and manufacturing sectors and develop greater understanding by critically analysing peer reviewed journals and credible publications on the subject.

· To collect primary data and identify and analyse digital marketing use in the construction and manufacturing industry.

· To present recommendations to the construction and manufacturing industry to recognise and learn about the importance of the use of digital marketing.

1.4. [bookmark: _Toc42329172]Structure of Dissertation

In order to complete the objectives of the dissertation, chapter two will analyse academic literature around marketing digital marketing, the construction and manufacturing industry and the digital marketing uses.

Chapter three will identify the methods of primary data collection that will aid the researcher to fill in gaps that are visible in chapter two. 

The fourth chapter will be used to analyse the data that has been collected via three phases of collection. Analysis will be sequential, following the order the data was collected. 

The fifth and final chapter will provide a summary of main findings and discuss anything that has been discovered. This chapter will also include recommendations from the researcher, limitations in the dissertation and thought on further research.

1.5. [bookmark: _Toc42329173]Conclusion

This chapter has outlined the aim and objectives of this dissertation which has stemmed from the contents of the background and the rationale. The following chapter will be providing an in-depth analysis of academic literature, which aims to complete the following objective: - 

· To evaluate previous research on digital strategy in the construction and manufacturing sectors and develop greater understanding by critically analysing peer reviewed journals and credible publications on the subject.

Chapter 1: Introduction	
Chapter 1: Introduction
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2. [bookmark: _Toc42329174]Literature Review

2.1. [bookmark: _Toc42329175]Introduction

The purpose of writing a literature review is to provide the foundation of the previous research on the topic, to describe related research in the field and show how the research extends or challenges this, or addresses a gap in the work in the field, and also includes a discussion of relevant theories (Ridley, 2012). Ridley (2012) also states that literature reviews provide an overview of the current context in which the research is situated by referring to contemporary debates, issues and questions in the field. A literature review also introduces the definitions of relevant key terms and important variables used for a study or manuscript development (Baker, 2016).

The construction and manufacturing industries have been around for many years, yet it seems many of the companies have not adapted to including digital marketing strategy in their plans. There has been research on the topic of the lack of digital marketing in different business-to-business (B2B) companies, with research from Smart Insights (Chaffey & Chappell, 2020). 

2.2. [bookmark: _Toc42329176]Marketing

Kotler, et al (2008) discusses multiple definitions of marketing in the book ‘Principles of Marketing’. The simplest definition according to the authors is that “marketing is managing profitable customer relationships” (Kotler, et al., 2008, p. 4). Although this is not a pertinent definition of marketing for this dissertation because the researcher will be discussing another definition that they see more fit further on in the literature review.

However, Kotler, et al (2008) have defined the meaning of marketing themselves, by examining earlier definitions and terms in order to agree. Their definition has been summarized to fulfilling customer needs whist completing objectives set by the business.

Jobber (2010) has explained that the concept of marketing is to ensure that corporate goals have been reached, whilst fulfilling and surpassing customers’ needs better than their competitors, which has the same elements as the previously discussed definitions. He discusses further by stating that successful companies are focused on encouraging the customer to return to the brand, with the goal being long term satisfaction, not short term. 

Kotler, et al (2008) additionally discusses that marketing can come in the forms of traditional and digital marketing. Traditional is a form of marketing that is widely used and utilises channels such as TV and radio adverts, billboards, newspapers and magazines. In recent years, the introduction of digital marketing has challenged the ideas of traditional marketing. Digital marketing uses channels such as the internet, websites and social media. 

2.2.1. [bookmark: _Toc42329177]Traditional Marketing

Blythe (2016) discusses that traditional marketing focuses on the exchange between business and the customer, with the business focusing on a single sale. This means that when a company uses a traditional marketing channel, they are more focused on completing a single sale rather than building a relationship with the customer. Widjaya (2017) explains that this type of marketing offers great reach to a local audience, using radio stations, newspaper adverts and company details on the side of a van. Schmitt (2011) suggests that the centre point of traditional marketing is the product, the features it has and the benefits. Traditional marketing has little focus on customer service, which results in low customer loyalty to the company.

Blythe (2016) expresses concern with traditional marketing, because when a customer completes a transaction, they can be anonymous, and therefore the customer has reduced from a person with wants and needs to being part of a demographic. 

The cost of traditional market can be quite extensive. For example, Hughes (2005) discusses the involvements of attending trade shows for companies, with the costs varying for floor layouts and space. The more floor a business wants will make the costs rise. Hughes (2005) also discusses the importance of staff training in regard to trade shows, to retain knowledge on the brand and the products that they are selling but also have the ability to build a relationship with the visitor at the same time. Thought attending trade shows presents good opportunities to engage potential customers, the cost of attending trade shows over the course of a year will be high. 

2.2.2. [bookmark: _Toc42329178]Digital Marketing

The term internet marketing was originally used before the term digital marketing (Jobber, 2010), and this changed due to the inclusion of a wide range of communication technologies that have emerged, such as the smart phone. The definition of what digital marketing means has been provided simply by Chaffey (2012) as applying digital media and technologies to achieve marketing objectives. This will be the meaning for the purpose of this dissertation. The definition that Jobber (2010) provides can be summarized to essentially the same meaning, with the addition of exceeding customer needs better than their competitors. 

Chaffey (2012) explains the advantages that the internet has provided for businesses, with a new medium for advertisements and PR, a new distribution channel for products and options to expand into new markets. Digital marketing can be used to develop higher levels of customer service through the collection of data and reading the website or social media analytics. By doing this companies are able to understand what their customers’ needs and wants are and take a different approach to improve their service.

Digital Marketing has many benefits for users, such as accountability through web analytics, micro-targeting for delivering messages to different audiences and also an element of cost control if paid advertisements are being used (Kotler, et al., 2008).  Although digital marketing can be cost efficient, it can be expensive. The cumulative costs of developing an effective website and managing it with knowledgeable staff can be dear. Baltes (2017) explains that marketing hardware and software changes rapidly and is constantly improving, which can lead to rising costs for a company and require experts not only in marketing but also digital technology in order to take advantage of the platform. Research from Chaffey & Patron (2012) looked at the barriers of effective use of website analytics, and it is suggested by the respondents answers that major barriers were a lack time due to being too busy with other work, showing that businesses tend to consider web analytics to be less important than other jobs in the work place.

2.3. [bookmark: _Toc42329179]Digital Marketing Strategy

Digital marketing strategy as stated by Chaffey (2012) is the approach of utilising digital technology platforms that will contribute to both marketing and business objectives. Baltes (2016) explains that the whole marketing strategy is directed to informing the customers and increasing their interest in the companies and the products and services they provide, to steer them to purchase from the company and make them into loyal customers to the brand. This is important for SMEs as they may rely on their repeat business.

Bakhtieva (2017) believes that digital marketing exceeds traditional marketing when penetrating most business activities and thus making it more strategic. Due to this, companies require a framework that that has full understanding of digital marketing and considers every aspect. This backs up the importance of having a framework or a strategy to follow in digital marketing. In a report by Smart Insights (Chaffey & Chappell, 2020), they recommend creating a digital plan as it will provide a company with focus and direction for the future.

There are many forms of digital marketing available for B2B companies to make use of, such as content marketing and inbound marketing. Baltes (2015) uses the Content Marketing Institute (2012) definition of content marketing, which is: -

“Content marketing is the marketing and Business Process for creating and distributing relevant and valuable content to attract, acquire, and engage a clearly defined and understood target audience - with the objective of driving profitable customer action”.

Content marketing has grown its importance in digital marketing, with Baltes (2015) pointing out that 70% of B2B companies are creating more content than they were a year before, which shows that many companies are deciding to put more faith in digital marketing activities. (Baltes, 2015) then concludes by stating that without implementing quality content, a digital marketing strategy is unable to be successful. Taiminen and Karjaluoto (2015) explains that SME marketing is usually reactive, spontaneous and informal. Their main goals are to raise awareness of their brand and products, and they describe the marketing of majority of SMEs as unplanned and disorganised. Those who do follow a marketing planning activity have found that it increases the success of marketing in SMEs.

Baltes (2016) has also analysed Inbound Marketing, claiming it was the most important digital marketing strategy. She defines the meaning of inbound marketing as a form of marketing that is in need of precision targeting of the audience and communicate with them through the use of high-quality content. Continuing to explain the different forms of inbound marketing, such as blogs, social media accounts, e-mail campaigns, search engine optimization (SEO), podcasts, video content and webinars. Video content on a company’s website will increase their chances of being shown of the first page off Google by 53% (Patel, 2018). There are other digital marketing strategy elements, as Carter (2019) suggests that having a well-designed website with high quality images, fast loading times and displaying cookies are all components of a successful digital marketing strategy. Gregg and Walczak (2010) explains that an increase in website quality will increase the trust between the user and the brand. Opreana & Vinerean (2015) proposes that the definition of inbound marketing should be that digital inbound marketing is the process of being able to reach and covert consumers by generating organic tactics online. They then proceed to showcase the main features of inbound marketing, which includes being organic, aiming to create long lasting relationships with consumers and the different forms. This supports the literature by Baltes (2016) as the forms that are included are very similar. 

Search engine optimization (SEO) is effective and is one of the main strategies used by marketeers (Ortiz‐Cordova & Jansen, 2012). Chaffey (2012) explains that SEO is a structed approach used to improve the websites visibility on organic search engine results. This can be done by making sure selected phrases or key words are included in the website. Another well used strategy in digital marketing is pay per click marketing (PPC). PPC is a paid text advertisement where a company will be charged for each click that the advert receives. The position of the adverts may show on the top of the page of the search engine results page (SERPS). Chaffey (2012) claims that only a quarter or a third of all clicks are on the payed listings, with search preferring to click on organic listings and continues to explain that PPC adverts also create a good opportunity to raise awareness. 

2.4. [bookmark: _Toc42329180]The UK and Welsh Construction Industry

In a document by Rhodes (2019) he explains that in the UK, the construction industry contributed £117 billion towards the UK economy, which was made up of 343,000 construction businesses around the country. Making up 6% of the UKs economy, the industry is valuable to the nation. In a document provided by the Department for Business Innovation and Skills (2013), the definition of the construction sector has been divided in to three sub-sectors which are Contracting, Services and Products. Each sub-sector plays a vital role in the industry, with Contracting accounting for nearly 70% of the value generated in the construction industry in addition to providing jobs for 70% of the sectors jobs. The industry has an ageing workforce with the highest proportion of workers are ages 40 to 44 years old, which has a direct impact on the availability of skills within the business (Bahra, 2017).

The construction sector had been heavily affected by the recession the UK had experienced in 2008. The sector in 2007 accounted for 8.9% of the UKs gross value added (GVA), and by the year 2011, the percentage of GVA had fallen to 6.7%.  The document from the Department for Business Innovation and Skills (2013), also states that the recession is likely to last twice as long for the construction contracting due to a number of key factors, such as the issue with accessing finance. This gives an insight to the reasons that the construction industry has not been keeping up with other sectors in regard to adopting digital marketing techniques, as they may not had the financial capability to invest in advancing technologies that are needed. Due to the outbreak of COVID-19, 87% of companies have stated that it has affected their business and 38% believe they will face financial difficulties as a result (Constructionline, 2020). This may result in companies within this sector having fewer finances to be able to invest in digital marketing.

The construction industry in Wales has been seeing significant growth, claimed in an article from the BBC (2019), and the industry is now a main driver of GPD for Wales. Although, industries GDP contribution can fluctuate, as seen in the latest Welsh GDP report provided by Ryall (2019), the construction industry can be seen to fall after years of growth. The growth of Wales’ construction and manufacturing industry has been helped by the funding from the welsh government, with construction projects around Wales to improve the infrastructure of the country (Pearson, 2019). 

Companies in the construction or similar industries are usually traditional, from their marketing to their processes.  Many companies will attend trade shows alongside businesses who are in a similar industry or even perhaps provide an identical service. 

2.5. [bookmark: _Toc42329181]The use of digital marketing in B2B industrial market 

It is widely known that digital marketing in the sectors of architecture, engineering and construction (AEC) are moving as a snail’s pace in comparison to other types of sectors, as discussed by Vijayeta (2019). Although, he does continue to explain that over the decade there has been some progress for AEC industries with the emergence of various tools available for companies to take advantage of. Digital Marketing can be used to build brands and spread awareness, yet research by Jarvinen, et al. (2012) states that B2B industrial companies prefer to use one directional communication, such as emails. Their research concluded that one of the likely barriers of digital marketing adoption is the lack of human resources and expertise, with research provided from Avlonitis &  Panagopoulos (2005), Frambach & Schillewaert (2002), Mehrtens, Cragg & Mills (2001)  and Schillewaert, Ahearne, Frambach,  & Moenaert  (2005) that states that a significant barrier is the lack of general technical knowledge from employees. Although, their research was published between 2001 – 2005, and with technology rapidly improving, it can be concluded that this research is outdated. Gilmore, et al. (2007) states that due to the generalist nature of managers and employees in SMEs, there is limited knowledge on the many tools that are instrumental to an e-marketing strategy, which gives the research more validity and is more recent. 

Stankovska, et al., (2016) discusses that the technology that is needed has become easily accessible, cheap and user-friendly, arguing that these changes in technology has reduced the barriers for SMEs in the adoption of digital marketing. The barriers that have been discussed include the lack of financial resources and employees with knowledge and skill. In their research they discovered that SMES are starting to benefit with the new technologies that are available. 

After an analysis of the results from the research by Jarvinen, et al. (2012), it shows that a large number of the participants agreed that lack of money, unclear ROI and challenges in content creation are strong factors in the barriers of digital marketing. The results may have an impact on this research and may provide foundation for the answers that may be received. The methodology that Jarvinen, at al. (2012) used was the collection of quantitative data from a sample size of 145 B2B companies in Finland. 

A notable factor in this research is that they have used a quantitative research method. Trying to research how digital marketing in being applied in this industry using this method will not give the bigger picture of the true reasons of why and how these companies make use of these tools as Rahman (2017) states that it fails to discover what the deeper fundamental meanings and explanations are. The researcher of this dissertation will not be using any quantitative data, as the qualitative data will being used to gain further understanding and knowledge on the usage of digital marking. Due to the topic of the research, numbers will only be able to reveal so much information.

Research by Kelly (2016) discusses that the construction industries late arrival to digital marketing, it has led to a lack of faith in the different approaches which are able to drive sale and deliver profit. This supports the research that claimed that the lack of general technical knowledge is a significant barrier. Kelly’s (2016) research was a focus on the Irish Construction sector, and with research from Finland sharing similar data, they provide the researcher with further understanding on the topic that can influence the research. Additional findings from Kelly (2016) research include that 20% of the companies that took part do not implement digital marketing. This is a large figure for any industry and in a world surrounded by various digital communications it is hard to ignore that many companies are not interested in taking advantage of the tools available to them. Eight respondents from the questionnaire that was sent out stated that they felt that digital marketing activities served not much importance or any importance at all to their business. Out of the 80% of the companies that use digital marketing, only around 60% have their own marketing department. This give the author the impression that some companies do not want to invest money in their marketing. Another point that is worth discussing is that a quarter of the companies who engage with digital marketing, do not have their own marketing department. This leads to questions along the line of who is orchestrating the marketing for the company, whether it may be an employee or an external agency, and if they are an employee, do they have the relevant education and could be a topic that can be implemented into the authors research.

2.5.1. [bookmark: _Toc42329182]Social Media Use

In a discussion about social media, Perera, et al. (2015) talks about various advantages to business when they use them. The platforms allow companies to increase their brand awareness, receive fast feedback, improved communications and give them the capability of reaching a global audience. Ovadia (2009) also expresses value in using social media to collect feedback. Only 20% of construction companies having implemented social media within their business, compared to 77% of business in the sector of information and communications (Perera, et al., 2015) which is a massive gap. Azhar and Abeln (2014) also discuss the usage of social media in the construction industry by pointing out that 72% of businesses know how important social media can be to the company but are unsure of how to create a strategy that will engage their audience. Although a large number of construction companies have not implemented a social media strategy, the usage if evident in both large and SME organisation (Perera, et al., 2015). Rynne (2019) claims that 82% of B2B marketers who use social media believe that LinkedIn is the best website to reach content marketing objectives, followed by Twitter with 67% and Facebook with 48%. Despite observations of the usefulness of social media, Azhar and Abeln (2014) observed that it is yet to become a mainstream communication tool within the industry. Continuing to explain the results from their research, it had shown that three factors had been attributing to the lack of usage. These were privacy issues, security issues and the lack of understanding.

2.6. [bookmark: _Toc42329183]Literature Review Conclusion

To conclude the literature review, there has been a considerable amount of research and literature surrounding marketing and digital marketing. There have been various marketing tools and techniques that have been discussed to build knowledge for the research project. With digital marketing in the industry of construction moving at a ‘snail’s pace’, there has been evidence that the digital aspect of marketing has ignored throughout the industry. Even though the sector is contributing billions to the economy and growing, there is still a large gap between the usage of traditional methods of marketing and digital. Though there is evidence of the slow progress of the implementation of digital marketing in the construction and manufacturing industries, there is a severe lack of literature and research surrounding the main reasons companies in this sector are not adapting at fast as other types of businesses. This chapter has been able to complete the following objective that was set by the researcher: 

· To evaluate previous research on digital strategy in the construction and manufacturing sectors and develop greater understanding by critically analysing peer reviewed journals and credible publications on the subject.

Chapter 2: Literature Review
Chapter 2: Literature Review

The next chapter will be used to seek the most appropriate methodology to gather primary research data to address the gaps that have discussed in the literature review (Bevan, 2019).
0
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3. [bookmark: _Toc42329184]Methodology

The purpose of this section will be to provide a discussion that will go through which methods of research will be used to collect the primary research. This section will also provide reasoning on why the research methods have been chosen and will include why the methods was chosen over other options.

Choosing the best method will depend on the objectives that have been set and what the aim of the research is. The aim for this research is to understand what the barriers to adopting a digital marketing strategy in South Wales, in the industry of construction and manufacturing. The following objectives will need to be completed to achieve the goal of the research: 

· To collect primary data and identify and analyse digital marketing use in the construction and manufacturing industry.

3.1. [bookmark: _Toc42329185]The definition of Methodology

Kothari (2008) has defined that the purpose of research as the application of procedures to discover the answers to questions and that the main aim is to discover the truth of what has not yet been found out. 

The objectives of undertaking research can include the discovery of new facts, to verify and test facts, and to find solutions and to overcome problems (Rajasekar, et al., 2013). Motivations in completing a research task can consist of the desire to complete a degree, to be of service to society and the aspirations of becoming respected (Kothari, 2008)

3.2. [bookmark: _Toc42329186]Research Onion

The research onion is an infographic created by Saunders, et al (2007) and it is used to show the different methods that are available for researchers to use when conducting primary research. Starting from the outside layer moving towards the centre, a research methodology can be created, and this can be used when following the research procedure.
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[bookmark: _Toc40976239][bookmark: _Toc42160968]Figure 3.1 - Research Onion (Saunders, et al., 2007)

3.3. [bookmark: _Toc42329187]Epistemology

The research onion has been adapted over a number of editions, and it doesn’t cover everything that is important for researching. It fails to cover ontology, axiology and epistemology, and these would be shown on the outside of the onion. Rubel (2006, P.109) explained that “one widely accepted branch of modern epistemological theory holds that knowledge results from the building of simplified mental models of reality in order to solve problems”, and this is about ‘how’ we know.  The meaning that this dissertation is epistemology, and that knowledge helps us problem solve (Jawad, 2018).


3.4. [bookmark: _Toc42329188]Philosophical Stance

The philosophical stance that will be followed throughout this research will be an interpretivism stance. Ryan (2018) states that interpretivism argues that truth and knowledge are subjective, and they depend of a single person understanding and experiences with them. When the research questions rely of a person perception it is subjective and this is when interpretivism will be used (Corbin & Strauss, 2015). Ryan (2018) continues to express that researchers cannot entirely separate themselves from their own values and beliefs, and this will impact the researcher’s interpretations and analysis of the data.

3.5. [bookmark: _Toc42329189]Approach

This research will follow an inductive approach. An inductive approach is used to generate untested conclusions, generalises the specific to the general and us used for the building and generation of theory (Saunders, et al., 2019). Using an inductive approach for this research is the most suitable as it allows theory to be evolve based on findings (Carpenter, 2017). 

The alternative to the inductive approach is deductive. The process of this approach is when the starting point is with a theory, and the researcher then designs a strategy to put the theory to the test (Saunders, et al., 2019). As this research is not starting with theory, but with an observation, using an inductive approach is the most practical.
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[bookmark: _Toc40976240][bookmark: _Toc42160969]Figure 3.2 - Inductive and Deductive Approach (Trochim & Donnelly, 2006)

3.6. [bookmark: _Toc42329190]Strategy

Three strategies have been selected as the best options for the collection of data. Using solely a survey method for the collection of data was the original strategy. Interviews are a widely used data collection tool for qualitative research, as conducting interviews are a valuable methods of gaining insight into people’s perception, understandings and experiences (Frances, et al., 2009). Due to the recent impact of COVID-19, there was a reluctance to take part in an interview by potential candidates, face-to-face and using technological applications, which resulted in the need of additional methods of data collection. 

This necessitated the change from using a mono method data collection to a multi-method. Multi-method research is an attempt to combine research methods to address a certain problem and it can be used strategically or used over the course of a research project (McKendrick, 1999). The additional methods of data collection are a content analysis and more interviews with senior members of staff of the university via email, who are experts in their field.

A cross-sectional timeframe has been chosen as the nature of this research is understanding what the representatives of companies in this industry currently think of digital marketing. Opinions and understanding on the subject may change over a period of time when using a longitudinal timeframe, and due to the changing technologies and tools it is important to understand current opinions of the subject in the industry (Carpenter, 2017).

3.7. [bookmark: _Toc42329191]Research Overview

[image: ]

3.8. [bookmark: _Toc42329192]Semi-Structured Interviews

Phase one of the collection of data with participants followed a semi-structured interview. The reasons this type of interview was conducted is due to the suitability to explore the participants opinions and perceptions. It is designed to ascertain subjective responses from the participant regarding a particular situation or what they have experienced and the participants are free to respond to the open ended questions how they wish (McIntosh & Morse, 2015). The interviewees were first be asked to answer a few identical questions to ensure validity, and when theoretical saturation is close the interview will then need to adapted to understand the develop theory (Carpenter, 2017). The ability to substitute words but not the meaning acknowledges that not every participant has the same vocabulary and the meanings of words may differ from each respondent (Barriball, 1994). 

The sample size was originally planned to include a minimum of twelve participants, but due to COVID-19, as discussed, caused a reluctance for potential interviewees to take part. This was not the sole reason for reluctance, other reasons will be discussed in Chapter 5. The reasons the sample aim was twelve is because a higher sample size would have resulted in less depth of analysis for each participant and is the suggested number of interviews to conduct by Baker and Edwards (2012) as this will give the researcher the experience of planning and structuring an interview.

[image: ]
[bookmark: _Toc40976241][bookmark: _Toc42160970]Figure 3‑3 Email response from Balfour Beatty showing reluctance to participate in research.
The sample of participants chosen was based on their job title and industry they worked in. There was no need to use demographics when choosing the participants as their gender, age, etc. did not apply to the research objectives. The process of the interviews started by declaring the participants confidentiality and the audio of interview was recorded to be able to transcript the interview accurately instead of transcribing through the interview. 

3.9. [bookmark: _Toc42329193]An Introduction to Content Analysis

Phase two of the collection of data will be using a content analysis. The context analysis methodology has been continually developing since the early 1920’s (Stepchenkova, et al., 2008) Context analysis examines textual data for patterns and structures, focusing on key features that the researcher wants to pay attention to, developing categories and forming them into noticeable constructs to understand the meaning behind the text (Gray & Densten, 1998). 

Krippendorff (2013) defined a content analysis as a research technique, making replicable and valid inferences from text to context of their use. When using this method, it allows the researcher to access valuable information. This is because the presence of the researcher will not be felt by the participant (Pothecary, 2016).  

This research is aiming to understand how digital marketing is used in the construction and manufacturing sector. The content analysis will be applied to analysing a company’s website, and the companies that have been selected are: - 

· Balfour Beatty
· Kier Group
· Vinci
· The Crosby Group
· Caddick Construction
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[bookmark: _Toc40976242][bookmark: _Toc42160971]Figure 3.4 - Company information available from their websites.

The rationale for the choice of these companies have been based on the company’s success, in the UK or on an international level, and two less known, but well-respected organisations in the industry. The researcher has chosen various digital marketing tools, which are: - 

· A Company Website
· SEO 
· Video content on the website
· Blogs
· Social Media Accounts
· Podcasts
· Newsletters
· HQ Site Images
· YouTube and/or Vimeo 
· Mobile Applications
· Site Load Speed

These marketing tools are relevant and measurable and can be identified when analysing the company’s website and are well-known digital marketing tactics (Chaffey, 2012). The analysis has used the researcher’s knowledge to identify the tools that have been used and included a colour coding system to determine how well a company has been performing based on their websites. The colour codes range from red, amber and green. Red symbolising a bad performance, amber indicating that there is room for improvement and green signalling good practise by the company. The researcher also used a tool available on the internet to test the site speed of each company. This tool was: - 

· https://tools.pingdom.com/

The researcher then conducted the same content analysis on the companies that were interviewed, comparing the usage of digital marketing tools of large companies in the sector with smaller sized companies. This was done to see how the size of the company effects the way they utilise digital marketing. 

3.10. [bookmark: _Toc42329194]E-mail Interviews

As a final attempt to collect data due to the paucity of time and nearness of submission, phase three had senior members of different universities were contacted and asked to answer a set of four questions via e-mail. The researchers reasoning behind this decision was to have an opinion from experts in the marketing field.  The advantages of using this method that the participant does not need to meet face to face and there is no need for sophisticated hardware or technological skill. (Jawad, 2020) The researcher was wary of taking too much of the participants time, which was the reason there was only four questions. With the timing of the pandemic, it was a perfect opportunity to approach the senior staff members as it most likely would have resulted in a decline if the situation was normal.

3.11. [bookmark: _Toc42329195]Reliability, Validity and Ethical Risk

For this dissertation, the research needs to make sure that all the data that has been collected is valid and reliable. Gheyle and Jacobs (2017, P.10) explains that validity “is the extent to which a measuring procedure represents the intended and only the intended concept”. The reliability of research means that the research techniques should result in the findings being replicable (Krippendorff, 2013). The researcher has considered the reliability and validity by carefully selecting the samples. Only those who are working in the industries of construction and manufacturing have been chosen to participate in the interviews. 

To make sure all the data collected is valid, an in-depth literature review was written prior to designing the methodology chapter. The literature review was able to give the researcher a foundation of knowledge on the subject. It has been suggested by Collis and Hussey (2009) that using more than one method of data collection will result in more validity. This will apply to the research due to the interviews being much harder to conduct due to the COVID-19 outbreak, and a content analysis has been included to be able to gather additional data.

There is an element of ethical risk in the research. Due to the subject of this dissertation and who the sample includes, people may consider the information that is being asked at sensitive information. The participants of the interview were told what the research is about and if they were happy to continue with the interview, to which they all agreed. The content analysis is only using data on their website that is available for the public to view, thus no ethical considerations needed to be made. A completed ethics form was submitted alongside the research proposal which had been accepted prior to the collection of data.

3.12. [bookmark: _Toc42329196]Methodology Conclusion

This chapter has identified the methods of data collection that have been used. Following the research onion, the researcher has distinguished which philosophy, approach, strategies and other elements that this research will be using. Using semi-structured interviews, conducting a content analysis on various company’s websites and further interviews with field experts will reveal information to the researcher that they will be available to use in order to complete set objectives.  This chapter was able to complete the second objective, and the following chapter will use the methods discussed to gather, analyse and put forward findings.

Chapter 3: Methodology
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4. [bookmark: _Toc42329197]Analysis of Results

The previous chapter looked over and discussed the methods for primary research. This chapter will provide a critical data analysis on the data that has been gathered on digital marketing in the construction and manufacturing industry. 

The researcher has made sure that the data collection was sequential, and due to this, the analysis that this chapter will consist of shall be sequential as well. An analysis of phase one of interviews will be first, followed by phase two, the content analysis and finishing with phase three (e-mail interviews). The researcher had planned to conduct twelve interviews, but due to the COVID-19 pandemic, only four were completed. The content analysis of the websites of the companies that were mentioned in the previous chapter was conducted from the 14/5/20 to 19/5/20. The content analysis comprised of objectively reviewing the company’s websites and identifying commonalities and differences between each of the five companies (Jawad, 2006).

4.1. [bookmark: _Toc42329198]Data Analysis

Marshall & Rossman (1999) has described data analysis as the process of bringing order, structuring and meaning to collected data. Once the data is categorised, it enables it to become more manageable and themes will naturally arise (Collis & Hussey, 2009). 

4.2. [bookmark: _Toc42329199]Methods

There were three methods of data collection conducted in this dissertation, the first of which were the interviews. These interviews explored the use of digital marketing by construction and manufacturing companies and also included questions on why the company the interviewee was representing was not participating in any digital marketing activities. 

The interviews followed a survey strategy and followed an interpretivist approach, and these interviews were set out to be semi-structured. This allows the participant to answer how they wish to an open-ended question (McIntosh & Morse, 2015). These interviews were originally supposed to take place face-to-face, but the researcher had to adapt and used Zoom to contact and talk to the respondents. All the data from the interviews were organised and analysed using the NVivo software. It is a limitation of this dissertation that there were a much smaller number of interviews conducted than anticipated. It is highly likely that the reasons behind this are connected to the COVID-19 pandemic.


4.3. [bookmark: _Toc42329200]Main Findings

4.3.1. [bookmark: _Toc42329201]Interviews

The topic of each interview was a discussion on the use of digital marketing, and the companies that were interviewed were small manufacturing and construction companies. The researcher had discovered that many smaller companies operating in the industries were not taking part in many digital marketing activities. The researcher directed the interview towards the reasons why these companies were not actively using digital marketing tools (Appendix 3). Although the interviews were only conducted to four participants, during the analysis of the interviews using NVivo, three themes had been revealed. The themes that were revealed were the lack of time, money and understanding. Further analysis into each theme will follow. 

4.3.1.1. [bookmark: _Toc42329202]Money

The first theme that had appeared whilst analysing the interviews data was the high costs of investment when trying to implement any digital marketing plans. All of the participants had expressed concern with the costs of implementing digital marketing within their company. One of the participants had explained that they were unsure on whether investing in digital marketing would bring any benefit, and another participant responded by saying that: - 

“I think the money is too much to employ somebody to do just solely marketing
 without knowing if it’s going to bring in any money or not.” (P4)

The researcher believes that this shows that smaller companies are not prepared to implement a digital marketing strategy due to the risk of not making a return of investment (Jarvinen, et al., 2012). The researcher had used Nvivo to run a word query. The word tree below has two points that have been focused on, showing that the companies have explained that they either do not have enough money or that the amount of money is too much to invest in.


[image: ]
[bookmark: _Toc42160972]Figure 4.1 - Word tree of money
One participant revealed that they use an external agency to manage their social media accounts (P1), showing that they do in fact consider digital marking important enough to spend money on it (Kelly, 2016).

4.3.1.2. [bookmark: _Toc42329203]Time 

Another theme that had emerged from phase one is the lack of time that the employees had due to other areas of the business being considered more important. One participant who said time was an issue explained that they would do the digital marketing if business was slow. If business was busy, they would need to help out to make sure that the business is running smoothly (Chaffey & Patron, 2012). 

When asked about the reasons they used an external agency, SME 1 had answered with: - 

“We just didn’t have the time to do it” (P1)

In regard to this participant, it seems that their main problem when implementing digital marketing was the lack of time. The company knew that it is important for them to use this type of marketing, as they resorted to spending money for an agency to manage it for them (Kelly, 2016).

4.3.1.3. [bookmark: _Toc42329204]Knowledge and Understanding

The third theme, understanding, gave some insight to what was holding them back when using digital marketing. Two participants had expressed that a lack of understanding and knowledge was the reason that they have not been using digital marketing tools for the company (Azhar & Abeln, 2014).

One of the participants had said that there was a lack of understanding from the older employees of the companies, showing that there may be demographic challenges within the industry (Bahra, 2017). This will be returned to on page 32. 
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[bookmark: _Toc42160973]Figure 4.2 - Word tree giving context for when participants said understanding


4.3.2. [bookmark: _Toc42329205]Content Analysis

The content analysis uses the archival research strategy, and this consisted of identifying five company websites and critically evaluating the uses of digital marketing, to understand the way it has been used in the construction and manufacturing industry. A grid has been formed that include various digital marketing tools that have been discussed in Chapter 2. A tick has been placed to indicate whether the company use the digital marketing tools that have been selected, whist there is a colour code indicating how well they are utilising the particular tool. Every effort was maintained to keep independent, as all of the content analysis was based on the researcher’s interpretation. This was checked twice to avoid human error and enhance the reliability and validity of the data collection.

The content analysis was conducted by the researcher, covering five companies that can be considered market leaders. This content analysis had used 19 marketing tools to understand the usage of digital marketing in this sector (Chaffey, 2012), although not all of the tools will be covered due to the amount of data collected. The companies that were interviewed had been promised anonymity by the researcher and the names have been replaced with ‘SME’.
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[bookmark: _Toc42160980]Table 4.1 - Content Analysis of five large construction and manufacturing companies
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[bookmark: _Toc42160981]Table 4.2 - Content Analysis of the companies that there interviewed
[image: ]
[bookmark: _Toc42160982]Table 4.3 - Colour codes to understand the content analysis grid
4.3.2.1. [bookmark: _Toc42329206]Website Tools

All of the companies who had been chosen for this content analysis had a website online for people to visit when they please. Of the nine, two companies had been given an amber rating due to the visual appearance of the website. The Crosby Groups website was very outdated compared to the other websites in its table. SME 3’s website was also outdated in the terms of visuals. Three of the SME’s websites were rated a Green due to the modern and clean appearance. The researcher is able assume that three of the SMEs have an understanding that a good, high quality website will be able to increase trust from the website visitors (Gregg & Walczak, 2010). As The Crosby Group have a low quality website, it seems as though they do not recognise the link between high quality and trust. Homepages of Caddick and Crosby’s homepage will be shown below to show comparison between the quality of the website.
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[bookmark: _Toc42160974]Figure 4.3 - Screenshot of The Crosby Groups homepage
[image: ]
[bookmark: _Toc42160975]Figure 4.4 – Screenshot of the homepage of Caddick Construction

All websites have a green rating for their SEO, as all of the companies placed first in the search results for the name of the company, showing that all companies understand the importance of being shown on top of the search results (Ortiz‐Cordova & Jansen, 2012). 

The third website tool on the grid was video content. This was strictly video content that was available to watch on the company’s website. All but one of the five larger companies use video content of the company’s website. All those who used this tool used it well, as the researcher has given them a green rating. Each company took a different approach when making the video content, Balfour Beatty had focused on high quality, short videos (up to 3 minutes) on different subjects, whilst The Crosby Groups video content is also high quality, relatively short but has been directed to resemble a television show. With video content being able to chance of being shown at the top of google by 53% (Patel, 2018), it is a very useful tool to use of a website. Only one of the SMEs have video content on their website, but this was given a red rating because the video content was not created by the company themselves, but rather by a company the SME was selling a product for. 

The next website tool that was included on the content analysis was the use of blogs. (Baltes, 2015) All of the larger companies had a blog page on their website providing news and updates on the company’s recent projects and company culture. Those who are a PLC all share reports to give information to their shareholders. Caddick Constructions blog posts were varied from long to short, and the researcher had felt there was a lack of structure. Two of the SME’s have a blog page, the first of which had been well written and provided good information. Although the second SME did have a blog page, the content of the blog was lacklustre. It gave short and direct news and the researcher feels it would be more appropriate for a social media platform such as Twitter. 

All but one of the larger companies provide an e-mail newsletter that people can subscribe to. The content of the newsletter was unknown to the researcher, but all of the options were clearly visible to the user when looking at the news section of the website. None of the SME’s had any option of a subscription to e-mail newsletter, which indicates to the researcher that the company’s do not run any e-mail marketing campaigns, and this could be caused by a lack of knowledge (Gilmore, et al., 2007).

All of the PLC’s display their share prices on the top of their homepage, ensuring that visitors of the website know the price if they are interested in investing. This is a good use of digital marketing for the websites as it will remind the visitor of the option of purchasing shares. The site load time was analysed using the website tool that was discussed in Chapter 3. Only two of the larger companies had been rated highly, and the other three were not due to the slower load times. One surprising result was The Crosby Groups website, which the researcher had rated amber, also had a slow loading time even though the researcher perceived it as simple and outdated (Chaffey, 2012), (Carter, 2019). The one SME that had been rated amber seen the best load time out of the four companies, and this is highly likely due to how simple the website is. 

4.3.2.2. [bookmark: _Toc42329207]Social Media Use

All of the companies that have been a part of this content analysis have made use of at least two of the five social media platforms that are going to be discussed. These two being Facebook and Twitter, which is surprising due to LinkedIn being the most popular B2B platform to distribute content, with 82% of B2B marketeers saying it is the best platform for marketing objectives. (Rynne, 2019). Kier Group and Caddick Construction had been given a red rating, this is due to the poor use of the platform. Kier Group had one post on the page and Caddick Constructions page was not reachable via their website, displaying a message “sorry, this content isn’t available at the moment” (Figure 4-5).
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[bookmark: _Toc42160976]Figure 4.5 - Screenshot of the message from Facebook when clicked the link from their website
The researcher had tried to find a Facebook page for Caddick Construction and failed to locate one. The reason they have gained a tick in the content analysis table is due to them providing a link to a page on their website which does not exist, which shows that they may not be updating their website thoroughly. Vinci is the only company in their table that had been given a green rating, and this is due to a high level of professionalism on their pages. They provided a live chat function on the page to enable visitors to ask questions or find out information. As they are a large company with various companies within their group, and each have their own Facebook page and personalised content. The researcher believes that Vinci can be considered market best practise for the use of this social media platform (Perera, et al., 2015). 
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[bookmark: _Toc42160977]Figure 4.6 - Facebook page of Vinci displaying a live chat function
Each of the SMEs have their own pages, and one showing good use of the website. Providing offers through Facebook, engaging visitors of the page and posting at a consistent rate, they have been able to receive a good following. SME 2 had been rated red due to the inactivity of the company, posting once per year since 2017. The other two SMEs had posted around 3 times a month and engaged with visitors, but the content was very basic. Three of the four SMEs were not able to produce quality content and there was a lack of consistency between post, indicating there was no implementation of a content plan by the companies and their posts were usually reactive (Taiminen & Karjaluoto, 2015).

Another commonality between all the companies analysed was the use of a twitter page. Balfour Beatty and Caddick Construction both use the platform to update followers on their projects and document their community engagement activities. Whilst Balfour Beatty have a significantly higher amount of following compared to Caddick, they do not engage with their followers apart from liking tweets that have mentioned their account. Caddick Construction use their twitter account to not only to provide updates on their work, but to actively engage with their followers and reply to messages they receive. The researcher believes that Balfour Beatty use their twitter account as a platform to inform followers of their business as a news source, and Caddick Construction use it as a platform for their followers to communicate with the company and collect feedback (Ovadia, 2009). 

None of the SMEs had been given a green rating for their use of their Twitter account. SME 1’s use of twitter was posting daily tweets which lacked valuable information. The researcher thinks that they chose quantity over quality when deciding what to post. Only one of the remaining SMEs had made a post this year, showing that the other two participants do not consider twitter a priority, likely due to them not having enough time due to other work needing to be done (Chaffey & Patron, 2012).

A noticeable gap within the two tables is the SMEs lack of social media planforms in comparison to the larger companies. With only SME 1 using LinkedIn and Instagram, there is a clear difference of the usage of social media between the two sets of company. When the researcher asked SME 2 why they did not use LinkedIn, they responded by saying: - 

“it’s just whether we have the time or the resources to get into it” (P2)

This shows further evidence to the researcher that one of the reasons the gap in the table is so apparent is due to the SMEs lack of free time to participate in more digital marketing activities (Chaffey & Patron, 2012).

All but one of the larger companies have a YouTube channel, with only The Crosby Group receiving a green rating. They produce a TV inspired show delivering information on products and safe use. The company have also produced a podcast in a video format which now seem to be the direction the company is moving forward with YouTube. None of the SMEs had created a YouTube channel or created any video content for their website and this may be due to the lack of technical knowledge and generalist nature of employees in SMEs as said by Gilmore, et al. (2007). Another video website that is used by two of the companies is Vimeo, and both use it as a hosting platform to be able to display video content on their website. 
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[bookmark: _Toc42160978]Figure 4.7 - The Crosby Group's YouTube page
4.3.2.3. [bookmark: _Toc42329208]Mobile Applications

Only three of the larger companies had created a mobile application. Vinci have created multiple applications, mainly focused on being a news outlet to their shareholders or customers. These were all available from various application stores on mobile devices. The other two companies had been rated red due to their applications being web-based and this give the indication that they do not get updated. The two applications are also no available through mobile stores, but rather through their websites and some phones do not allow the download of external applications due to security risk. This point shows that security risks need to be considered when creating an application, as discussed in the literature review by Azhar and Abeln (2014). 

4.3.3. [bookmark: _Toc42329209]E-mail Interviews

The final method that was used was a structured interview via e-mail that was sent to various members of staff at different universities, from which three responded. The e-mail consisted of four questions based on the results of the analysis from phase one. The researcher had done this to gain opinions on the results from a person who is an expert in their field. The participants responded with rich information that was useful to the objective of this dissertation.

The e-mail interviews had consisted of 4 questions (Appendix 4), as the researcher was wary of taking too much of the participants time. All three of the participants were academics within universities and can be considered experts in their field. The researcher has used a matrix analysis to identify themes from the participants answers. One theme from each question had been identified and they were education, evolution, dominance and opportunity. The first question asked them for their opinion of the results from phase one of the interviews and a theme that stemmed from their answers was education. This links with the researcher’s previous analysis results of knowledge and understanding. The theme from the second set of answers was evolve, and this also can be linked to knowledge and understanding. This can mean that companies will need to evolve their knowledge and understanding to full utilise digital marketing in their business. The fourth theme, opportunity, also links due to need of knowledge and understanding to realise what opportunities digital marketing can offer. 

The researcher had linked the theme of dominance to money and time. If a company has the money to pay for resources and expertise, it would not be a barrier to digital marketing  (Jarvinen, et al., 2012). When companies hire employees, they gain more time to prioritise the different tasks, allowing digital marketing to be focused without the worry of completing another job. If a company has neither money nor time, they will be unable to assert dominance.

P2 of the e-mail interviews had touched upon the lack of understanding could be due to the older demographic of the workers in the industry, which links back to the literature review with Bahra (2017) expressing that the ageing demographic has a direct impact of the skills that are available.
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[bookmark: _Toc42160979]Figure 4‑8 - Word tree of understanding from the e-mail interviews

It has also been discussed that “money will often be used as a justification for lack of marketing” (P2), explaining further that it is an oddity that it is used as an excuse due to the relative low costs of digital marketing. This is backed by (Stankovska, et al., 2016), as they explained that due to the advances in technology, barriers to adoption have been lowered with digital marketing being user friendly, cheap and accessible.
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[bookmark: _Toc42160983]Table 4.4 - Matrix Analysis of the e-mail interviews

4.4. [bookmark: _Toc42329210]Analysis of Results Conclusion

This chapter has been able to complete its objective set by analysing the data that has been collected via three different methods. The researcher was able to extract three themes from all of the methods and had been able to link them together. The next chapter will be aiming to complete the last objective which is: - 

· To present recommendations to the construction and manufacturing industry to recognise and learn about the importance of the use of digital marketing.

5. [bookmark: _Toc42329211]Conclusions and Recommendations

5.1. [bookmark: _Toc42329212]Introduction

This chapter will be used to discuss that analysis of the data collection. The discussion will be sequential in the order the analysis followed, starting with the interviews with the four SMEs, continuing with the content analysis and finishing with the interviews with the three university academics. When the discussion has been completed, the data will be able to outline the industries use of digital marketing. This chapter will achieve the following objective: - 

· To present recommendations to the construction and manufacturing industry to recognise and learn about the importance of the use of digital marketing.

5.2. [bookmark: _Toc42329213]Achievement of Objectives

· To evaluate previous research on digital strategy in the construction and manufacturing sectors and develop greater understanding by critically analysing peer reviewed journals and credible publications on the subject.

Evaluation of previous research had been completed during Chapter 2.

· To collect primary data and identify and analyse digital marketing use in the construction and manufacturing industry.

Analysis of collected data on the usage of digital marketing had been completed throughout Chapter 4.

· To present recommendations to the construction and manufacturing industry to recognise and learn about the importance of the use of digital marketing.

Recommendations will be made further on in the current chapter, allowing this objective to become complete.


5.3. [bookmark: _Toc42329214]Main Findings
 
The main findings of this research support much of what was discussed during the literature review. The researcher had concluded that the main finding of this dissertation is that the use of digital marketing in a construction/manufacturing company will largely depend on the knowledge and understanding of those who are employed by or who runs the business. If persons in the company do not have the knowledge and understanding of how to use and implement digital marketing, they would not be able to utilise it successfully.

Other findings show that resources such as money and time are also factors that determine that usage of digital marketing in the construction and manufacturing industry. The content analysis was able to visualise how money and time can have great impact on the increased usage of digital marketing. The more money, a company is able to supply the best resources to aid the implementation and also pay for employees with expertise in the area. If a company has more time, they are able to focus on completing digital marketing objectives and tasks without worrying about other duties in the business. 

5.4. [bookmark: _Toc42329215]Recommendations

The following recommendations are being made to increase the usage of digital marketing in these sectors. Recommendations will be made to the government, SMEs

The first recommendation is for the government and/or Welsh assembly to create a web page that will allow SMEs of all industries to reach out for help with digital marketing and provide information for those who do not understand it. There is a clear lack of knowledge and understanding of digital tools in the construction and manufacturing industry and the government should be able to provide free resources and advice to those who need help.

The second recommendation will be to encourage companies to make use of free course websites such as Google Digital Garage and Alison.com to allow their employees to gain knowledge on digital marketing and other subjects. This can be a great aid to SMEs in the industry, as limited financial resources were one of the findings from the interviews. These can also be used as a top up course if employees have had previous education and need refreshment.

The third recommendation will be to continue to use traditional marketing strategies as part of their overall company strategy. Marketing is important and is has not changed, but rather the communication channel that is used has changed. Traditional strategies are very important especially in the industry, and it is important to use both types when planning. Traditional tactics offer great local reach. 

The fourth recommendation is for the SMEs who do not have an online presence. The researcher believes that an online presence is essential for a business and recommends creating one, even if it is only a social media page. Social media accounts are free of cost when setting up, and the platform allows the business to provide updates and information to potential customers.

5.5. [bookmark: _Toc42329216]Further Research

The only type of data that this dissertation had collected was qualitative data. Further research conducted may be able to collect quantitative data or use a mixed method approach to collect an additional form of data. 

The number of interviews that were conducted were inadequate, and further research should ensure the number of participants should be increased to collect more reliable results. The researcher would recommend steering the focus on the SMEs on the industry, as results from this dissertation has shown that there are multiple barriers for adoption for smaller business compared to the larger ones. 

Location based research may provide quality data. Comparing the use of digital marketing of companies by region may be able to reveal patterns in successful usage of the tools and geographical locations. For example, the use of digital marketing in London may prove to be more successful than another city such as Manchester. Cultural differences may be revealed if the research includes participants from different countries, which may be able to show how other countries make use of digital marketing and how they value it compared to the UK.

5.6. [bookmark: _Toc42329217]Limitations

Whilst completing this dissertation, there have limitations.  Gathering data had been proven to be difficult because of the reluctance of potential participants. One cause of reluctance may be due to the companies and/or employees not wanting to reveal trade secrets. A company’s marketing strategy can make them successful and they may have felt that if they agreed to partake, their plans may be made public and competitors may be able to take advantage. 

The researcher also thinks that upon completion of the analysis of results, there may have been a reluctance to participate due to the lack of knowledge and understanding of the subject. This stems from the possibility of them not knowing enough has pushed them away from partaking in a research interview.

The COVID-19 pandemic has also caused limitation when completing the dissertation, being the main factor in the reluctance of participants. Causing face to face interviews to become impossible with government restriction and forcing the researcher to depend on digital technologies to complete the collection of data. As discussed, the demographic of the industry may have also caused reluctance as they may not be familiar with the applications that the researcher needed to use to collect and record data. 


5.7. [bookmark: _Toc42329218]Final Summary

As a final summary to conclude this dissertation, the researcher was able to complete the research aim that had been set, which was to evaluate and understand the usage of digital marketing in the construction and manufacturing industries.  Following the completion of the research aim, the researcher believes that they have accumulated a vast array of knowledge of the topic, not only from the review of literature but from conducting the research. The researcher feels that this knowledge will definitely help them along their chosen career path, assisting them to be able to understand how to use digital marketing when pursuing a job in construction and manufacturing. 

The dissertation was able to highlight three main themes that will affect each company’s use of digital marketing, these themes being Money, Time and Knowledge and Understanding. There is a big difference between the SMEs usage and the larger company’s usage, and this is because the larger companies have an excess of the three themes that have been identified. 

Employees in these types’ companies need to be educated if they are offered a marketing role within the organisation and not left to work with no understanding of what they need to do. With the clear gap between large companies, who are dominant in the industry, and SMEs, there’s need to be information provided in order to aid them in their digital marketing strategies.

Chapter 5: Conclusion and Recommendations
Chapter 5: Conclusion and Recommendations


[bookmark: _Toc42329219]Self-reflection

During the course of this dissertation, the researcher wanted to increase their knowledge and understanding of the use of digital marketing in the construction and manufacturing sector. This was because they were undertaking a marketing degree and they experienced first-hand the lack of use when taking a part-time job with a manufacturing company.

This dissertation had proven to be more difficult that the researcher anticipated, although they have developed knowledge and gained experience of software such as NVivo. The researcher has been able to expand their understanding of research, its methods and have been able to apply it to real-world problems.

Difficulties arose during the process of this dissertation upon the interference of the COVID-19 pandemic, as it made it significantly more challenging to conduct and perform planned data collection methods, such as the interviews. The researcher was able to respond to these difficulties by learning how to adapt their methods under pressure to be able to complete the research.





Self-Reflection
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Interviewer:

This interview for my dissertation project and it’s about the barriers of digital marketing
strategies for construction and manufacturing companies.

Respondent:
Okay

I:
Everything’s confidential, nothing will be let out and if you would like to stop be interview

you can just say.

R:
No problem

Q1

I:
Does your company have a digital marketing strategy?

R:
No, but what is a digital marketing strategy?

Q2

I:
Do you have an online presence, such as a website or any social media accounts?

R:
Yeah, we have a website, a LinkedIn, Twitter and Facebook all linked to the company

Q3

You have a website and social media, do you have any plans with it, or do you just go with
the flow?

R:

Basically, go with the flow, we don’t spend any money advertising it, or trying to get it out
there

Q4

I:
Do you track anything on your website, such as how many people visit?
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R:
The facility is on there, the analytics but we don’t do nothing with it at the moment

Q5

I:
do you regularly update the website?

R:
With blogs once a month.

Q6
I:
So, with social media now, you said it was more going with the flow, so how do you know

when do update it?

R:
We have an external company who updates and send a tweet out once per day

Q7

I:
So, you use an external agency?

R:
Yeah
Q8

I: Do you know if they have a strategy in place for your company, or do they go with the flow
as well?

R:

If we give them additional information, they will post more than one per day, but all we pay
them for is the services to create a blog and do a press release and to send the tweets out.
But if we do have some news that we send to them they will send out more tweets, or more
press releases

Q9

I
So how long has the company been with this agency? Was it since the start?

R:
No, we've been using them for roughly three or four years
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Q10

Before this agency was there any use of online platforms or social media?

R:
We had the twitter account, we had a LinkedIn but we weren’t posting anything really

Q11

I:
Was there any reason why?

R:
We just didn’t have the time to do it

Q12

I:
So, it's more time than anything else?

R:
Yeah and thinking what to put out there,

Q13

I:
So, it's more content creation you want done?

R:

Yeah

Q14

I

Would you think about using or introducing a digital marketing strategy in the future, for

your social media accounts and for your website

R:
Yeah anything that will create more business for the company, then yeah

Q15

I:
So, would you goal be more about making money or spreading brand awareness?
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R:
It'll be a bit of both really, it's good the get the brand out there but if we can benefit from
more sales that would be excellent.

Q16

I:
So, you understand there’s an availability there to get business from online, so what is
stopping you know from implementing it?

R:
I would say it's the time and the cost and actually getting around to get somebody to do it

Q17

I:
What does the cost barrier include?

R:

The cost of all the services such as the agency, advertising and hiring somebody to do all the
online work because we'd would prefer somebody to work internally to get a feel for our
brand.
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Interviewer:

Good afternoon, this interview is just looking through the barriers of digital marketing
strategy in the south wales construction and manufacturing sector. You have full
confidentiality and you can stop at any time so would you like to carry on with the
interview?

Respondent:
Yeah

Q1

I
Does your company have a Digital marketing strategy?

R:
No, we don’t

Q2

I:
Okay, do you have any online presence such as a website or any social media accounts?

R:
Yeah, we've got a Facebook and twitter account and obviously we have a website

Q3:

I
Do they get used and updates frequently?

R:
The website is used quite a bit but the social media accounts aren’t

Q4

I:
Do you know they aren’t used that often?

R:

Nobody in the company really has an understanding of what to put on social media as like
what type of things to post. the website then is used mostly for just information, it's not to
get sales in. it’s just information on there for customers to learn how to use a product.
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Q5:

I:
Is there any type of content creation like a blog or something that customer could follow?

R:
No, Nothing

Q6

I:
So, have you ever thought about creating some sort of strategy in the future?

R:
I have thought about it but when | talk to the two directors of the company, they don'’t
seem interested in anything online

Q7

I:
Do they think that it’s helpful to the company if they do anything online?

R:

I don’t think people in our industry really have a large online presence, | think most of their
websites, the distributors that we use they sell to trade customers, so they don’t sell direct
to public. So, the trade customers already know what they're going to be getting so they
don’t have to search through all different websites they just go to what they know.

Q8

I:
When it comes to the social media, who does the updates?

R:
The financial director runs all the social media accounts?

Q9

I:
Does he have any experience in marketing?

R:
Nothing
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Q10

I:
Would the director be interested in bringing somebody in with marketing experience to try
and create an online strategy?

R:

We would have to sit down and analyse it to see if it would be on benefit, and if there is
there would be no problem with it. But it comes down to if it is worth the money and
resources

Q11

I:
Would you say the barriers come from not having enough money to put towards something
that could be a risk, or do you think it's more about the lack of understanding?

R:
I think it's purely down to the knowledge and the understanding of what it could bring

Q12

The updates that the company does do doesn’t seem regular and seems quite reactive. Do
they only post something when somethings happening right now?

R:
Yeah | think our last post is from a couple of months ago was just before we attended a
trade show when we launched a new product and nothing since.

Q13

I:
Was there any build up towards that trade show, would they post prior to the actual event
to let people know they would be there?

R:

No, we will post what our stand number and wherer we are when we find out but do
nothing in the run up until maybe the week before the trade show saying we’ll have new
product and I think that was it. And the last post may have been to say we've sponsored a
triathlete.
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Q14

I:

Obviously, you do a lot of marketing, but when | was checking the social media accounts
earlier there is no LinkedIn page for the company, do you think it would be necessary to
create one?

R:
Yeah it be better to have our own company page, it's just whether we have the time or the
resources to get into it.

Q15

I:
Is the only reason that there is no page because the directors think its not important?

R:

Yeah, they don'’t think its beneficial and were only a small team of 5 including the directors. |
do all of the website updates, but when I'm there im not in the warehouse making product
and getting stuff out the door. So theres trying to balance what the priorities are.

Q16

I:

So if you were to theoretically to create a digital strategy, do you think that the directors
would bring in one internal employee, a marketing manager to create a strategy or go down
the route of going to an external agency to create one for them?

R:

I think they would like to keep it internal but then internally no one’s got the knowledge at
the moment. So, there would need to be somebody to come in and train us on what we
should be posting in terms of content and they would say | would need to do it

Q17

I:
Do you have any marketing experice?

R:
None
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Q18

I:
Is that because you have more knowledge than them on the websites and technology?

R:

Yes, that'’s the only reason, We had a guy come in to teach us how to use the website and
I've been able to update the information and revamp the website with new images. But |
don’t have any experience in it.
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This interview s just looking at the barriers of digital marketing in construction and
manufacturing companies in south wales, everything is confidential, and you can stop at any
time. Would you like to continue?

Riyes

a

1: do you have a digital marketing strategy?

R

We don't have anything written down, but we do tend to do a lot more online marketing
than traditional mean like magazines or anything like that. A lot of the new social media in

becoming the new market, so Facebook and an Instagrar.

a2z

50 you have Instagram account as well?
R: we have but we never use it, we've got a twitter and a Facebook, but | think the
Instagram s linked with Facebook

a3;
1 S0, you don't have a strategy in place, but you have an online presence. When you're
planning to do a post or an update, are they reactive or do you have a long-term plan?

R: it can be both, there's specific days like we will post such as Father’s Day, Easter and
Christmas. We also do specific Facebook promotions. and we do reactive posts where we
have quiet period do encourage more business.

aa:
(ou have an online presence now, what would be the barrier to actually create a full-on
strategy written down to meet the objectives of the business?

R Time for me. Running the business usually and theres so many other things to do and it's
nota priority for me because 'm not focused on getting customers through the internet
although it's a good marketing tool for us. Were in a quite unique and captured market.
We're the only ones in a large radius in Swansea. Using things like SEO it's not really good
for us because if you search for us in google were at the top of the page.

as
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1: you know you said time was the reason you're not creating a strategy, if it comes to a
point where you need to come up with a plan, would you prefer to do it internally?

R: From my point of view | haven't got the skills to create any sort of digital marketing
campaign or whatever so | would have to outsource it.

as:
I: Who does the posts and the updates for the website and social media accounts?

R:1do all of the social media updates and posts, but our website admin updates the
website,

a7

50, you do the marketing, do you have any experience in digital marketing?

R have no experience, | do it just by using it from my experience and seeing what other
people use it for and post. We use it to keep an eye on our competitors and what they do.

a8
1 would you be interested in creating a content plan such as blog posts?

R:not for us no | don't think it would work that well for us. We will post updates to
encourage engagements, but | don't think blogs or other content would interest people.

We're not trying to diversify and sell different products; we are unique enough and it more
ofaservice
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1 would you be interested in creating a content plan such as blog posts?

R:not for us no | don't think it would work that well for us. We will post updates to
encourage engagements, but | don't think blogs or other content would interest people.
We're not trying to diversify and sell different products; we are unique enough and it more
ofaservice

as

1: do you think digital marketing does help your company?

R: yeah definitely yeah.

a0

ore important that traditional?

R: 100%, | have stopped all of my traditional marketing. Adverts in magazines and
newspapers. All our communications are through Facebook and twitter.

ain
1: you don’t have a Linkedin account, do you think that would help the business in any way?

R: my personal account said 'm the owner and the majority of contact through Linkedin is
for the business. But | haven't created a business page.

iz
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1: you don’t have a Linkedin account, o you think that would help the business in any way?

R: my personal account said 'm the owner and the majority of contact through Linkedin is
for the business. But | haven't created a business page.

iz

1: Do you think creating a business specific page would expand the reach for people to find
you?

R: possibly, but again for me it's not a priority, day to day running is the priority. 'm pretty
lazy when it comes to marketing, because were unique we don't need to market that much
because there's not many people to compete against. There are no major competitors in
the area.

s

1: do you use any sort of analytics and do you pay for any adverts on social media?

R: we sometimes pay for Facebook adverts and google adverts a couple of years ago, one of
them helped and brought in more customers but we haven't done it too much recently.
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—— + 120%
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Q1

|
Do you have a digital marketing strategy for your company?

R
No, not really

Q2

|
Do you have an online presence?

R

Yeh we use a website and Facebook, but we don’t post frequently. It's like we'll remember
we have it and well post like three or four times in a week, but then we might not post for a
couple of months.

Q3

|
Is the website updated a lot, or is it there for information?

R
It's just there for information, but we are in the process of getting it redone. So well have a
new website soon and then we might use it more.

Q4

|
If you don’t have a strategy now, and you have a plan to update the website, does that
mean you want to start a strategy?

R

I think it's just because t we moved premises and there’s a new internet provider and they
had to move it to a new host, and the host of the website has offered to revamp it. | don't
think it's the start of a new strategy but if its more user friendly and they can actually teach
the staff how to use it, then we would probably implement some sort of strategy.

Q5
|
If you were to start a strategy now, would you bring somebody in internally or would you

bring an external source?

R
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We would do it ourselves. | think the money is too much to employ somebody to do just
solely marketing without knowing if it’s going to being in any money or not.

Q6

|
So would you say that the main barrier in creating the strategy would be money?

R

Yes, but also the lack of understanding. | think in the industry because it's always been word
of mouth. We still do all our files on paper, so we don’t have electronic files, just paper files
in a loft. So, to go from that to then all of a sudden be using social media and a website to
promote ourselves would be a massive step. So yeah, the lack of understanding from the
older people who have worked in the business a long time, and then newer staff coming in
but not having the initiative to go “let’s do this with marketing’. Paying somebody the same
salary as accounts would be very expensive, but we know we need the accounts to keep
running.

Q7

|
Would time be an issue for you?

R

Yeah, were really busy. There have been some more social media posts now because of the
lockdown and we do have quiet days. But most days when were busy you won't see any
social media posts because there’s nobody there to manage it. There’s only one or to people
who know how to upload to the website and social media. If they're busy, then it just stops.

Q8

|
When your posting on social media, are the posts planed or reactive?

R
It's more reactive, when we get a new product we will post it to show that its now available
but we don’t have a constant flow of information ready to post.

Q9

|
You've said that time, money and the lack of understanding are the barriers for your
business, which would you say has the most impact?

R
I'd say both time and money, because if there were the time then pre-existing people could
learn how to do it. But because the times not there it’s like the money. We could afford to
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pay another salary but there not proof it would be worth the risk to make money. Overall, |
think it would be the time.d
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1. Based on these findings, why do you think these three themes emerged from the interviews?

Companies in the construction and manufacturing industries have been operating for many years, and stil the industries have been slow to adapted to
the trend of digital marketing as well as other sectors.

| would say that lack of money will often be used as a justification for lack of marketing, which in this instance is something of an oddity given the
relative low cost of digital marketing compared to other forms of marketing when you consider its potential reach. That isn't to say that there aren't

ed costs with digital marketing as there is a cost attached to the expertise involved and its management. | think much of thislies in the SME
context as much as it does the construction industry. If you are a small organisation without dedicated resource, digital marketing would indeed be time
consuming, as it is often the case that “new” information and the frequency of this new information is valued above higher quality (potentially) but
more static information. The need to constantly update information across multiple platforms for an organisation without sufficient financial and labour
resources would be very time consuming. Lack of understanding could well be linked to the typical demographic of people who work in this industry.
Obviously | can't be certain of the specifics of the demographics, but | would imagine that it would traditionally be largely male and over 40~ people
who are less likely to be digitally lterate compared to millennials for instance, who are considered digital natives and far more comfortable with the
platforms for digital marketing. Not just the technology, the lack of understanding of this particular demographic could also stem from a lack of value
placed on the medium ~ if you don't use social media, you might well assume that either people like you don't either.

2. Do you think the term ‘i it's not broke, don't fixit’ can be applied to the marketing activities of the selected industry?
I thinkitis highly likely that

and change over time and ultimately digital m

said, but | am ot convinced that it is a compelling argument. The construction industry, like allindustries will evolve.
some form or another will become a typical part of the marketing fuction.

Th following table is the content analysis that has been conducted. The collection of the data has been relatively easy, aithough the analysis had proven
to be dificult.

3. Isthere anything that stands out to you, or how would you interpret the following analysis?

The first thing that stands out s that you need to explain the context of this ~ for instance, where has this come from? Who is deciding there is “room
for improvement” compared to good practice forinstance. Outside of that t s clear to e that most big construction firms are utiising some form of

i ing as these are large publicly listed companies. These companies will have comparatively infinite resources
compared to SMES. It would also be interesting to see comparative information about more traditional modes of marketing
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1.Based on these findings, why do you think these three themes emerged from
the inerviews?

22 May 2020

‘Companies in the construction and manufacturing industries have been operating for
‘many years, and stil the Industries have been siow o adapted to the trend of digital
‘marketing as well as other sectors.

It depends on what you define as inernet actve. | used the old Dept of trade
Gefiniion...the SME has a website, has emal, uses the internet for information....
found most small businesses were actualy internet active in this defintion, however
they were not all engaged in Infernet commerce.

My only finding in my survey was that the crucial criteria for internet marketing
‘adoption was having 5+ employees...many micro companies serve a very localised
‘market 50 they can shout to their customers as quickly as emalling them.

How active in marketing do you require them fo be. | would be surprised If they do
notuse email, sourcing or at east searching oriine...most may have a website.
Once these are adopted stopping elements of markeling happening s diffcul.

‘Some companiesismal entrepreneurs are not welleducated n business or
‘management and resist using or even acknowiedging some academic terms. ..
interviewed an entrepreneur who “did no marketing’. Wen asked how he developed
his Iast new product he said that e talked to customers, looked at competiors (for
products and comparative prices), iscusseq with wholesalers prices, end user
neads efc....yet e Insisted that he did no marketing

‘Some confuse marketing Wit just advertising...some Simply are put of by
academics asking questions in areas they are not confident in. Therefore, beware of
acoepling whatthey say at face value.

2.Do you think the term f its not broke, dort fixit can be applied to the
‘marketing activities of the selected industry?

“The following tabie is the content analysis that has been conducted. The collection of
the data has been relatively easy, although the analysis had proven o be dificult

Itlooks like most are doing something...prety active looking to me.
Did you put the SMEs interviewed onto the table?

.15 there anything that stands out to you, or how would you interpret the following.
analysis?

1 don't see any analysis to comment on.

“The building industry s very oid and is dominated by large companies, often using
‘smal businesses for subconiracting or servicing. | would be surprised ifthe large are
not very digitally marketing active...not sure what the conceniration ratio s but would
not be surprised if the 10p 5 companies did not have 70% of the market. This could

be a factor. The number using could be a small % of the number of fims, but those:

‘Open with Microsoft Word
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“INe Tollowing tabie IS the content analysis thal has been conducted. The collection of
the data has been relatively easy, although the analysis had proven o be dificult

Itlooks like most are doing something...prety active looking to me.
Did you put the SMEs interviewed onto the table?

.15 there anything that stands out to you, or how would you interpret the following.
analysis?

1 don't see any analysis to comment on.

“The building industry s very oid and is dominated by large companies, often using
‘smal businesses for subconiracting or servicing. | would be surprised ifthe large are
not very digitally marketing active...not sure what the conceniration ratio s but would
not be surprised if the 10p 5 companies did not have 70% of the market. This could
be a factor. The number using could be a small % of the number of fims, but those:
using might have 80% of the market even f it was only the top 10 companies. How
would you characterise ths...minority digitally active or majority of the market is
digitally active?

1 had a student looking at the relationship between small and large building
‘companies. There was a ack of trust on benalf of the small, who felt often exploited
by the large (iate payments, low prices forced for contracting, slow responses, quick
divorces when business s siow etc). Lack of trust often resus in low digital
communications

‘Contracts are usualy tendered for. Successful tendering often involves direct
negotiations and secrecy from fival bids...incentive not to be too open or transparent
or it gives rivals advantages.

In the other extreme there are cases proved of pice ixing n tendering, by arge
‘companies fixing with each other fo contracts but rising prices in general...Bristol
councilcase...tns, plus old alegations of corrupt practices would mean face 1o face.
would decide Who gets the contract therefore why bother with a dedicated digital
‘markeing irategy? Worth looking at informal networking, club membership,
Sacieties (Masons, Poltical Partes, old boys networks?).

1 would urge challenging defintions of digital marketing! eMarketing. The criteria
could be tight or Soft. Need to deal with this i the introduction and run with the
workable definiion. I the final chapter you can retum to the definition and challenge
whether itis it for purpose

Finaly, couid you give me your views on whether or not traditional marketing is
outdated and whether or not digital marketing provides a better opportunity o reach
‘atarget market in B2B environment?

Traditional marketing has morphed into digital. Digital does use tradiftional.
‘They are usually running simultaneously unless you are studying pure
eCommerce or eBusiness companies. In your case industry, lterally bricks
‘and mortar productiservice-based companies, need the traditional enhanced

‘Open with Microsoft Word

S

B | ot o

97 1

as Sendto | Reply with
aive Gnatote Mosting Pol

Friday, 22 May 2020 at 16:02

for 25 years...not sure what you would want from him

Al folders are up to date




image43.png
700866@student.uwtsd.ac.uk

Home  Organise  Tools
S 1 B 5§ & 6 e
I e e Bl
~ Favourites By: Date Rect
£ imbox 54 < LastWeek b |
~ All Accounts Steve 1
Re: E-mail Questions. 2

£ nbox 80

B ot @
B Sent
T Trash 345

~ 1700866@stud...
~ £ nbox 54
B3 diss
B Draits 1
& Arehi.. 100
B Sent
~ 28 Groups
22 watthe..
> il Rubbish 73
3 Junk Email
F7 conversa...
7 subscrie...
~ jacksteele@... @

> (2 Inbox 26

B Draits 3
T Archive 74
B Sent

> a2 Groups.

= .

RHYBUDD: Deilliodd yr e-bost hwn o

Gareth Hughes

RE: Diss. 2
Hi Gareth As part of my dissertation pre
Steve Griffiths.

REsponse attached 2

RHYBUDD: Deilliodd yr e-bost hwn o

o6

Jack Steel questions.docx

‘marketing sirategy? Worth looking at informal networking, club membership,
societies (Masons, Poliical Partes, od boys networks?).

1 would urge challenging defintons of digial marketing/ eMarketing. The criteria
could be tightor soft. Need to deal with this i the Introcuction and run with the
workable definition. I the final chapter you can retur 10 the definion and challenge
whether i i for purpose

Finaly, couid you give me your views on whether or not traditional marketing is
outdated and whether or not digital marketing provides a better opportunity o reach
‘atarget market in B2B environment?

Traditional marketing has morphed into digital. Digital does use tradiftional.
‘They are usually running simultaneously unless you are studying pure
eCommerce or eBusiness companies. In your case industry, lterally bricks
‘and mortar productiservice-based companies, need the traditional enhanced
by digital. The integration of front and back office and integrated marketing
communications can be creaky, but once online, organisations are more
transparent, therefore must back up promises, claims, policies, offering with
real physical delivery.

'B2B compared with B2C always traditionally had a small number of possible
‘customers. Adoption of the internet and digital can change the game

2.Small can look big and duplicate some of the advantages of size.
Websites are cheap, digital can make collaboration with other SMES to

deliver big easier, CRM is easier with standard communications SNS otc.

Therefore SMES can get the attributes of bigness but maybe they have
not woken up to this. Conclusion, need for education and training.

b.Big can feel small once they go online and deal with the expectations of
digital. They were big fish in a small pond now may be small fish in a
global digital pond and therefore loss of thelr traditional economies of
scale, since these former big fish may be competing with even bigger
trans global operations. However Big with previously big numbers of
‘customers, lacked resources to give all customers time and love, as
'SMES have the potential to do with their traditional small customer base.
With customisable digital al their large number of customers can get
attention using expert systems. In the past they were characterised by
identifying key accounts and dealing with them personally face to face.
Conclusion Customer relationships (including potential customers)
need to be managed digitally, to create unique messages based on
cheap expert systems.

Steve Griffiths
Visiting lecturer UNTSD

Kind regards

Jack Steele
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Re: E-mail Questions

© Steve <steve239985@gmail.com> Saturday, 23 May 2020 at 10:10

To: Jack Steele (1700866); Cc:  stevelloydg2013; Caroline Jawad ¥

You replied to this message on 23/05/2020, 13:06. [ Show Reply |

1. Based on these findings, why do you think these three themes emerged from the interviews?
The construction industry is arge and very fragmented through a multitude of trades and scale of companies.

‘These can be from the national and multinational organisations right down to the one-man-band

You speak of SME’s but even this term need to be defined since the company's resources, including time and money, will be more limited at the lower
end of the scale.

You also cite ‘understanding’. Yes, this is an interesting observation and does raise the issue of what is meant by digital marketing or what it means to
them?. It may also raise the question of what digital skills and motivation they have. Builders with a good local reputation often need to dollttle in the
way of promotion other than getting referrals by word of mouth.

However, they may well use email, may have an Internet listing (not necessarily generated by themselves).

Companies in the construction and manufacturing industries have been operating for many years, and stil the industries have been slow to adapted to
the trend of digital marketing as well as other sectors.

2. Do you think the term ifit's not broke, don't fix t’ can be applied to the marketing activities of the selected industry?

As | mentioned, the ‘industry’ i very large and some of the larger players certainly do use digital marketing as they have the manpower and cash to
support the effort. However, the smaller companies will focus on employees who have the trade skills and not necessarily be employing people in the
back office.

Your term, ‘ifit’s not broke, don't fix it” most likely does apply to smaller scale operations since if the work is coming in then little sense will be seen to
spend money on promotion, equipment and other people’s digital skills

h following table is the content analysis that has been conducted. The collection of the data has been relatively easy, although the analysis had proven
to be dificult.
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Re: E-mail Questions 23/05/2020 To: Jack Steele (1700866); Cc: stevelloydg2013; Caroline Jawad ¥
RHYBUDD: Deiliod yr e-bost hwn o du allan 5. ¢ Yo epled o this message on 23/06/2020, 1306. [ Showepiy
Gareth Hughes | tobedifficult.
RE: Diss. 22/05/2020
Hi Gareth As part of my dissertation project, | ex...
steve Griffiths 16 3. Is there anything that stands out to you, or how would you interpret the following analysis?
REsponse attached 22/05/2020
RHYBUDD: Deilliodd yr e-bost hwn o du allan i s.
£ s
|
E 3
1N . E5 Bg £
IS R R R SRR
comparynome £ 3 § 2RSS B 8855
st sesty ]
iercrous
et
The Crosby Group n/a
Caddick Construction n/a
g s

Bad Practse - it to no use of DM tool
Room for improvement
| Good Practis - good use of DM tools
‘Company does not use DM tool

wa Does not apply to company

Given the target market of your dissertation, which | assume is SME’s, then this table is perhaps irrelevant in that all these companies are very large

players in the market.
However, this does raise the question about the objectives of digital marketing and how the industry works.

Construction companies bid for and win business. They have been considered for major contracts on the basis of the usual parameters of price etc but
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Given the target market of your dissertation, which | assume is SME’s, then this table is perhaps irrelevant in that all these companies are very large
players in the market.

However, this does raise the question about the objectives of digital marketing and how the industry works.

Construction companies bid for and win business. They have been considered for major contracts on the basis of the usual parameters of price etc but
alarge part of the decision making process by the end customer will be around trust and potential risk both economic and personal.

An online presence can provide reassurance of the suppliers reputation, experience, performance etc.

Finally, could you give me your views on whether or not traditional marketing is outdated and whether or not digital marketing provides a better
‘opportunity to reach a target market in B28 environment?

Perhaps I've given some of the answer to this in my response to the above. You might want to consult Webster and Wind (1972) For their paper,
Understanding Organisational Buyer Behaviour and how it addresses elements of risk. OK, it does not cover digital marketing but perhaps at the higher
capital cost levels their theories can still be applied and after all, digital s really just another promotional route.

Just a final word, as indicated above, arger organisations are concerned about marketing their brand to attract and satisfy potential and existing
customers and shareholders

Kind regards

Jack Steele
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