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ABSTRACT: Construction enterprises are aware of the importance of involving marketing in their management functions as a way to 
adapt themselves not only to the continuous changes in the industry, but also to satisfy their clients’ demands, while being competitive and 
improving their business strategy. This paper shows the results of a quantitative and qualitative analysis of the state of the art of marketing 
in the construction industry. The study was conducted through a literature search, with subsequent processing and analysis of the papers 
found. Despite the efforts made in the last decade, it is difficult to generalize how to apply marketing in construction companies, due to the 
special features of this sector. Nevertheless, there is a range of possible strategies that could be used by construction companies, and once they 
know their clients’ needs they will be able to choose what strategies to apply. Research gaps such as marketing implementation, marketing 
differentiation according to the type of clients, and application of information technologies are proposed.
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RESUMEN: Las empresas del sector de la construcción son conscientes de la importancia de vincular la comercialización (o marketing) 
a las funciones primordiales de la empresa, como respuesta ante la necesidad de adaptarse a los continuos cambios del sector, satisfacer 
las demandas de sus clientes, ser competitivos y mejorar su estrategia de negocio. El presente artículo presenta los resultados obtenidos 
del análisis cuantitativo y cualitativo del estado actual de conocimiento del marketing en el sector de la construcción. El estudio se realizó 
mediante una búsqueda bibliométrica y el posterior procesamiento y análisis de los artículos encontrados. A pesar de los esfuerzos realizados 
en la última década, es difícil generalizar cómo aplicar el marketing en las empresas del sector de la construcción debido a las particularidades 
del sector. Sin embargo, existe un abanico de posibles estrategias que pueden ser usadas; una vez las empresas conozcan las necesidades de 
los clientes serán capaces de escoger las estrategias que deben aplicar. Se proponen futuras líneas de investigación como la implementación 
del marketing, diferenciación del marketing de acuerdo con el tipo de cliente, y aplicación de las tecnologías y sistemas de información.
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1.  INTRODUCTION

Marketing is a management function that seeks 
to increase a target market, to build long-term 

relationships, to satisfy clients, to ensure the desired 
profitability [1], and to strengthen competitive 
advantage [2]. Although marketing in the industrial 
and service sector is a well-known discipline, in the 
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construction industry it is still misunderstood. This is 
reflected by the little scientific research and literature 
produced on this topic [3]. It is difficult to define the 
“product” in the construction industry; it is even more 
difficult to define its marketing [4]. This study was 
developed in order to establish the current state of the 
art of marketing in the construction industry and to 
determine whether there are guidelines to implement 
this function inside construction companies.

It is necessary to take into account that the construction 
industry is a sector characterized by several 
particularities that make it different from the industrial 
and service industries. Some of them are: construction 
enterprises sell a hybrid between a product and a service 
[5-7]; its production is based on projects [8]; the product 
changes in size, location, and complexity [4]; and the 
company promotes its abilities to fulfill and exceed the 
criteria of cost, schedule, and quality [6]. Moreover, 
there are important differences between the demand of 
public and private clients, and also, professional training 
is based on scientific and technological knowledge, 
instead of managerial education [9]. Marketing should 
also consider cultural differences when it is seen from 
an international perspective [10]. For all these features, 
construction marketing is a new phenomenon that is seen 
with skepticism and considered synonymous with sale, 
because clients buy something that does not exist yet [11].

Thus, marketing applied to the construction industry 
combines existing theories of the industrial and service 
sectors [12,13]; for example, marketing mix (MM), a 
strategy used by the industrial sector that combines five 
issues (product, price, promotion, place, and people) 
has been applied to the construction industry and 
analyzed by several authors [2,4,13-17]. Other authors 
have studied the application of service sector strategies 
such as relational marketing (RM) [12,17-21], business 
to business (B2B) [22], co-development [23,24], 
partnering [25-27], customization and differentiation 
[8,12,28-32]. Specific strategies for the construction 
sector have been proposed: public private partnership 
(PPP) [33]; design and construction [34]; pricing 
strategy [27,35-37]; and social marketing [18,38,39].

Thus, the main objective of this study is to analyze the 
state of the art of marketing in construction. This analysis 
allows us to know which aspects were examined more, 
who conducted these studies, and what the gaps are for 

launching future studies. All this information can provide 
a general framework of construction marketing and tell us 
whether it is possible to apply specific rules to implement 
marketing in construction enterprises. 

2.  RESEARCH METHOD

The study was conducted through a literature research 
and a subsequent process and analysis of the papers 
found. The research design was divided into five phases:

1. Previous approach and initial tests

2. Literature search

3. Quantitative and qualitative analysis

4. Exploitation and analysis of results

5. Summary of main contributions and in-depth study 
of the most relevant papers

Phase 1 allows familiarization with the main concepts 
related to marketing, identifying keywords, and 
designing search strategies.  Familiarization with the 
main concepts consists of looking for and reading 
general and specific marketing books. Since there are 
not many books regarding marketing in the construction 
industry, it was necessary to make initial searches 
of papers in various databases. Several papers were 
chosen according to the title and abstract; some of the 
best fitting references were also explored. This initial 
rapprochement made it possible to identify a list of 
keywords, which were combined into different search 
strategies used to conduct the literature search. 

 
Figure 1. Keywords used in search strategies
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Figure 1 shows some of the main keywords used in 
phase 2. The central circle contains the words utilized in 
all search strategies such as “construction marketing,” 
“construction industry,” “marketing,” “construction 
services,” and “contractor.” The lower right circle 
contains keywords related with strategies, whereas the 
lower left circle has keywords related with the client.

         The search strategies mix all the keywords 
as depicted in Fig. 1. The five search strategies are 
specified in Table 1.

The objective of these combinations was to find the 
greatest amount of papers possible. These search 
strategies were used to look for the papers in five 
databases. The databases consulted were Web of 
Science (ISI), Business Source Premier (EBSCO), and 
Engineering Village (EV), which includes Compendex, 
Inspec, and Referex. These data bases were chosen 
because they are scientific, international, and related 
with engineering and business topics.

Table 1. Keyword combinations per search strategy 

1
(“construction marketing” or “marketing”) and (“construction 
industry” or “construction firm” or “contractor” or 
“construction services”)

2

(“marketing mix” or “relationship marketing” or “project 
marketing” or “strategy marketing” or “marketing activities” 
or “service marketing” or “business to business marketing”) 
and (“construction industry” or “construction firm” or 
“construction services”)

3
(“construction industry” or “construction firm” or 
“construction services” or “contractor”) and (“client 
satisfaction” or “customer satisfaction”)

4
(“construction industry” or “construction firm” or 
“construction services” or “contractor”) and (“price”) and 
(“marketing”)

5 (“construction industry” or “construction firm” or 
“construction services” or “contractor”) and (“selling”)

The papers found were filtered by means of choosing 
the technical papers and reviews, removing duplicate 
articles, and eliminating papers which were not strongly 
related with the topic of the study.

Phase 3 included quantitative and qualitative analysis 
of the resulting papers. All of them were read, analyzed, 
and several descriptive words were identified. So, each 
paper was defined by a list of descriptive words. 

Subsequently, these descriptive words were gathered, 
taking into account the focus each referred to. It was 

possible to identify two types of approaches: one related to 
the research environment and the other related to different 
facets of marketing. The main difference between these two 
approaches was that the first one described the environment 
of the research as the type of enterprise, type of client which 
the study was focused on, the country, and the method used 
by their authors. Meanwhile, the other approach mentioned 
specific issues of marketing such as concepts, activities, 
strategies, effects, and others. 

It was possible to identify 90 descriptive words, which 
were gathered in 13 categories. Five of them are 
related to the research environment affecting every 
paper; and the other 8 are related with different facets 
of marketing.

Figure 2 depicts these two approaches. The research 
environment approach deals with: types of company, 
types of clients, countries from which the research 
originates, method used, and the relationship of the 
papers with other aspects. The marketing aspect 
approaches included topics related in a direct way 
with marketing: basic concepts, activities, strategies, 
the human factor, stakeholder satisfaction, technology 
and information systems, management aspects, and 
marketing effects. 

 
Figure 2. Approaches defined from descriptive words
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In phase 4, the numbers of papers related with each 
descriptive word and therefore with each approach 
were presented in charts. The charts were analyzed 
and compared, allowing the identification of the most 
important topics. 

The last phase of the research design was a summary 
of main contributions and an in-depth study of the 
most relevant articles. The previous reading and 
identification of descriptive words enabled the 
identification of the main contribution of each paper. 
In addition, the papers were classified by importance, 
taking into account the number of times the paper was 
quoted, the journal in which it was published, and the 
judgment of the research team.

3.  RESULTS

A total of 190 documents were found in five databases. 
They were filtered choosing scientific papers and 
reviews only; the other documents were not considered. 
After this first filtering process there were 167 papers 
remaining. Later, 48 duplicated papers were eliminated. 
Finally, the papers were classified according to their 
relevance to the topic, so 23 papers with a very low 
relevance were also removed. The resulting amount of 
papers after this was 96.

Figure 3 shows the percentage of articles found using 
each database. The most useful database was ISI 
because the great majority of articles were found on 
it. Meanwhile, almost a third and a tenth part of the 
total number of papers were found in EBSCO and EV, 
respectively.

 
Figure 3. References found per database

Figure 4 shows the percentage of papers found using 
each search strategy. The first strategy (Table 1) allowed 
us to be able to detect more than half of the papers.

 
Figure 4. References found per search strategy

Figure 5 shows the development of marketing research 
in construction from 1970 until 2009. Before 1995, the 
number of papers was very few and intermittent. After 
this year, an increased interest is evident: 50 % of the 
papers were published in the last decade.

Figure 5. Papers published per year

Table 2 shows the journals with the highest amount 
of papers published on construction marketing and 
their journal impact factor (JIF), according to Journal 
Citation Reports (2009).

Table 2.  Journals with the highest scientific production

Journal JIF 2009 # Papers % Papers

Journal of Construction 
Engineering and Mngmt. 0.583 10 10.4 %
Construction Management 
& Economics No index 10 10.4 %
Journal of Management in 
Engineering 0.596 7 7.3 %

Building and Environment 1.797 4 4.2 %
Engineering Construction 
& Architectural Mngmt. No index 3 3.1 %

Other --- 62 64.6 %
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4.  DISCUSSION

4.1  Research approaches

Contractors and construction firms are the most 
analyzed companies (55 %), probably due to the fact 
that these types of enterprises are more widespread and 
complex than other construction companies.

Ninety percent of the articles do not mention the type 
of client. Although the differences between contracting 
methods and expectations by public and private clients 
are recognized, it is not clear how to implement 
marketing according to the type of client. This aspect 
is a research gap that needs to be studied in-depth. 

The countries with the highest number of publications 
are the United States with 16 % and the United 
Kingdom with 14 %. This could be attributed to the 
fact that the two journals with the highest scientific 
production about construction marketing (the Journal 
of Construction Engineering and Management, and 
Construction Management and Economics) are from 
the United States and the United Kingdom respectively. 
Moreover, the first and the third one (the Journal of 
Management in Engineering) with the highest number 
of articles about the study topic are journals published 
by the American Society of Civil Engineers (ASCE). 

The favourite technique used as a research method was 
the survey (32 %), followed by case studies (16 %), 
interviews (13 %), and literature research (13 %). The rest 
of the papers did not mention the method applied. It seems 
that the best way to know how construction companies 
implement marketing is to have direct contact with them.

Forty percent of the papers were linked with other relevant 
topics in construction industry such as quality, decision-
making, or innovation. Quality management is directly 
linked with client satisfaction; and client satisfaction is one 
of the priorities of marketing, therefore quality management 
has a link to marketing. The decision-making process in 
a construction firm takes business strategy variables into 
account, and marketing is one of these variables [40].

4.2.  Marketing aspects approach

As for the approaches directly related with marketing, 
the aspects with the highest number of articles were 

marketing strategies, stakeholder satisfaction, and 
marketing effects. The papers presented an intermediate 
scientific contribution in management aspects and 
marketing concepts. The aspects with fewest papers 
were marketing activities, technology and information 
systems, and human factors. Figure 6 shows the 
percentage of papers related with each marketing 
aspect. 

 
Figure 6. Papers related with each marketing aspect

Perhaps the main reason that researchers study 
strategies is to materialize construction marketing. 
Some ways of doing this are: to establish how to 
implement marketing, to know what construction 
companies should do, to determine real and tangible 
advantages and their effects for stakeholders. Since 
client satisfaction is one of the main objectives of 
marketing, this is an aspect that deserves attention.

Most of the papers linked with marketing strategies 
mentioned it in a general way. Nevertheless, several 
specific strategies were studied: market/product focus, 
marketing mix, social marketing, relational marketing, 
customization, pricing strategy, and marketing in 
alliance with others, such as B2B, co-development, and 
partnering (Fig. 7). The most mentioned strategies are 
alliances, relational marketing, and pricing strategy. 

The data shows that several papers offered a variety of 
strategies that could be used by construction companies. 
It is important to know that the particularities of 
the construction industry could offer advantages. 
Construction enterprises should know the range of 
possibilities, and once they know their clients’ needs 
they should be able to choose what strategies to apply.
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Figure 7. Marketing strategies

The most important stakeholder is the client: 89 % 
of the papers related with stakeholders’ satisfaction 
focused on this. This result was expected because 
the client is considered to be the most important 
stakeholder implied in marketing. If the enterprise 
satisfies and fulfils client requirements, all the others 
stakeholders will benefit.

The three main marketing effects mentioned in the 
papers were business development, competitive 
advantage, and profitability (Fig. 8). It is clear that 
the main motivation to implement marketing inside 
construction companies is to receive economic benefits.

 
Figure 8. Marketing effects

One tenth of the papers linked management aspects 
with marketing. This shows the importance of the 
executives, project managers, and other stakeholders 
who are implied in the marketing process. Technology 
and information systems is a relatively new topic in 
construction enterprises; maybe this is the reason that 
such a small number of papers were related to it.

4.3  In-depth analysis of the most relevant papers

All the papers were analyzed and classified by their 
importance, taking into account the number of times the 

paper was quoted, the impact factor of the journal which 
published it, and a classification of papers per importance 
according to the judgment of the research team.

Table 3. Classification of papers per importance
Level Description # Papers % of Papers

1 significant contribution 28 33 %
2 medium contribution 49 57 %
3 low contribution 9 10 %

Table 3 presents the number of papers classified in each 
level. Most of the papers offer a medium contribution. 
One third of the researchers have made an important 
contribution to the state of the art of marketing in 
construction. Table 4 shows the most quoted papers and 
their journal impact factor; they are briefly discussed 
in the following paragraphs.

Maloney [5] concluded in his study that it is not 
possible to establish a list of the client’s requirements 
for each type of project. This is why he recommended 
that contractors should understand and be able to satisfy 
each one of their client’s needs.  He used a criteria list 
that could be used by contractors in order to understand 
the needs of their client in each project.

Yates [41] proposed forming consortiums and partnering, 
and using information technologies in order to adapt 
to the global market. One of these alternatives was that 
construction enterprises could offer a service that included 
design and building in the construction industry, resulting 
from close cooperation between architects and engineers.

Table 4.  Papers most quoted
Authors Title # 

Cited JIF 2009

Maloney 
(2002)

Construction Product/Service 
and Customer Satisfaction 12 0.583

Yates (1995) Use of Design/Build in E/C 
Industry 11 0.596

Ahmed and  
Kangari 
(1995)

Analysis of Client-Satisfaction 
Factors in Construction 
Industry

9 0.596

Stehn and  
Bergstrom 
(2002)

Integrated Design and 
Production of Multi-Storey 
Timber Frame Houses - 
Production Effects Caused by 
Customer-Oriented Design

7 2.068
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Dikmen, 
Birgonul, 
and  Kiziltas 
(2005)

Strategic use of Quality 
Function Deployment (QFD) 
in the Construction Industry

6 1.797

Shin, An, Cho,  
Kim, and 
Kang (2008)

Application of Information 
Technology for Mass 
Customization in the Housing 
Construction Industry in Korea

2 1.372

Dikmen, 
Birgonul, and  
Ozcenk (2005)

Marketing Orientation in 
Construction Firms: Evidence 
from Turkish Contractors

2 1.797

Ahmed [42] identified six important factors to 
satisfy clients: time, cost, quality, market orientation, 
communication abilities, and answers to complaints. 
These authors did not find any correlation between 
these factors and groups of clients.

Stehn [43] showed a case study in which the 
contractor made market segmentation and the design 
and production were oriented to clients. The client’s 
requests were converted into functional requirements.

A methodology suggested by Dikmen and his colleagues 
[44,45] to know the marketing strategy suitable for each 
client was the Quality Function Deployment (QFD), 
based on clients’ needs and improvement of quality. 

Finally, Shin [32] presented an information system that 
allowed the customization of the product and minimized 
its costs. The system was validated in a case study.

5.  CONCLUSIONS 

The amount of papers found through the literature 
search shows that marketing in the construction 
industry is quite a new topic and that it needs to be 
studied thoroughly. 

From a quantitative and qualitative analysis of the state 
of the art of marketing in the construction industry, 
it can be concluded that there are no guidelines to 
implement this function inside construction enterprises. 
It is difficult to make generalizations because it depends 
on the type of company, type of client, and client needs.

The analysis of papers published from 1970 until now 
enabled the identification of the type of companies 

and type of clients that have been studied, in which 
countries, the methodologies used, and the main aspects 
that have been of interest to researchers. 

Therefore, contractors were the type of company most 
thoroughly studied, probably owing to the fact that 
these types of enterprises are the most widespread and 
complex compared to other companies that operate 
through the facility life-cycle. For that reason, the 
other types of firms present opportunities to develop 
future studies.

The great majority of papers were not involved with 
a specific type of client. It is necessary to conduct 
researches to establish differences within this aspect.

The United States and United Kingdom were the countries 
that conducted most research related to this topic; this 
may be due to the fact that the journals with highest 
production about this topic are from these countries.

Three topics are of most interest to researchers: 
marketing strategies, stakeholder satisfaction, and 
marketing effects. This could be because researchers 
want to materialize construction marketing and one 
way is to establish how to implement it, to know 
what construction enterprises should do, to determine 
real and tangible advantages, and their effects for 
stakeholders. Since client satisfaction is one of the main 
objectives of marketing, this is therefore an aspect that 
deserves attention.

It is interesting to note that construction enterprises 
can jointly use several marketing strategies, such 
as market/product focus, marketing mix, social 
marketing, relationship marketing, customization, 
pricing strategy, and marketing in alliance with others 
(B2B, co-development, and partnering). Construction 
enterprises should know their clients in order to define 
which marketing strategy to use. 

Although marketing mix is the most commonly used 
marketing strategy in the industrial sector, it is not 
applied enough in the construction industry.

The most mentioned marketing effects, all directly 
linked with economic growth of enterprises, are 
business development, competitive advantage, and 
profitability. The importance of involving executives, 
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project managers, and the others stakeholders in the 
marketing process was evident.

The three main research gaps proposed for future 
studies are: (a) to apply marketing to PPP, small 
and medium companies, and consulting firms; (b) 
to establish differences and recommendations about 
marketing to each type of client; and (c) to determine 
how to take advantage of the current technologies and 
information systems in order to improve the marketing 
function inside the company.

Marketing is not only a function; it is a tool that can 
be used to improve the development of construction 
companies. For that reason, all of them should include 
it in their systematic process as an improvement tool.
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