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Abstract— The purpose of the study is to examine 

consumer use of digital marketing strategies in relation to 

the construction sector. The purpose of the study is to 

learn more about the value of digital marketing in the 

construction sector and to determine the most efficient 

ways to apply it. The questionnaire was distributed to 

members of the public by the researcher. Social media 

marketing is the digital marketing strategy that the 

construction sector prefers most. In the future, marketing 

representatives in the building sector will need to create 

ads for social media platforms. 
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I. INTRODUCTION 

Digital marketing refers to the use of one or more 

electronic media platforms to promote goods, services, 

or brands. Using channels and strategies to analyze a 

company's marketing activities and determine their 

effectiveness sets it apart from traditional marketing. 

Search Engine Optimization (SEO), social media 

marketing, mobile marketing, email marketing, video 

advertising, and flash advertisement are some of the 

several digital marketing strategies employed in the 

construction business. Various approaches, strategies, 

and procedures are employed by Search Engine 

Optimization (SEO) to get a prominent position on 

the search result page. This is done in an effort to boost 

website traffic. 

 

Using social media platforms like Facebook and Twitter 

to attract attention or traffic is known as social media 

marketing. Mobile marketing refers to using apps, 

SMS, and MMS to advertise on tablets, smartphones, 

and other mobile devices in order to draw in the 

intended audience. Marketers use email marketing to 

send emails to potential consumers in order to attract 

new business, cultivate client loyalty, and advertise 

deals. Online display ads are a type of video advertising. 

The purpose of the commercials is to market the items 

or services to the intended audience before, during, and 

after the films are played. When a person opens a website 

they have visited, an advertising known as a flash 

advertisement appears at the top of the browser window. 

 

II. RESEARCH METHOD 
 

The study was carried out by first doing a literature 

search, then going through and analyzing the papers that 

were located. There were five stages to the research 

design: 

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 

 

Makes it possible to become familiar with the essential 

ideas behind marketing, choosing keywords, and 

creating search strategies. One way to become familiar 

with the key ideas is to hunt for and study both general 

and specialized marketing publications. Due to the 

dearth of books on marketing in the construction sector, 

preliminary searches of papers in several databases were 

required. Based on the abstract and title, a number of 

articles were selected, and the most appropriate 

references were also looked for. After some initial 

contact, a list of keywords was discovered and 

incorporated into several search tactics for the literature 

search. 

 

III.METHODOLOGY OF THE STUDY 

 

A questionnaire was distributed to fifty-five members of 

the public in order to gather data. Mean analysis and One 

Way ANOVA have been used to analyze and interpret 

the data in a methodical manner. 51% of respondents 

were female and 49% of respondents were male. Of the 

responders, 67% were younger than 30. Ninety percent 

of the participants held a degree. SPSS is the data 

analysis program utilized. 
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IV.DATA ANALYSIS 

 

1. Mean Analysis 

The researcher has gathered information from fifty-five 

members of the general public on the various digital 

marketing approaches accessible. The mean analysis 

lets us determine the customers' awareness about the 

available digital marketing techniques and also verifies 

how many of them are ready to apply it. 

According to the above table, the most popular ways for 

customers to access advertisements about the 

construction industry are through print media, followed 

by flash advertisements in second place, mobile 

marketing in third place, social media marketing in 

fourth place, search engine optimization in fifth place, 

viewing construction advertisements while online 

browsing in sixth place, email marketing in seventh 

place, and video advertisements in eighth place. This 

average research was conducted to see which digital 

marketing strategies are assisting clients in obtaining 

further information. Data on consumer knowledge of 

digital marketing strategies used to get and compile 

information in the construction sector was gathered. 

 

2. One Way Anova Occupation Vs Digital Marketing 

Techniques 

Anova was used as one method to determine how their 

preferences for digital marketing strategies varied 

depending on the kind of work they did. There is a 

significant difference between occupation and flash 

advertising since the significant value is equivalent to 

0.05. There is a significant difference between video  

advertisement and occupation since the significant 

value is smaller than 0.05. There is a significant 

difference between occupations and print media 

advertising since the significant value is smaller than 

0.05. The differences between the other methods are 

negligible. Thus, we may draw the conclusion that 

different professions have a preference for certain 

digital marketing strategies. Annual Income Compared 

to Digital Marketing Strategies. An Anova test was used 

to see how their preferences for digital marketing 

strategies varied according on their yearly income. 

There is a significant difference between yearly 

income and email since the significant value is smaller 

than 0.05. There is a significant difference between 

yearly income and digital marketing since the 

significant value is smaller than 0.05. There is a 

substantial difference between search engine 

optimization and yearly income since the significant 

value is smaller than 0.05. There is a significant 

difference between yearly revenue and print media 

advertisement since the significant value is smaller than 

0.05. There is not much difference between the other 

ways. Therefore, we draw the conclusion that 

respondents' choice for various digital marketing tactics 

is influenced by their yearly income. 

In the construction sector, print media advertisements 

are the ones that customers like to see. Because this 

type of marketing is more tangible and provides more 

in-depth information, consumers prefer it when seeking 

information. Customers then click on the flash 

advertisement due to its captivating appearance. 

However, there is less substance in the material 

concerning advertisements for the building business. 

Since everyone had a mobile phone by now, when it 

came to mobile marketing, clients read the company's 

promotional advertisements and were drawn in by the 

alluring deals. However, the data is brief, accurate, and 

straightforward. The next crucial tactic is social media 

marketing. Nowadays, social media is used by everyone 

in the globe. Customers can see an advertising if a 

business has a positive social media reputation based on 

its reviews. 

Through evaluations and information provided about 

the firm, they also obtain reliable information. The 

advertisement for search engine optimization then 

shows up at the top of the page when a consumer 

searches, making it easier for them to quickly get the 

information they want. When it came to email 

marketing, the company's frequent sending of the same 

messages resulted in customers not reading them, and it 

took a while to download the message with graphics and 

videos. However, the information is tailored to the 

preferences of the user. Lastly, when it came to video 

commercials, consumers were not viewing them for 

longer when the videos were long and had download 

issues. 

V.DISCUSSION 

 

1. Research approaches 

The majority of businesses that are evaluated are 

contractors and construction firms (55%), most likely 

because these businesses are more sophisticated and 

widely distributed than other types of construction 

organizations. The sort of client is not mentioned in 90% 
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of the articles. It is acknowledged that the expectations 

and contracting techniques of private and public clients 

differ, but it is unclear how to tailor marketing to each 

kind of client. There is a research gap with this element 

that requires further investigation with 16 percent and 

14 percent, respectively, the United States and the 

United Kingdom are the countries with the most 

publications. This may be explained by the fact that the 

United States and the United Kingdom, respectively, 

are home to the two publications that provide the most 

scientific research on construction marketing: 

Construction Management and Economics and the 

Journal of Construction Engineering and Management. 

Furthermore, the American Society of Civil Engineers 

(ASCE) publishes the first and third publications (the 

Review of Management in Engineering) with the 

greatest number of papers about the research topic. 

The most popular research tool (32%), followed by case 

studies (16%), interviews (13%), and literature research 

(13%), was the survey. The approach used was not 

mentioned in the remaining publications. It appears that 

getting in touch with construction businesses directly is 

the best approach to learn about their marketing 

strategies. Forty percent of the studies had connections 

to other pertinent issues in the construction sector, such 

innovation, quality, and decision-making. Customer 

satisfaction and quality management go hand in hand. 

Since customer happiness is one of marketing's top 

goals, quality management and marketing are related. 

Marketing is one of the business strategy aspects that a 

construction company considers while making 

decisions. 

 

2. Marketing aspects approach 

Regarding the methods directly associated with 

marketing, marketing strategies, satisfaction with 

stakeholders, and marketing effects had the greatest 

number of published publications. The papers offered 

a somewhat significant scholarly contribution to the 

fields of marketing and management. The areas with 

the least amount of documents were human factors, 

information systems and technology, and marketing 

activities. The percentage of articles pertaining to each 

marketing area is displayed. 

 

VI.CHALLENGES 

 

1. Challenges in Developing Digital Marketing. 

Since this is the first time a firm is trying to go digital, 

the problems in establishing digital marketing include 

making sure that the services are good. To attract 

customers and determine the market, the quality of the 

material must be maintained. First, as most respondents 

noted, preparation is necessary for providing quality 

services; this finding is consistent with other studies. It 

is mentioned that certain things require further 

consideration. The emphasis should be on creating 

application functions that are in the development stage 

and need to be fixed right away. To keep the material on 

display modest, it would be sufficient to update 

knowledge articles once a day or once a week. 

Furthermore, it's advised to keep the frequency of 

advertisements to a minimal. According to Prasetyo and 

Sulistiadi (2019), creating a digital marketing strategy 

that is customized for a particular organization while 

adhering to a marketing plan framework requires 

creativity. 

The scenario analysis included in the update model 

includes media definition, mission definition, SWOT 

analysis, marketing budget, massage 2212 category, 

and evaluations of the target market and online 

reputation of the business. In addition, relationship 

management, space allocation, choices evaluation, 

knowledge of science, technical skills, service 

effectiveness, and security concerns are all included in 

the study of objectives. Media selection, primary sector 

business, strategy, and tactics are all included in 

strategic planning. Time, resources, monitoring, and 

assessment are all part of operational and control. 

Technology components, such as hardware, software, 

information, human software, and organization, are 

highlighted by innovation. 

One way to begin a digital marketing campaign is to 

reorganize the company. This will enable the digital 

advertising unit to be more structured and reliable in its 

human resource management, as well as integrate data 

and applications across social media, websites, and 

digital marketing. 

 

2. Challenges in the Implementation of Digital 

Marketing 

Implementing digital marketing presents obstacles in 

keeping the system current. Some of these challenges 

include advertising that does not reach the target 

audience, improper promotion strategies, and outdated 

data. One of the crucial procedures is putting digital 

marketing into practice. Since the data will be reliable 
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and benchmarked when making business decisions, 

there will be risk taken and less optimum distribution of 

marketing efforts if the system data is out of current. 

A few challenges exist in the business world. For 

example, advertising that fails to reach consumers is 

useless for advancing digital marketing, and unsuitable 

advertising hinders the development of digital 

marketing efforts to draw in customers. Maintaining 

current data is also crucial since it facilitates decision-

making with respect to market trends. In addition, the 

business must take into account the scenario analysis, 

the E-marketing strategy, the goal, the budget, and the 

evaluation plan while putting digital marketing into 

practice. 

 

3. Challenges in Evaluating Digital Marketing. 

It is imperative that PT. Tussens Krida Utama review 

its digital marketing since the results of the study will 

help all corporate operations identify if performance is 

on track or not. The majority of respondents concur 

that assessing the target market is essential for 

maintaining the consistency of the evaluation that will 

impact the business's success. From the perspective of 

the target market, working performance, strategic 

evaluation, and accuracy with regard to the company's 

set straightening of the planning supports Keegan and 

Rowley's (2017) earlier study. 

It was noted that the approach divides the assessment 

of the effectiveness of social media marketing into six 

stages: establishing evaluation objectives, determining 

the digital market, determining the generic matrix, 

gathering and analyzing data, preparing reports, and 

managing decisions. 

 

VII.CONCLUSION 

 

The study's shortcoming stems from its reliance on the 

perceptions of customers in Chennai. The other 

drawback is that the data was collected using a small 

sample size that is not representative of the 

community. According to the report, print media is the 

favored medium for advertisements in the construction 

sector. Since it has been around for a while and offers 

more in-depth information at a fair price. In the case of 

the construction sector, even if the current clientele is 

tech-savvy and uses gadgets with the newest 

technology, they do not like digital marketing ads. 

However, social media marketing is more 

advantageous than other digital marketing strategies 

when it comes to gathering consumer information. 

It may be inferred from a quantitative and qualitative 

examination of the situation of marketing in the 

construction sector that there are no standards for 

implementing this function inside construction 

companies. Generalizations are challenging as they 

depend on the kind of business, the kind of client, and 

the demands of the client. The types of firms and clients 

that have been examined, the countries in which they 

have been conducted, the methodology that have been 

employed, and the primary areas of interest to 

researchers have all been identified through the 

examination of papers published between 1970 and the 

present. Consequently, contractors were the kind of 

business that was researched the most, most likely 

because these businesses are the most common and 

sophisticated in comparison to other. 

 

REFERENCE 

 

[1] Foroudi. P. Gupta. S. Nazarian. A. and Duda. M. 

2017. Digital technology and marketing management 

capability: achieving growth in SMEs, Qualitative 

Market Research: An International Journal, Volume 

20, Issue 2 (230-246). 

[2] Hartemo. M. 2016. Email marketing in the era of 

the empowered consumer, Journal of Research in 

Interactive Marketing, Volume 10, Issue 3 (212-230). 

[3] Shaltoni. A. 2017. From websites to Social media: 

exploring the adoption of internet marketing in 

emerging industrial markets, Journal of Business & 

Industrial Marketing, Volume 32, Issue 7 (1009- 1019). 

[4] Karjaluoto. H. Mustonen. N. and Ulkuniemi. P. 

2015. The role of digital channels in industrial 

marketing communications, Journal of Business & 

Industrial Marketing, Volume 30, Issue 6 (703-710). 

[5] Smith. K. 2012. Longitudinal study of digital 

marketing strategies targeting Millennials, Journal of 

Consumer Marketing, Volume 29, Issue 2 (86-92). 

[6] Tiago. M. and Verissimo. J. 2014. Digital 

marketing and social media: Why bother?, Business 

Horizons, Volume 57, Issue 6 (703-708). 

[7] Anil Lamba, “Resolve Security Policies Conflicts 

Through Semantics Matching Alignment”, 

International Journal of Scientific Research and 

Review, Volume 2, Issue 2, pp.43-58, 2013. 

[8] Anil Lamba, “A Detailed Analysis of Data 



National Conference on Sustainable Engineering And Management (NCSEM24) 

ISSN 2349-6002 
 

IJIRT 163063 @ April 2024| Volume 10 Issue 11|IJIRT|www.ijirt.org 175 
NCSEM24 

Security in a cloud Environment”, SURAJ PUNJ 

Journal for Multidisciplinary Research, Volume 3, 

Issue 2, pp.43-51, 2013. 

[9] Anil Lamba, Satinderjeet Singh, Natasha Dutta, 

Sivakumar Sai Rela Muni, “Uses of Different Cyber 

Security Service to Prevent Attack on Smart Home 

Infrastructure”, International Journal for 

Technological Research In Engineering, Volume 1, 

Issue 11, pp. 5809-5813, July-2014. 

[10] Anil Lamba, Satinderjeet Singh, Sachin 

Bhardwaj, Natasha Dutta, Sivakumar Sai Rela Muni, 

“Uses of Artificial Intelligent Techniques to Build 

Accurate Models for Intrusion Detection System”, 

International Journal for Technological Research In 

Engineering, Volume 2, Issue 12, pp. 5826-5830, 

August-2015. 

[11] Anil Lamba, “Protecting “Cybersecurity & 

Resiliency” of Nation’s Critical Infrastructure - 

Energy, Oil & Gas”, International Journal of Current 

Research Volume 10, Issue, 12, pp.76865-76876, 

December, 2018. 

[12] Anil Lamba, “API Design Principles & Security 

Best Practices – Accelerate your business without 

compromising security”, Cyber Nomics, Volume-1, 

Issue-3, pp.21-25, Aug 2019. 

[13] Wang. Y. and Tang. T. 2003. Assessing 

customer perceptions of website service quality in 

digital marketing environments, Journal of 

Organizational and End User Computing, Volume 

15, Issue 3 (14-31). [14] Teo. T. and Yeong. Y. 2003. 

Assessing the consumer decision process in the 

digital marketplace, Omega, Volume 31, Issue 5 

(349-363). 

[15] Jarvinen. J. and Karjaluoto. H. 2015. The use of 

web analytics for digital marketing performance 

measurement, Industrial Marketing Management, 

Volume 50 (117-127). 

[16] Stone. M. and Woodcock. N. 2014. Interactive, 

direct and digital marketing: A future that depends on 

better use of business intelligence, Journal of 

Research in Interactive Marketing, Volume 8, Issue 1 

(4-17). 

[17] Leeflang. P. Verhoef. P. Dahlstrom. P. and 

Freundt. T. 2014. Challenges and solutions for 

marketing in a digital marketing in a digital era, 

European Management Journal, Volume 32, Issue1 

(1-12). 

[18] Chafffey. D. and Patron. M. 2012. From web 

analytics to digital marketing optimization: Increasing 

the commercial value of digital analytics, Journal of 

Direct, Data and Digital Marketing Practice, Volume 

14, Issue 1 (30-45). Electronic copy available at: 

https://ssrn.com/abstract=3536351 Indo- Iranian 

Journal of Scientific Research (IIJSR) Volume 1, 

Issue 1, Pages 225-232 

[19] Baltes. L. 2015. Content marketing-the 

fundamental tool of digital marketing, Bulletin of the 

Transilvania University of Brasov Series V: Economic 

Sciences, Volume 8, Issue 2 (111-118). 

[20] Anil Lamba, "Uses Of Cluster Computing 

Techniques To Perform Big Data Analytics For Smart 

Grid Automation System", International Journal for 

Technological Research in Engineering, Volume 1 

Issue 7, pp.5804-5808, 2014. 

[21] Anil Lamba, "A Role of Data Mining Analysis to 

Identify Suspicious Activity Alert System”, 

International Journal for Technological Research in 

Engineering, Volume 2 Issue 3, pp.5814-5825, 2014. 

[22] Anil Lamba, "To Classify Cyber-Security 

Threats In Automotive Doming Using Different 

Assessment Methodologies”, International Journal for 

Technological Research in Engineering, Volume 3, 

Issue 3, pp.5831-5836, 2015. 

[23] Anil Lamba, “A Study Paper On Security Related 

Issue Before Adopting Cloud Computing Service 

Model”, International Journal for Technological 

Research in Engineering, Volume 3, Issue 4, pp.5837-

5840, 2015. 

[24] Anil Lamba, "Mitigating Zero-Day Attacks In 

IOT Using A Strategic Framework", International 

Journal for Technological Research in Engineering, 

Volume 4, Issue 1, pp.5711-5714, 2016. 

[25] Anil Lamba, "Identifying & Mitigating Cyber 

Security Threats In Vehicular Technologies", 

International Journal for Technological Research in 

Engineering, Volume 3, Issue 7, pp.5703-5706, 2016. 

[26] Anil Lamba, "S4: A Novel & Secure Method 

For Enforcing Privacy In Cloud Data Warehouses", 

International Journal for Technological Research in 

Engineering, Volume 3, Issue 8, pp.5707-5710, 2016. 

[27] Anil Lamba, “Cyber Attack Prevention Using 

VAPT Tools (Vulnerability Assessment & Penetration 

Testing)”, Cikitusi Journal for Multidisciplinary 

Research, Volume 1, Issue 2, July - December, pp.64-

71, 2014. 



National Conference on Sustainable Engineering And Management (NCSEM24) 

ISSN 2349-6002 
 

IJIRT 163063 @ April 2024| Volume 10 Issue 11|IJIRT|www.ijirt.org 176 
NCSEM24 

[28] Anil Lamba, “A Through Analysis on Protecting 

Cyber Threats and Attacks on CPS Embedded 

Subsystems”, International Journal of Current 

Engineering and Scientific Research (IJCESR), 

Volume-1, Issue-3, pp.48-55, 2014. 

[29] Anil Lamba, “Analysing Sanitization Technique 

of Reverse Proxy Framework for Enhancing 

Database-Security”, International Journal of 

Information and Computing Science, Volume 1, 

Issue 1, pp.30-44, 2014. 

[30] Anil Lamba, “Enhancing Awareness of Cyber- 

Security and Cloud Computing using Principles of 

Game Theory”, International Journal of Advanced in 

Management, Technology and Engineering Sciences, 

Volume III, Issue I, pp.71-82, 2013. 

[31] Yadav. M. Joshi. Y. and Rahman. Z. 2015. 

Mobile social media: The new hybrid element of 

digital marketing communications, Procedia - Social 

and Behavioral Sciences, Volume 189 (335-343). 

[32] Stephen. A. 2016. The role of digital and social 

media marketing in consumer behaviour, Current 

Opinion in Psychology, Volume 10 (17-21). 


