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2014 Construction
Marketing Survey

let’s take a look

Regards,
Perryn Olson, CPSM, CCMP \
President “
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About the Survey & Respondents

Responses show

similarities in marketing
marketers, executives, tools used and

and friends in the construction industry wanted, along with

commonalities in

social media utilization.

The survey helps identify
construction companies’

biggest challenges in
marketing - uncensored
and unedited.

See how respondents
think revenue will
change in 2014 and
2015 when compared
to recent years.
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Gross revenue for ?

21.43%

$0-10 million

25.00%

$11-100 million

3214

$101-499 million

10.71%

$500-999 million

10.71%

$1 billion +
[ | | | | | | | | |
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ENR’s Top 400 Contractors generally includes companies from $100 million to
over billion dollars in annual gross revenue. Our survey included a 50/50 split of
respondents who came in above and below that $7100 million mark.
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I 5.88%

110

ThZ8%

11-50

51-200

B

201-500

23:.53%

501-1,000

I 5.88%

1,001-5,000

I 5.88%

5,000-10,000

0%

10,000+




Company’s Primary Role

General Contractor 81.25% ‘8 1 0/0

general contractors

dominated
General
Sub Contractor 6.25% Contractor

Other 12.50%

Company’s Type of Work
over half of

5 6 0/0 Negotiated 56.25% their business

Negotiated

Best Value Bid 18.75%

Other 25.00%
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by Respondents [}
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Number of in-house marketers
0 4.55%

‘I 2519%

2-3 23.81%
4-6 11.90%

- [ 1429

+ 19.05%
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Number of in-house business developers
o 2.38%

I s67%

33.33%
28.57%

o

13+ 11.90%
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CMO (Chief Marketing Officer)

18.75%

Vice President of Marketing

Marketing Director

Marketing Manager

75.00%

Marketing Coordinator

B o

Marketing Specialist

. 12.50%

Administrator for Marketing

6:25%

Other
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Location

Historically, small construction companies have one location
with all marketers working at that location, while the mega firms
have marketers spread across each location. Our survey's data
supports that norm with mid-ranged companies reporting a
mixture of marketing staff across the company’s locations.

31.25%

All at Corporate

12.50%

At All Locations

Mixture 56.250/0
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Business Developers

QL4
(0]
of CEOs active
in business/

marketing
development

everyone
involved in business
development,




MARKETING
RESOURCES
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Do you currently have

a budget for

")

Projection Method (Comparison)

Yes

80.00%

6.672%
Percentage Method (Top-Down)

20.00% 26.6 7%

Goal-Based Method (Bottom-Up)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 0 00%

Belt-and-Suspenders Approach

Approximate annual 26.67%

Uncertain
Budget amounts for our survey respondents varied wildly from $0 to

$1 million annually. This dichotomy is representative of our respondent’s
diversity, and is in line with the surveyed companies’ gross revenue

and employee size. One respondent noted a sizable budget per location,
which represented a significant deviation from the range.

A challenge with comparing marketing budgets among companies is
not knowing if the budgets are only for marketing materials and tools.
Some companies include proposal pursuits (many times budgeted under

marketing needs to be
and/or business developer(s)' salaries and benefits. bUdg@t@d and p/Uﬂf)@d.

pre-construction), or their budgets may also include their marketer(s)
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Do you get

from

your ?

Yes

No

60.00%

40.00%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

We know this question is challenging. Most construction companies
struggle with it because of a lack of metrics, needing multiple touch points
including a proposal to win a project, and struggling to define how a “sale”
is made online.

With over 60% of respondents claiming their website is a business-
generating tool, we can make some assumptions about their web
marketing integration. However, unless tracking systems are fully
integrated into the websites, or the marketing staff is aggressively
inquiring about the origins of new projects, this number may be skewed.
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45%

Have a mobile
friendly website

WordPress

28.52%

Proprietary

0.00%

Joomia

0:00%

Drupal

0:.00%

Expression Engine

Other




Channels In Use B

Facebook

Twitter

Linkedin

Instagram

YouTube

Google+

Flickr

Pinterest

Houzz

Other

69.23%

69.23%

100.00%

23.08%

38.46%

15.38%

7.69%

23.08%

0.00%

769%
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O/O

of social media
is executed
in-house

66.672%

Executives do not see value

0.00%

Not able to measure ROI

N o

No time

0.00%

Do not know where to start

66.672%
No budget

Afraid to share trade secrets

0:00%

Afraid of employees being poached

3333%




Articles

Presentations,
Panel Discussions

Blog

Social Media

Book

Methods Utilized [N

Webinar

White Papers

Case Studies

PR

Other

73.33%

86.67%

26.67%

93.33%

6.67%

20.00%

33.33%

53.33%

80.007%

0.00%
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Job Site
Signage

weooroosar [ 16.29%

socamess [ 1071

0.00%

wh
over [ 25002

Tradeshow

'89%

of respondents
have internal
communication
| tools
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BIGGES
CHALLENGE
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Biggest Challenges

Our anonymous survey allowed respondents to put it all out there.
Their unedited challenges:

Constant challenge
at a company with over 9,000 people.”

“Getting everyone in the organization to understand what

marketing is, what we can do, and why we're important.”

“Crippled by our existing website - in FLASH, with no analytics.”

“Differentiation, not getting lost in the crowd

with all of the competition in this market.”

transition the market perception from a mom & pop shop to a
professional organization.
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"Poor marketing and brand
strategies.”

“Getting our (-suite to
understand the connection
between Business
Development strategies/
efforts and how marketing
activities/campaigns
support and elevate the
strategic plan.”

“Determining ROL"

“Limited budget. | would
like to be able to do more
of the things that we are
doing.”

“Consistency.”




FUTURE
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How do you expect

's gross income to
compare to ?

As you can see from these graphs, the answers to these
questions are exciting and encouraging for our industry.
Many experts state the recent recession is winding down, but the
construction industry still has many companies struggling with
low-profit margins due to low-bid projects and high operational costs.

Increase 84.4&%
Decrease L|,. LI-LI-O/O

Same M1k

72%

use a Go/No
strategy to
I I I I I I I I I I |

choose bids
0% 10% 20% 30% 40% 50% 60% 70% 80% 50% 100%
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entering new
geographic markets
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Brand Constructors

is president of The Brand Constructors.

He is an award-winning, multi-
The Brand Constructors are a dynamic team of marketers, disciplined designer, business developer,

graphic designers, web developers, and business consultants and marketer and holds marketing
focused on maximizing the effectiveness of your construction certifications with the Construction

company’s marketing communications and dollars. Marketing Association and SMPS
(Society of Marketing Professional

Services). Perryn is the president-elect
of SMPS Southeast Louisiana and co-chair
of SMPS Southern Regional Conference
(SRC) 2015.

Author of Construction Executive’s
Guide to Brand Marketing in 2014,
he regularly writes for CFMA, SMPS,
AGC, ABC, and AIC. Perryn speaks
at national and regional conferences
nationally on Brand Marketing, Social

CONSTRié; TION Media, Websites, and Marketing
EXECU» “IE'S Construction Companies.

GUIDE TO
BRAND

MARKETING

Perryn is active on the company’s blog,
LinkedIn, and Twitter (@brandconstruct).

He is an Eagle Scout and was selected

as one of ENR Texas & Louisiana’s 20
Under 40 for 2014.

Your Marketing Subcontractors.
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