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Abstract

This paper is based on the findings of in-deptlrefcface semi-structured interviews with ownetisectors
and senior managers of fifteen contractors org#inisan Jordan. The objective of this paper is xplere the
marketing concept, cost and activities within tbatcactors’ organisation in the Jordanian consiondndustry.
The results indicated that marketing function hasbeen accepted as legitimate management acdiviti¢he
Jordanian construction organisations. Furthermthre,majority of companies (85% of respondents) ictems
marketing cost as a wasting of money since mosegt® were awarded to the lowest price offer. Mibran
85% (13 out of 15) of the interviewed contractardi¢ated that they do not have marketing departsnent
divisions in their companies. Only 13% of contragticompanies (2 out of 15) have a separate magketin
division with a few staff and little budget. Thesodt also indicated that there is much confusiororagn
contractors on the definition of the marketing agpts and its purpose.
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2. Introduction

The construction marketing environment is charészerby fierce competition, uncertain economic oo,
and increasingly more influential, demanding anddvénformed clients (Preece and Tarawneh 1996is puts
more pressure on contractor organisations to utatetghe marketing conditions and client requireisi@amd to
exceed, rather than simply meet client expectatitmsadapting to this pressure contractors havéood to
marketing initiatives as a way to create and snstampetitive advantages.

The increased competition with more sophisticated @emanding customers have forced many service
companies to compete on quality of products andperimg services. All organisations, whether in
manufacturing or service industries, compete toesalegree on service (Zeithaml et al 1990). Howeitas,
extremely difficult to find even one industry forhigh service quality is unimportant. Most manufaictg
companies such as Ford Motor, Corning Glass Wonkkathers place a great deal of emphasis on tleeofol
service quality (Zeithaml et al 1990). Manufactgrimave found it difficult to establish sustainabtempetitive
advantage only on technology development and thegepmore attention and resources to value-addedtias

and services as a prime source of superiority §H1892).

Top management needs to be committed to suppatiEgt orientation, and the construction team needsave
the necessary customer communication skills. Fimeged to identify and understand what most influesient
satisfaction to highlight areas which need furthéention and improvement. This needs to be treatlmto a
client satisfaction programme combined with a mankestrategy. Management are advised that to endient
total satisfaction they adopt a holistic perspectf service quality as a long term differentiatistrategy in
addition to the quality of the final facility.

3. General Management Core Concepts

3.1. Marketing Applied Across General Industries

3.1.1. The marketing concept

The Chartered Institute of Marketing defines marigas “the management process responsible fotifgiag,
anticipating and satisfying customer needs praifitgb (Curtis 1994). A detailed definition of thenarketing
concept is provided by the Institute of Marketirggthe “management function which organises ancctirall
those business activities involved in assessing @mlerting purchasing power into effective demémda
specific product or service and in moving the peidar service to the final customer so as to achtbe profit
target or other objectives” (IOM 1973). Marketirsgalso defined as “ ... identifying and satisfythg needs and
wants of consumers by providing a market offeriadulfil those needs and wants through exchangegases
profitably” (Woodruffe 1995).

The common theme which is emerging from the abafinttions is that they all focus on the management

process of establishing customers’ requirementshipurpose of satisfying them at a profit to ¢cbenpany and
its customers. The starting point of this procasthe identification of customers’ needs, wants daethands.
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Those needs, wants and demands should be transtatedoroducts and services that fulfil customers’
requirements. The guiding concepts for customershtmse between the different offers lie in sevéaelors,
which may be regarded as the cost, values prowadeldtheir satisfaction with those products andisesv The
selected products and services need to be delivémezh exchange process for money. This interohg@ngcess
takes place over a period of time and transactidnsng which a kind of relationship may be eststidid.
However, the core concepts of marketing are presentfigure 1.
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Figure 1 The core concepts of marketingAdapted from Kotler 1994)

Vassie (1969) has defined the concept of marketingan essential approach for achieving competitive
advantages. Along this line of thought he stateat tharketing is “exploitation by an organisationatif the
actual and possible differences between its offed the offers of competing organisations to giveait
commercial edge over them”. According to Vassiefiition an organisation should try all the po$simeans

to gain the superiority over its rivals. Howeverg@npany can achieve a commercial edge over itpettars

by dedicating more efforts to the marketing consgpesented in figure 1. In this sense marketirsgghlegen seen
as a competitive tool which enhances the compaatyilgty to gain and sustain a competitive advantage

3.1.2. Marketing research

The core of marketing management is that orgaoisatineed to identify, anticipate and understandr the
customers’ needs and wants. Management needsrto dbaut customer changing needs, competitor agtion
marketing environment and so on. The way to monite company’s marketing environment is through
marketing research, in its different forms.

Traditionally marketing research means the prooésdentifying the customer needs and wants insiesyatic
manner and determining the impact of marketingviiets on customers (Baron and Harris 1995). B4ke06)
has reported that marketing research can be definéthe objective gathering, recording and anatysif all
facts about problems relating to the transfer atel sf goods and services from producer to conswmeser”.

However, the purposes of conducting marketing mebe@an be summarised as “to reduce the areas of
uncertainty surrounding business decisions” (Badl896). Woodruffe (1995) has identified two genetiahs of
doing marketing research, namely, to reduce theuamof risk associated with planning, and to manito
performance after the implementation of the platatler (1994) has supported this by stating thatkeiing
research is conducted to provide managers withtterbenderstanding of the marketing problems. Matiya
and Perreault (1993) have suggested that the rdasaloing marketing research is to collect infotima that
decision makers can trust in making their decisions

Therefore, competitors and customer informationfaedback should be timely, accurate, and availabéessist
managers in arriving at effective solutions to netirkg management problems. Gathering informati@mfr
many sources, internally and externally, is a Valeiaecision making tool for managers (Parasuragataal.
1988). Systematic analysis of customer feedbackthedgeneral market information is vital for conipet
strategies development. It also helps companiégtier understand their customer perceptions apdotations
and to take the required corrective actions toeclasy gaps between their actual performance androass’
perceptions and expectations.

This requires the company to establish and mairgasnitable business culture that will producertbeessary
behaviour. Such culture should enable companieteliwer superior quality to achieve customer satigbn.

Market orientation has been suggested as the tassimgture which will deliver high levels of qusliand

customer satisfaction (Narver and Slater, 1990).

3.1.3. Marketing orientation

Market orientation is defined as the organisatiadewintelligence generation, dissemination and gasp to

current and future customer needs and prefereridas/ér and Slater 1990). This indicates that manget
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oriented concepts focus their efforts on a numlbéaaiors. These include market focus, customeu$and co-
ordinated marketing.

Comparing marketing and selling concepts indic#tes marketing focuses on customers’ needs, whiling

focuses on the sellers’ needs. A selling orienteghmisation starts with manufacturing their produdhen
focuses on the existing products and tries to thelin via hard selling and promotion to generatditsroA

marketing oriented organisation defines its targatket carefully, concentrates on customer needsydinates
its activities to achieve customer satisfaction alihin turn generates the profits. Thus, the sellinignted
organisations take the “inside-out” perspectivelavtiie marketing oriented organisations take thgside-in”

perspective (Kotler 1994).

Market focus suggests that an organisation neefizctes their efforts to identify their target matkearefully.
However, it is very hard for a company to operdfectively in every market and satisfy every custsis need
(Kotler 1994). Kotler indicated that companies vdbt well if they identify their target markets addvelop a
separate marketing program and strategy for eaghttenarket.

Customer orientation requires the organisationubtipe customers at the centre of their activifi@®odruffe
1995). A customer oriented organisation would stimge to its customers and track their satisfactioer the
time. Customer feedback needs to be communicatedl fpersonnel in order for them to be aware oirthe
contributions to achieve customer satisfaction (dtaffe 1995). Customer complaint and quality profdeneed
to be discussed at all levels of the organisaticimd ways of improving the company’s systems iarcgsses.

Co-ordinated marketing indicates first, that all rkeding divisions, sales force, advertising, mariggt
researchers and so on, should be co-ordinated tihentustomer perspective. Second, marketing depattm
should be co-ordinated with all the other departsiemithin the organisation. Companies should focus
internally, on their internal systems and employasswell as externally, on their customers. Howgthere is

no point in promising high quality service befole tcompany’s employees are ready to deliver thenjgexl
service. Company’s employees should be able arlthgvilo serve its customers, they must be well et
well trained and motivated to do their jobs.

Marketing orientation which incorporates marketliligence enables companies to focus their quplibgrams
directly on customers’ needs and requirements aadras that market intelligence is the central ajuie of the
service quality and customer satisfaction stratedievelopment of concepts like ‘service qualitglistomer
service’, ‘customer focus and orientation’, ‘custansatisfaction’, ‘customer retention and loyakyt., fit well
the basic objectives that marketers hold for theketang and marketing orientation. Effective implemation of
these concepts should lead to a sustainable caimpetlvantage, increase customer loyalty andrim émhance
the ultimate business performance and profitabiftthe company.

3.1.4. Marketing mix

Marketing mix has been defined as “the set of ntargetools that the firm uses to pursue its marigeti
objectives in the target market” (Kotler 1994). Moy and Perreault (1993) stated that marketirajegyy is to
specify a target market and its related marketirig further, they define marketing mix as the “cofiable
variables that the company puts together to satighrget group”. Figure 2, presents the generaketiag mix
“four Ps” and the service industry related “thres ®ith the most important variables under eaclidiaof the
four Ps.
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Figure 2 The seven Ps of the marketing mix and thevariables (Adapted from McCarthy 1966, Kotler 1994,
and Woodruffe 1995)

Those definitions indicate that marketing mix inxed all the tools by which marketers can designodpce,
communicate, distribute and ultimately sell thefieoto the target markets. However, there are ntanis that
companies can adapt to sell their offers to thectetl market segments. Those tools were origimiixeloped
around four popular factors called the four P’s\nas the marketing mix (McCarthy 1966).

The product factor is one of the most basic ofrtferketing mix. It is concerned with the developmehthe
right product for the right market segment. Companoffer may involve a physical good, a serviceaor
combination of both. The important thing about fh@duct (good or service) is that they should §atis
customers’ requirements.

Place is concerned with the decisions to make tbdygt available for the target segments. A prodsigbod if
it is available when and where the customer needghus, place refers to the various decisionsctirapany
undertakes to make the product available and abtesehen needed by the target segments.

Promotion stands for telling the target customécuathe right product. It involves all the actie# companies
undertake to communicate their product to the setetarget markets. Promotion involves persondihgglmass
selling, advertising etc. Price is the most critfegtor of a company market mix, and represergsntioney that
customers have to pay for the total offering areddbsts of getting it to them.

Woodruffe (1995) reported three other factors @hRs) to be involved in the marketing mix for seevi
marketing, which extend the service marketing mixf four Ps to seven Ps. The additional three @peaople,
physical evidence and process.

People’s role in service delivery is widely acknedded. A company’s employees are its prime resoance

perhaps as important as its service in the eyesustomers. A high quality service will often requinigher
levels of employee training and motivations (Wodfir1995).
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Process and physical evidence are important faewiadicators for what constitutes “value for mgnia the
service sector. For example, company facilities affides can be used as indicators of the compaalyility to
provide better services.

3.1.5. Marketing strategy

Kotler (1994) has stated that the heart of stratemrketing can be described as STP marketing (Setgtion,
Targeting and Positioning). The following examities components of STP respectively.

3.1.5.1. Market segmentation

Market Segmentation suggested that it is normafficdlt for a company to operate and serve alltonsers in a
broad market (Kotler 1994). Customers may be tooaymdispersed and have different buying requiresent
Companies will be in a strong competitive posittonserve particular customer segments of the mafiais
companies need to identify the most attractive etaskgments that can serve effectively rather tlaampeting
everywhere.

Market segmentation can be defined as “the acivadidg a market into distinct groups of buyers wmight
require separate products and / or marketing nkxdtler 1994). McCarthy and Perreault (1993) havmeavith

a similar definition when they said that a markegjreent is a “homogeneous group of customers whb wil
respond to a marketing mix in a similar way”.

Several variables can be used to segment custoradteta. Those variables can be divided into twaoatiro

groups, namely, consumer characteristics or nomabebral variables and consumer responses or bainai

variables (Kotler 1994). Researchers may segmestomer markets according to their characteristicaam-

behavioural dimensions. Then they examine whetieset customer segments have different attitudesponse

toward a certain product or services. Similarlyibess or industrial markets segmentation can bertzikn by

using many of the variables used to segment custonagkets. For, example geographic variables, litenef

sought and usage rate can be employed to segmsinebs markets. However, other new variables ayainel

to segment business market due to the differeneggselen customer and business markets. Kotler (188¢)

reported a number variable for business marketsisetation such as:

1. Demographic variables such as (industry, compaze; sind location).

2. Operating variables such as (technology, user/rarsiatus and customer capabilities).

3. Purchasing approaches such as (purchasing-funatiganisation, power structure, nature of existing
relationships, general purchase policies and psechsteria).

4. Situational factors such as (urgency, specific iapfibn, size of order).

5. Personal characteristics such as (buyer-selletasityi attitude toward risk, and loyalty).

3.1.5.2. Positioning and differentiation strategy

Positioning refers to how customers perceive araduawe companies’ service and products (Woodrusfes).

Particularly, it refers to the way in which custom@ank a service or a product attributes agaimsse of

competitors. Kotler (1994) defined positioning #ise“act of designing the company’s offer so thatitupies a

distinct and valued place in the target customeisid”. This is supported by Baker (1996) who statiealt

positioning is the process of achieving a uniqweelin a competitive environment for a producteswise such

that some customer segments perceive the particglasices to be different from competitors. Thuse t

important step in positioning is to identify theykiactors that customers use to evaluate perforenamd to

distinguish between competing alternatives (Bak@®6). However, customer perceptions stem from their

beliefs about service’s or product’s value whichkenaup their attitude toward those services and ymtsd

Therefore, a company’s positioning must grow outinflerstanding how the target segment defines \atde

makes choices among competitors.

Woodruffe (1995) identified the advantages of senand product positioning. First, positioning ssential for
the success of marketing strategies because ilview@ careful design of the company’s offer td ué needs
of the target segments. It enables the companyettebdesign their marketing mix i.e., the four (Psce,
product, place and promotion). Second, it enables tompany to respond positively in competitive
environments and recognise market opportunitiegdTIt enables a company to satisfy specific merieetter
than its competitors.

Company’s services and products position in thetocoer's mind will be influenced by the way they

differentiate them. Differentiation strategy re@srthat a firm strives to be unique in its industigng certain
attributes that are widely valued by customers @ dr985). Companies can achieve differentiaticsetdaon the
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product, the delivery system or process by whidb &old, the marketing approach etc. Differerpiatstrategy
refers to the attributes that make a service odyebstand different from those of competitors. Slsompanies
who want to adopt a differentiation strategy needdlect and emphasise the attributes that arereliff from
their competitors.

Differentiation has been defined as “the act ofigleag a set of meaningful differences to distirgfuithe
company’s offer from competitors’ offers” (Kotle®24). In this regard a company may be seen as ozwieg
toward its customers, more responsive to the custareeds, more reliable or providing more valuenfianey
than its competitors. Porter (1985) indicated thatompany can differentiate itself by providing stning
unique and valuable to customers beyond simplyrioffea low price.

Service and product attributes have different valfoe customers. Thus, they have different infleeon the
customer’s perception of the company’s service anoducts. Companies need to understand aspects of
customer behaviour before developing their posttigrand differentiation strategies (Woodruffe 1995iyst, a
company needs to determine the attributes of fex dffiat customers rate most highly. Second, itle¢e know
how customers rank its performance against thoses @bmpetitors’ along those attributes. Finaitypeeds to
know who makes the decisions and try to influemesrtperceptions. However, proper marketing a¢éisiand
communication are important to achieve the abowdsgo

3.1.5.3. Market targeting

After the segmentation process, managers idemtéyntajor market segments, focus on or target omeooe of
these segments and prepare their marketing progspatfically for each selected segment. Therefoarket
targeting can be defined as “the act of developmagsures of segment attractiveness and selectangramore
market segments to enter” (Kotler 1994). Obviodahget marketing may be characterised as “microkatang”
where marketing programs are designed accorditigetgpecific needs and wants of customer groupseier,
the ultimate framework of target marketing is “amtsed marketing” (Kotler 1994). This also meanat th
company’s products, services and marketing progamsadapted to the requirements of a distinciooost or
buying organisation.

Target marketing has several advantages. Firagsists companies to identify marketing opportesitietter.
Second, companies can develop the appropriate &ffereach selected market. Third, company’s prices,
advertising and distribution channels can be adfugb reach the selected market efficiently. Alaogét
marketing provide companies with the opportunityfdous their efforts on customers whom they hawe th
highest chance of satisfying.

3.2. How and Why to Apply Marketing to JordaniamnGwuction?

Despite the acceptance of marketing as a businessidn there still much confusion on the precissaning of
marketing and how it could be applied to constarc{iRichard 1981). However, the full benefit of keting as
a management philosophy has come late to congruictdustry (Fisher 1991).

A study of marketing communication in the UK constion indicated that marketing is still undeveldpnd
viewed with scepticism (Morgan and Morgan 1990e&@lkr (1990) highlighted the problem of what is nidxgy
marketing in construction and found a dominant vithat marketing in construction is basically sejlin
promises, since clients are being asked to buy gongewhich has not yet been produced. Male an¢kSto
(1991) referred the reluctance of using marketimg) the confusion over its meaning in constructmthe issues
of what is meant by “product” in construction.

The lack of understanding and appreciation of ntargeroles and marketing research in constructioevident
(Morgan and Morgan 1991). Thus, the lack of cligribrmation on perception, satisfaction, and regmients
and future development leave contractors in dadutlkvhat are clients looking for and expecting frdmam.
However, this can help in widening the perceptidfetences between the two groups, clients andreoturs,
on marketing and service quality. The lack of cdioation and communication across contractors deyeauts
leave the front line employees unaware of the tlimguirement and therefore clients’ perceptionsl an
satisfaction may suffer. Further, the lack of ergples training on interpersonal and communicatiatssknd
client education activities undertaken by contrexcmould adversely affect client's perceptions asdessment
of the contractor’s service.

Male and Stocks (1991) indicated that product instauction is a service which end up with an owhigrs
Therefore, the total offering of Jordanian contegtis a combination of service and physical produibis
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enable construction marketer to benefit from toalsd techniques developed for both aspects. Since
manufacturing and services are becoming increasiitgerrelated, as suggested by Woodrufee (1998) an
Zeithaml et al (1990), thus Jordanian contracteesdnto look at marketing with the concept of thalteervice
offering in their mind. However, Jordanian contoastare encouraged to direct their marketing om#we focus
which is recognised as becoming increasingly ingrtservices from non-service providers, as plrdse
Woodrufee (1995). This approach includes the serglements of manufacturing and production procHsss,

the role of additional services provided by mantifdng such as supporting services, training, wdiea etc.,

has become a strong source of differentiation. Tikate service element of the total service ofigrof
Jordanian contractors is proposed as a key fattestablishing the company competitive advantage.

Despite the obvious differences between marketihghysical goods and service marketing, the undegly
concepts and management decisions are much the @&medrufee 1995). However, marketing research,
planning and the development of marketing mix styat(the four P’s: product, price, promotion andcgl) are
equally important for both services and physicaldymarketing. However, the marketing mix could kieeded
for service industries to include another three [ople, process and physical evidence. Also miagket
oriented organisation, whether in service or martufing sectors, need market intelligence to idgnne
market needs and fulfil them, thereby satisfyinthiibe client and the firm objectives. The samapiglicable to
Jordanian contractors who need to have a cleanrpictf what clients are looking for, what they axaluating
during the service interactions, and how do thég tilem compared to a competitors to be able teldpuheir
own strategy and model of service marketing.

4. Research Methods

4.1. The Sampling Frame

A national, cross industry study investigating domcept of marketing in the context of Jordanianstaction
industry was undertaken. A sampling frame was pegb&rom the Construction Contractors Directoryardan
1999 which provides a detailed list of Jordaniantactors.

The aim was to generate a list of (15) respondehts were involved in marketing, business developnaeal
public relation departments. The list included &eg or senior manager in marketing or business ldpugent
functions from each of the top 100 Jordanian catra.

The exploratory nature of the study obliged thed®n of a judgmental sample. This indicated tivat key or
senior individual was judged to be a reliable sewtinformation on their organisations’ activitisen lower-
ranking managers (Philips (1981). In concord witfilips’ conclusion Patterson et al. (1997) reportieat one
key respondent is appropriate if he/she has aisenimwnership position. They added that such nedpots and
their direct involvement in their organisationsotimdary-spanning activities” qualify them to resgam behalf
of their companies. Conant, Mokwa and Varadaraj®@9(), indicated that “in the face of time and rgses
constraints the single informant approach allowsafdarge number of organisations to be surveykikewise

Patterson et al. (1997) stated that it would bg déficult to hunt multiple respondents over sealanonths and
it may decrease the response due to respondemginbaunctions within the company; leaving the @amy

altogether or becoming too busy to continue padton.

However, a senior respondent approach was selextdstain data for a number of reasons. First, ear®taken

to ensure that the respondent has a senior ocoupdtnowledge and they were suitable and willing to
participate in the study. Generally the respondeantsipy senior positions in their organisationshsas owners,
chairman, managing directors, executives, directord senior managers.

4.2. Procedures of Data Collection

Giving the exploratory nature of the research, sstmictured, in depth face-to-face interviews asrtain data
collection technique were conducted with selectgdedenced personnel from the marketing and busines
development departments of (15 ) Jordanian comtrsichosen from the top 100 organisation as predent

A semi-structured interview was selected in ordesdt a framework and not to deviate from the megearch
topic due to the lack of understanding and diffeiaterpretations of those concepts from the peepleking
within Jordanian construction. It was also appragerito start with a relaxed discussion of such hapic to
Jordanian construction, i.e., marketing. Howevetha beginning of each interview respondent wis atout
the aims of the research. Further all respondeete w&sked for their permission to record the in¢svs and
assured that their identity and the given inforomatvill remain confidential.
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The interviews were taped, transcribed and analiséétermine the common themes and key phrasaedeio
respondents’ general perceptions and assessmehtsofarketing activities.

4.3. Design of The interviews

For an interview which required the minimum possitine from each interviewee, taking into consitierathe
nature of the interviewees, semi-structured indddate-to-face interviews were considered appropfiiar the
exploratory phase of this study as explained garlie

Given the exploratory nature of the research aadsgtarse literature on marketing in constructialugtry, open
ended questions were used to identify the most itapbaspects of the research topic and to seekedeyant
suggestions from the participants. Therefore, aonal, cross industry study investigating the cqseof
marketing was undertaken. A sampling frame was gregp from the Construction Contractors Directory in
Jordan (1999).

The research questions, related to the researelctolgs, were directed toward experienced and semmagers
within contractors’ organisation who where speaeilli¢ involved in the marketing and business develept
activities.

Following the same framework adapted by Parasuragnhah (1985) and Baker and Lamb (1993), the disicun

about marketing centred on contractors’ experieara perceptions to this concept. Respondents vekeslao

give background information for themselves andrtiieimpanies. They also asked to define marketinjtan
give their opinion on the differences between mnkeand selling in construction. Detailed informat was

also collected concerning marketing activitiesdach specific company.

4.4. The Pilot Interviews

Piloting is essential for any research to enhaheer¢liability and validity of the finding of theaim research.
Initially (5) firms involved in the provision of edracting services were contacted randomly. Thevads to aid
our understanding of how to define and perceivekatarg at a time where nothing has been publistEmita
marketing in Jordanian construction industry.

Based on the results of the piloting interviews thain data collection technique was modified te tanto
account the suggestions made by the respondentdoiBg so the authors hoped that the interview tipres
became face valid, and therefore, ready to be ims main data collection stage.

5. Data Analysis

The study goal was introducing a further understamdf the concept of marketing in the Jordanianstauction
industry. In order to corporate the findings andws of previous researches, (15) interviews weralgcted
with experienced and senior individual within c@gtor organisations as stated earlier. The intervievere
undertaken at their offices and at their conveniigné. The interviews findings were presented i fillowing
sections, while questions asked the intervieweese wevered a wide rage of issues concerning maiketi
activities.

5.1. General Information

Table 1, shows the types of personnel interviewetiaher information on the types of firms thattjggated in
the interviews. However, the personnel and firma@avere remained anonymous.
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Table 1. Type of personnel and firms interviewed

Contractors | Respondent position Respondent Firms rank or Areas of speciality
' Symbol and Experience gualification level
A Head of Purchasing| BSc Mechanical Eng First Class Water and Wate
Department (8 years treatment
B Finance Manager (13 Master in Economic Second Clasp Building
years)
C General Director (25 BSc Electrical Eng. Third Class Electromechaniq
years)
D General Director (15 BSc Civil Eng. Second Clasg Building
years)
E Vice Director (16 BSc Electrical Eng. Second C lass Building
years)
F Technical Manager | MSc Architectural First Class Building
(14 years) Eng.
G Finance Manager (1( MSc Civil Eng. Second Class| Electromechaniq
years)
H General Director (29| BSc Electrical Eng. Second Class Building
years)
I Technical Manager BSc Civil Eng. First Class Building
(30 years)
J General Director (20| BSc Mechanical Eng First Class Building
years)
K Project Manager (13| MSc Construction First Class Building and
years) Management Management
L Sales Managers (5 BSc Civil Eng. First Class Building
years)
M Project Manager (8 BSc Civil Eng. First Class Building
years)
N Technical Manager BSc Civil Eng. First Class Building
(13 years)
(0] Owner (25 years) Higher Secondary  First Class Building
Education

5.2. Marketing Definition and Activities

The majority of the respondents (8 out of 15 whécjual to 53%) suggested that marketing can be etbfas
presenting the company technical ability with thétable cost to convince the prospective clientst tte
contractor can do the job on time within budget aadording to the required specification.

A number of respondents ( 5 out of 15 as a per@8¥ ) defined marketing as promoting the compamnyices
and products in the best possible manner in a nuimiroost and maximum profit to convince the clienbtly. A
small number of contractors (N=2 equivalent to 13f#)e no idea about the definition of marketing.

Only two contractors have a separate division ofketing in their companies (only 13%). The numbgstaff
in each division is only three persons with a srhatlget. The responsibility of the marketing diersis limited
and only focused on gathering information aboutrthmber and type of future projects. Whereas teeakthe
interviewed contractors (13 out of 15 equal to 81¥%Yye no division for marketing and they do not aag
importance for it.

6. Discussion and Conclusions

The current research may be the only one to inglittee failure of the Jordanian contractors to adoptiern
marketing systems on their activities. Based ondiestions asked during the interviews, it is enitjeclear
that marketing function has not been acceptedgnigte management activities in the Jordaniarstrantion
organisations. However, only two contractors haveeparate marketing division with a few staff aiitlel
budget. On the other hand the majority of contnac{85%) they do not see any benefits of markeding saw
marketing as an extra cost and they do not needremgeting activities. The result also indicatedttthere is
much confusion among contractors on the definitidnmarketing. Jordanian contractors see marketisig a
gathering information about the type and numbero$pective projects and to be qualified for thesgects.
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It is obvious that marketing in the context of fleedanian construction industry should be precidefined, and

its boundaries, benefits and activities must barfestated and identified. The results also supiher need for a
specific programme and workshops for educating aluesh contractors’ personnel on the importance and
benefits of marketing and its effects on their imgment and success.
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