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Marketing to
construction

Online efforts key as contractors. labor
move more business to the Web

BY ROGFR SLAVENS
HE RECENT slowioie® in residential con
T\‘.‘.ulllm specilically new |1||Jbil2§‘
starts— has garnered a lot of press and
has been seen as o ke bunger of a weak
coonomy as 2006 comes to a close. However,
Warren Neshitt, group publisher of Hanley
Woods Builder Group, says the housing slide
ol the sty 18 racth g 1o be concerned
about, “Right now, 2006 is projected to end al
an annual rate of 163 million starts, down
from the 2 06 million starts fromm 2005, Nes
bitt saad. “But this sull marks the fifth best
year ever lor residential construction, Our
business is doing very well
FMI, a n‘«‘nilgr'.'n.rnl wonsultancy and in

vestment hank tothe constructson industry, re-
cently put those construction starts into real
dollars. In its el forocast for 2006, FMI pre
dicts that §622.00 billion will be spent on nesi
dential constr wvn from $630 70 bil-
lion in 2005, Expectations foe 2007 include a
considerable drop 1o $602 00 billion in spend
ing, but alsa a quick rebound in 2008 10
$6.26.00 billion. “The should come hack

K

13650 bl e Z00% to $18°90.00 hillion i

20006 andd 13980 billion m 2007,

Despite the shp m the residential sector,
Ml p
pendai

redicts that construction industry

g will continue to show  steady
growth, movisg from §1.110 wmallion total con-
strusction pat in place in 2005 to §1.160 trillion
in 2006 and $1.180 trllion i 2007, "As usual,
the three main sectors of the constrction mar

ket are workung 10 balance each other out!

said John Weatherhead, publisher and general
manager of Reed Construction Data’s Associat-

TRENDS TO WATCH

Weatherhead is particularly optim:
about the construction indusry's growth, and
s .'l ‘hn"{‘ are I?Ll!'}' l’!;.‘i\l“lllll' we lor mar
mtage of it In
particular, he pomts out three major wends
that should have long-lerm traiction

B Green construction. Being envinnmen-

tally Inendhy anc

i

keters and vendors to take

TRy st is beooen

WG @ SCrous pant o he constectnm process,

—

totrened in mid to-late 2008 Nesbin agrosd Weatherhead is being required o .
However, the residential market represenss  some do government building and L=
Just a fraction of the overall constrsction m- within five years will be the standard acnes
dustryv, Both nonresidential building and pub-  the industry,” he said. “Incentives to go green
lic works which includes such projects as W Il push the process. Com, wl stayed
roads and sewige systems—are expected o dway from the wrend a couple of years ago are — i "
increse signilicantly in 2007 and beyond, ac- mow loaking for warys ingn groen!” b3 |
cording to FMIs forecast. Spending mnnc W Building information i it (BIMI i
dential  construction—in With BIM, all parties — owner, architect, eng
stk ormerncal S BNy ted o meer, vontractor, subcontractor and 'iu'_n:—!"
rise from $350 50 hillion iy 2005 to SIS GO hil-  ers sl doswm at Uhe Beginning ol a st
Lo in 2006 and $419.90 billion in 2007 Simi-  tion project w optimize cost and provess con
larly, public wirks construction projoct ex- trols, Weatherbead said. “Jobs that have made Page 1.af3
peaditures are projected to ncrease fiom  useol BIM have sgrificantly reduced costsand '
M -
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construction time.” be sud, A totally iteprar
cd BIM environment resils in the climination

of bidding thar ranslates tn a Savings foe the
contractor, eliminwies shop drawings {thereby
speeding up the provess and imprving prodit,
prevents cist escalation), climinates punch lists
and flinger pointing, minimizes errors and
omissions, and lacilitates online payment of
redjLisitions.”

B State and local public works projects.
“Due to increased Lax revenue al the state and
local levels, there has been an increase in
building and road construction a1 these lev
els” Weatherhead sad. “In some negions, the
Incal povernments hase prown tired of waiting
loe federal [money] and have tackled projects
on their mwn, some with oreative linancing

Nesbatt said he doesa’t know i green con-
struction 15 a hot market—ver. "I'm not sure il
it will do well or simply stagnate in the short
termy)” he said. " However, in the Illll“ Lermm, il
should gain serious traction. [ soe the need for

muore energy-efficent construction as a bigger
IrFf\:\!lIll’\l] v l‘l'! ll:-lli.t1¢li- {14 CJ'.‘If-IJIZH (L1
right now”

BEST MARKETING PRACTICES

Best practices for companies thar macket o
the construction audienoe are changing signil
icantly, sid John Favalo, munaging partne
and disector of marketing agency Eric Mower
& Associates’ Group BIB practice. The indus-
try s dealing with factors such as inoreased de
i, A OE PSR i the codls o mateniak
and labor, the impact of technology on the
planning and buildmg process, and the stabili
tw in the financial markers. Ancd these Lacties
greatly affect savvy vendors’ marketing tac-
tics, Favalo said,

For instance, many marketers still have
blue-collar perceptions of construction wirk-
ers and find it hard to belicve that one of the
biest places to reach them is on the Wb, “Con-

wactins and their labor use the Itemet every
day in the course ol their jobs to &o research,
check on deliveries, verify plans and sched-
wles, and communicate with cach other,” Fava-
Jo said. "In some wrade categorics, the inci-
dence of Internet usage during work hiners is
an asteunding 100%: and, on average, con-
struction f:rn;‘.lu' wse the Imternet more fre-
quently for business than they do personalky™

I'his need 1o be connected on the joby means
the construction industry will be one of the most
lucrative markets for mobik: b tob marketing
nnee 1l comes inlo 15 o, Favalo sabd. “JOur|
client Motonola recognises this nulny;nd s ac
celerating development of mobility products
that will service institutional, commencial and
governimental conariction aress,” he sud,

Jim Sexton, senior VE at Seripps Networks
Imteractive, aprocd that the Internet has be-
came a vital wary to connect with contractons

His Company produces
HGTVprocom, the bitob compan

wm o Home and Garden TVS con-
sumer site. 1 see many raditional b

ler b publichers that have peetty weak
content, almost like being bao b
means you have 1o be boring,” Sexton
sad, "W approach building proles

sionals Just ke we appeoach con-
sumers, The content has to be e
vani, interesting, and dynamic.”

Even a wraditional publisher such
as Hasley Wood's Nesbitt realiees that
multichanne!, integrated marketing

tactics should nune the opportunitics 1o reach
and engage comstruction audiences. “Our tar
geted online programs are selling like never be-
fore— because they'ie working like never be
fove,” Nesban said,

TRIED AND TRUE TACTICS

Repardbess of the tacties used, online o off.
construction audiences preler 1o invest in
ricd-and-true products and services rather
thiar the latest ones, regardless ol the benelits
they tour, Favaks said, “Innovative products—
highly wvalued in other markets  are cs
chewed in Eswenr of pnah-ul:\ that “work like
they always do' " Favalo said. “Fven great and
well-respected brands have trouble Launching
products that . ane deemed ‘oo new.” "

T et over this sizahle hurdle, marketen
need 10 gel products into the hands of end
users, Favalo said, "Txesmomserations, froe trials

Censtruction, page 28

and sarmpling are mone inportant than
ever, Comstruction audiences need 1o

use the equipment and services t ac-
aept, trust andl, utimately, buy them.”

Public relations and viral marker-
ing akd an overbey of st and credi-
bility 10 any marketing effoe and are
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extremely effective when targeting  pany'’s products are often more ex-
construction industry decision-mak-  pensive because of research, devel |
ers. said Sue Reninger, managing part-  opment and support costs, IJ)v:j.' out-
rex, chent brand srategy ar Colum-  perform the competition, Reninger
bus Ohio-based marketing agency  said, and customers are willing to
RMD Advertising. “The two discl-  comfirm this
plises sl wpgether dispel any con "W use these custome s to speak
cerns about lack of tenure as a brand v others, and kexow teyre koown
o capabilities of newer products, and — not only as a category Jeader butas a
et your happy customers do the mar- — company that produces nearly 3,000
keting for you,” Rerunger said different puamps, all of which offer a
Ong of RMDs clients, Commoan  Jower total cost of ownership than
Rupp Co. markets industrial con-  apy oeher brand,” she siid, _
structon pumps. Though the com-
i
| see the need for
more energy-efficient
construction asa,
bigger opportunity for ,
‘ marketers to capitalize P
4 on right now. :

John Weatherhead, publisher and
general manager, Reed Construction Data'’s
Associated Construction Publications
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