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Abstract 
Small-scale contractors have been reported to be under performing partly 
because they are less visible to their possible client(s) due to poor marketing. 
This study aimed to develop and ascertain the elements that should be in-
cluded in a social media-marketing framework for small-scale contractors in 
the Zambian construction industry to improve their visibility consequently 
their marketing and performance. The framework was developed through a 
mixed method sequential approach using observations and a survey of 35 
firms already using some form of social media marketing using a question-
naire comprising open and closed ended questions which was conducted to 
ascertain the components needed to promote social media marketing among 
small-scale contractors. For any firm to be successful in using social medial 
marketing; audience assessment, content generation as well as Return on In-
vestment evaluation were found to be more relevant than influencers, tone 
and voice. However, monitoring of the client posts and the competition was 
found to be an area needing much attention for subsequent marketing. 
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1. Introduction 

The construction industry is the backbone of many economies, with the ability 
to significantly contribute to the Gross Domestic Product (GDP) of a country 
(Pheng, 1994). For instance, the contribution of the Zambian construction in-
dustry to the national GDP stands at 9.3% equivalent to about $25 million (Re-
public of Zambia, 2017). Most construction industries are characterized by many 
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small-scale contractors (Kulemeka et al., 2015) and Zambia is not an exception. 
The small-scale contractors are normally identified by their limited capital in-
vestment in need of financial and managerial support for their businesses to run 
effectively. The retention rate of small-scale contractors according to the Na-
tional Council for Construction report (2017) is very low. It was realized that 
small-scale contracting firms that belong to small scale contractors (grade 5 to 
6), are stagnant and unable to make progress from small scale to either medium 
or large-scale contractor. It is evident that some firms have been in the same 
grade for a long time while others have had a high failure rate (Ibid). Smyth et al. 
(2016) noted that marketing is an integral part of project-based firms or project 
businesses in general and yet small and medium scale contractors fail to cope 
with the pressure of coexisting with the larger players in the industry due to the 
fact that they fail to market their ongoing projects to the public (Kapata, 2018). 
Marketing of services could easily be done in a cost-effective manner by the use 
of social media marketing, which is currently underutilized. Celuch and Murphy 
(2010); Järvinen et al. (2012) and Michaelidou et al. (2011) argue that despite the 
known benefits of digital promotions, little is known about digital marketing as a 
social media marketing tool for small businesses because the majority of the dig-
ital marketing literature focuses on large businesses and organizations. Andrews 
(2012) defines social media as a web-based platform where conversations can 
take place between two or more people in light of information exchange. Naran-
jo et al. (2011) highlight the notable way that most renowned experts in the 
Zambian construction industry consider social media as a person to person 
(p2p) type of interface and communication tool, hence they do not necessarily 
fully understand the extent to which it can be harnessed. This results in the un-
derutilization of social media for marketing purposes. 

The use of social media marketing can fit into a conventional construction 
marketing setup that can be broken down to uniquely meet the needs of a given 
industry or sector. Likewise, brand marketers around the globe have started us-
ing this popular platform for branded promotion and customer engagement 
(Mukherjee & Banerjee, 2019). Other studies have considered some aspects of 
social medial marketing such as its various uses (Ahlqvist, et al., 2008), the use of 
information technology in Marketing (Celuch & Murphy, 2010), the impact of 
social media (Hutter et al., 2013), its practicality (Charlesworth, 2014) key ele-
ments of social media marketing strategy (Blunt, 2018), a tool for sustainable 
growth in the Nigerian construction industry (Afolabi et al., 2018) and more re-
cently customer attitude (Mukherjee & Banerjee, 2019). Given the aforemen-
tioned, it was important to establish the needs and current use of social media 
marketing as utilized by small-scale contractors in order to develop a framework 
for Social Media Marketing (SMM) for small contractors in Zambia. While 
many related studies have been undertaken before as seen in the listed examples, 
none have considered developing a framework for social media marketing for 
construction firms specifically in Zambia making the study different and stand 
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out from others. This study makes a synthesis of a holistic thought to SMM al-
though the generalisation of the study can only be limited to small firms. This 
synthesis is new compared to other study as it looks at SMM holistically with a 
focus from a developing context as most past studies are carried out in devel-
oped countries or emerging markets. Additionally, it offers a road map of con-
siderations for new firms to SMM or those already using SMM to its successful 
application. 

The following objectives were outlined for the study: 
● To investigate how the construction industry currently uses social media 

marketing. 
● To identify the elements that should be in the social media-marketing 

framework for the construction industry.  
● To develop a social media marketing framework for the construction indus-

try.  
The following section provides a review of literature about social media mar-

keting. Literature shows that there are various subjects that contribute to the de-
velopment of social media marketing framework. While the literature may be in 
silos, this paper bridges this gap by taking a holistic approach in developing a 
Social Media Marketing Framework (SMMF) to aid the use of SMM. The litera-
ture review is followed by the methodology used in the study. Explanations are 
offered for choices made in terms of methods and the design of the research. 
This is followed by the formulation of a social media marketing framework as 
constructed from the literature then presentation of results from the purposive 
observations and questionnaire survey in an effort to validate and improve the 
framework. The observations and survey are then discussed thereby providing a 
basis for conclusions and recommendations of the study. 

2. Literature Review 
Social Media Marketing  

There is a notable difference between firms that market their products and/or 
services and those that do not. Thimmesch (2010) defines marketing as the ac-
tivity, set of institutions and processes for creating, communicating, and processes 
for creating, communicating, delivering and exchanging offerings that have val-
ue for customers, clients, and society. Ojo (2011) observes that firms that active-
ly market their products and services maintain a good relationship with clients, 
acquire contracts, increases sales and builds to maintain the image of the firm. 
Moreover, to have a successful business, a firm needs to engage in marketing 
(Pheng et al., 2016). Companies have long been using many different forms of 
advertisements and marketing strategies across different technologies to market 
their products or services to current, new and potential customers. Marketing 
can generally be distinguished between generic, traditional and social media 
marketing. The focus of this study was on social media marketing. 

Social media can be defined as a place where two or more people connect to 
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converse on a web-based platform (Andrews, 2012). However, there are multiple 
views on what social media is. Fulcher (2014) defines Social media as using ei-
ther an information model or a communication model. Information model sug-
gests that all media are social while communication models claim that media 
become social when communication takes place (Andrews, 2012; Fulcher, 2014). 
Social media can take different forms leaving the users with a personal expe-
rience (Coleman, 2013).  

For social media marketing to be useful it has to be emotional (evoke excite-
ment), useful (helpful and educational) and Visual (Blunt, 2018). Brown (2012) 
and Salcido (2011) state that SMM is a better mode of communication because it 
is capable of reaching a global audience, helps to drive traffic to website and 
avoids internal monitoring competitors and crisis management. The correlation 
between social media marketing and generic marketing is that the latter gives 
access to the former. All the elements in generic marketing are actually present 
in social media marketing except they have been altered to make them more 
technology applicable and generically more effective to reach the target audience 
in mind. 

Ahlqvist et al. (2008) state that the most relevant element of social media is 
web 2.0 which is a variant to the already existing World Wide Web as it can be 
called. Web 2.0 technology serves as the foundation of the whole social media 
platform development (O’reilly, 2005), where content is shared within the 
community. This type of website emphasizes user generated content, ease of use, 
participatory culture and interoperability for end users (Lipita, 2016). Social me-
dia platforms are classified in different ways. Golden (2010) and Smith et al. 
(2012), classify social media platforms into two types based on ownership such 
as: firm sponsored or individual publications (e.g. blogs) and third-party forums 
such as Facebook, Twitter and LinkedIn. Further, few others such as Grahl 
(2015) classify the third-party forums as “Social networks”. It has been observed 
that most construction firms only use third party forums making them the focus 
of this research. The main type of third-party forums to be tackled is social net-
works such as Facebook, Twitter, LinkedIn, Instagram and Pinterest (Taylor & 
Strutton, 2016; Han & Myers, 2018). Most people use social media networks 
and the breakdown as follows; Social networking consists of platforms such as 
Facebook, LinkedIn, Google+ and these platforms allow users to connect to 
people all over the world by sharing messages and media files with persona-
lized settings. Of course, it is worth noting that there is no cost attached to any 
of these platforms because they are all free and they can be extensively used to 
capitalize on peer-to-peer communication (Grahl, 2015). The only related in-
direct cost is the purchase of data bundles for connecting to the internet for 
online-related usage.  

It has been highlighted that social media marketing is quite different from 
traditional communication media used for marketing purposes. Traditional 
communication channels, namely, newspapers, magazines television and others, 
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have unidirectional communication while in the case of social media the infor-
mation flow is bidirectional, i.e., from the marketer to the customer and vice 
versa (Mukherjee & Banerjee, 2019). Social media marketing is merely the digi-
tization of generic marketing resulting in bidirectional communication (Hutter 
et al., 2013) with benefits of facilitation of knowledge management. 

3. Methodology 

This study followed a pragmatic approach leaning towards qualitative research 
because it was important to discover how small-scale contractors in the Zambian 
construction industry could practically use social media marketing to improve 
their visibility to their would-be clients in a quest to market their organizations. 
The literature on an SMM (social media marketing) was reviewed to formulate a 
framework, which could be verified through the purposive survey. The literature 
review was undertaken in a systematic manner using online resources. This was 
done by searching major data bases such as Emerald insights, Taylor and Fran-
cis, Science Direct, Google Scholar, Compendex, Google and others. The key 
words/ phrases used during the search were social media marketing, content for 
social media marketing, crisis management in social media, demerits/merits of 
social media, listening in social media and monitoring in social media. Once pa-
pers were identified, their abstracts were read for relevance and further reading 
was done for those that were found to be relevant. A sequential data collection 
approach was utilized starting by observing how contractors are currently using 
SMM and this was followed by a survey, which was used to collect data on the 
possible contents of an SMM framework and the cost implications arising after 
the formulation of the social media-marketing framework from literature. The 
respondents were purposively selected to only include small-scale contractors 
that already have some form of social media marketing on platforms such as Fa-
cebook, WhatsApp and Twitter. The study was cross sectional in nature. The 
data was analyzed by using descriptive statistics (percentages and frequencies) 
(Figure 1).  
 

 
Figure 1. Research flow chart for social media marketing framework (SMMF) development. 
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3.1. Observations 

A structured observation sheet was used to collect data that is not readily cap-
tured by other methods of data collection such as surveys and interviews to es-
tablish how many times something actually happened in its natural setting 
(Saunders et al., 2009). The observation entails that there was need for examin-
ing the way social media marketing is practiced by some of the respondents 
earmarked for the survey. This was done by examining their online presence 
over various platforms, how frequently they make online posts and finding a way 
to relate that to their overall business. One example was to examine a particular 
firm’s presence on Facebook and LinkedIn; the way they post and their interac-
tion with their followers was critical to the analysis. The justification of the use 
of observations was that observations allow for uncorrupted information from 
the target population and further allow direct access to the innate way the res-
pondent would approach a situation which is the main source of the information 
required. However, this mode of data collection can be quite involving and very 
tedious to go through hours of observation (Ross, 2005). The sample to be ob-
served was sent as inquiries to ascertain willingness to participate in the study 
for pre-selection with the main criteria being some social media presence on 
platforms such as Facebook. Some of the items of interest for the observations 
for a particular organization were: 

1) Number of followers;  
2) Type of content frequently put out;  
3) Description of content;  
4) Frequency of content posting;  
5) Frequency of response to complaints/comments from followers;  
6) Nature of reviews from followers;  
7) Connection service attached to the page;  
8) Type of tone used in most posts;  
9) Type of voice used in most posts;  
10) Type of influencers used. 
The survey used self-administered questionnaires for data collection. The jus-

tification behind the use of questionnaires was that questionnaires are compara-
tively convenient and less expensive compared to other methods of data collec-
tion (Ross, 2005); Secondly, questionnaires give great confidence to the respon-
dents due to the anonymity, aspect of questionnaires; Thirdly, they increase the 
likelihood of obtaining accurate information in situations where sensitive ques-
tions are asked. Nevertheless, questionnaires have shortcomings such as lack of 
spontaneity in questions; the response rate of questionnaires can be very low at 
times hence the reduction in the sample size. Questionnaires need a sample size of 
respondents that is learned in addition to having reading and writing abilities. As a 
result, it is quite difficult to get information from the respondents (Ross, 2005). 
The nature of questions asked in the survey was of various types (closed and open 
in nature). Closed questions were either categorical (various platforms used, in-
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fluencers used, modes of listening, observing or monitoring) or scaled (has an 
effect, has no effect). The questionnaire had general information and a section 
dedicated to social media practices. The general information section was aimed at 
soliciting information on age range of the respondent and age of the firm, respon-
dents’ primary profession and the grade of the contractor. The section on SMM 
was on executive buy in, social media listening and monitoring, return on invest-
ment and other general marketing questions on budgets and crisis management. 

3.2. Final Framework 

The final framework was formulated after analyzing the survey and observations 
data. It was also crucial to have the proposed framework components verified for 
relevance by way of weighing. The highest weighting was 5 and lowest was 1, the 
breakdown of each element is as follows; 5—Highly Relevant, 4—Relevant, 
3—Moderately Relevant, 2—Not Relevant but should still be kept in the frame-
work and 1—Not Relevant and can be removed from the framework. 

4. Results 
4.1. Literature Review-Based Findings 
4.1.1. Literature Review Findings on Components of a Social Media  

Marketing 
Lindberg (2009) describes the construction sector as one comprising five sub-
sectors namely design (architects, engineers), assembly (contractors, builders’ 
subcontractors and specialists, Clientele–Public, Private and international; and 
Manufacturing of material supply. Owing to the fact that the construction in-
dustry is unique in its composition, it requires a tailor-made framework that will 
match accurate social media marketing with the correlating return on invest-
ment. The focus of this research was on small sized contractors who had some 
form of social media marketing. The findings in this literature review section 
discuss aspects of the social media marketing before considering field data find-
ings. Literature indicates that the Social Media Marketing Framework (SMMF) 
should constitute the following elements:  

1) Executive buy-in stage (firm gets campaign funding and content) (Mili-
opoulou, 2019). 

2) Budget development & crisis management (Johansson et al., 2012; Kilian et 
al., 2012). 

 
Table 1. Data collection details. 

Method of 
data collection 

Population of 
Firms with some 

form of SMM 

Sampling  
Technique 

Sample 
size 

Responses 
Response 

rate 

Questionnaire 35 Purposive sampling 32 21 60% 

Observations 35 Purposive sampling 35 35 100% 
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3) Social listening and monitoring (Dholakia et al., 2009; Pauley, 2015). 
4) General rate of return on investment (ROI) evaluation stage (Bodnar & 

Cohen, 2011). 

4.1.2. Executive Buy-in Stage (Firm Gets Campaign Funding)  
The executive buy in stage is focused on identifying the right buyer persona and 
target audience. There is a generic difference between a lead and a customer. A 
lead is a potential client who has the very traits that the entire campaign was 
targeting, while a customer is an actualized lead who is ready to go about making 
an exchange of money for the service at hand. Online campaigns and content 
structure are based on interactions and links between platforms with no dead 
ends hoping to keep consumers constantly engaged (Miliopoulou, 2019). De-
veloping the right content for the right audience is cardinal for any firm includ-
ing those in the construction sector. An example of the right buyer persona for a 
construction firm would be clients within a certain average income bracket. 
These particular clients can be found by using the right psychographics; because 
going beyond the demographics of your buyer persona and really understanding 
your clients can help differentiate your social media marketing from that of 
competitors (Michaelidou et al., 2011).  

The social media-marketing framework should not only be built for the mere 
contractor who does ordinary jobs but also the highly advanced firm with con-
tracts in different countries. This is accomplished by acknowledging that the so-
cial media framework helps in utilizing one of the strongest marketing strategies 
and that is “customer professional relationship”. Moreover, there is also need to 
realize that clients react more to other clients than by direct marketing and that 
should also be taken into consideration. TrackMaven’s (2016) also highlighted 
that content engagement needs to be precise thereby spreading the word in or-
der to get the right audience. This therefore calls for selling the right key per-
formance indicators and tools for a given channel of choice. 

4.1.3. Setting KPIs and Selecting the Right Tools for Each Channel  
Without the right parameters, any system would not operate well enough. Ac-
cording to Jeffrey (2013), a key performance indicator (KPI) is a quantifiable 
measure used to evaluate the success of a project in meeting objectives of per-
formance. When dealing with social media marketing one needs KPI’s to avoid 
vanity metrics. A vanity metric is a surface level number or statistic that looks 
great on paper but does not correlate to business success. An example of a vanity 
metric is the number of followers a construction firm has, also called a “fluffy 
metric” (Bodnar & Cohen, 2011). The right social media KPI’s to consider for a 
construction firm would be; reach and engagement, return and investment, and 
retention and loyalty. 

Reach and engagement are very measurable metrics because they consider the 
number of consumers that actually took time to go to your social media page ei-
ther on Facebook or any other platform and actually liked your work, com-
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mented or even went a step further to click on the web link to browse through 
the company site (Bodnar & Cohen, 2011). This particular metric needs to be 
taken in collusion with other factors because it is very difficult to tell if one’s en-
gagement leads directly to sales (Elliott, 2014). The resultant of an engaged social 
media does however bring increased retention, share-of-wallet and consumer sa-
tisfaction that can be linked to return on investment from the social media mar-
keting (Cummins et al., 2014). 

Return on investment (ROI) is direct sales that came as a result of your online 
social media presence (Charlesworth, 2014). While these do exist, access to the 
social media does not directly translate into sales. Additionally, monitoring has 
to be done to ensure the right evaluation is made regarding online presence that 
would result in sales. The monitoring would also enable the firm to determine 
which customers have been returned and are loyal. Nonetheless, the construc-
tion industry may be characterized with one off clients who may only spread the 
word of your good service more among scale contractors. 

Retention and loyalty can be measured as the number of clients that come 
back to your page every so often (Wolfinbarger & Gilly, 2003). The very essence 
of having clients come back even after a couple of weeks or months or even years 
is termed as retention and loyalty, most loyal customers can be seen by their 
ability to take time to review your documents in post or even a video of any of 
the services that you have provided (Victoria, 2014). 

General Social Media Platforms and Useful Tools; In order to have the 
right audience appropriate platform(s) and tool(s) must to be used. When 
selecting the right platform to start with, one can use Facebook, LinkedIn 
and Twitter as bases for their selection but these are not the only platforms 
that are available. Depending on your buyer persona, any of the above plat-
forms can work but once your budget has been determined, you can make 
necessary adjustments. Every platform has its own unique settings and one 
needs to use the strategies for each respectively depending on your budget 
and business needs.  

4.1.4. Budget Development & Crisis Management 
When setting a budget, it is essential to decide on whether one is going to out-
source the necessary social media-marketing expert or entrust staff from within 
the organization will be entrusted to handle some or all of the work. Being able 
to match cost efficiency and marketing success is key when developing a budget; 
because the campaign is determined by the platform, the buyer persona in ques-
tion and the overall amount of funds available (Victoria, 2014). Moreover, un-
derstanding that there is a link between traditional media and social media 
solves many budget allocation issues (Kilian et al., 2012). Out of the ordinary 
budget of marketing, a contingency budget for a crisis management needs to put 
in place for times of calamity such as an accident on one of your projects or a 
natural disaster. 
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4.1.5. Crisis Management  
Crisis management is the concept of putting certain predetermined measures in 
place before a calamity occurs on one of firms’ social media platforms (Johans-
son et al., 2012). Some of the predetermined measures consist of having em-
ployees sign advocacy plan that control what and when they posted information 
about the firm on their private social media accounts. This regulates the way the 
information flows out of the firm to the public because an audience will trust an 
employee more than an audience will trust any personage or public relations of-
ficer who tries to smoothen a very lackadaisical situation. Crisis management 
goes a long way in maintaining brand parity in chaotic times (Salvador et al., 
2017). The fact that a branded product is different from an unbranded build en-
tails that measures need to be put in place to ensure the brand is maintained 
(Johansson et al., 2012; Koçak et al., 2007; Simon & Sullivan, 1993; Wang, 2010).  

4.1.6. Content Generation Stage-Pre-Generation Analytics 
Before creating any content, it is very important that one looks back at other 
posts and review how they have affected their buyer persona. In the construction 
industry, there are many situations that can be reviewed prior to a new cam-
paign being launched such as interest of the audience, questions posed, most 
liked post and so on. Whether the content is user generated or firm generated 
the content does impact on the consumer to a greater extent (Schivinski & Da-
browski, 2016). As an example, if the firm had previously a campaign on roofing 
systems constructed by only using images from various sites that the firm is 
working on, even though the next campaign still keeps talking about roofs, in-
troduction of videos and Graphic interface formats (GIFs) could turn out to be 
more effective. Revision is key to keep the audience interested (Coffey, 2001; 
Voeller, 2019). This therefore entails that an appropriate tone and voice is used 
to keep audience interested. 

4.1.7. Tone, Voice and Content Curation 
Voice is the unique, distinct expression of your brand through words while tone 
is the overall attitude of a piece of writing referring to how the voice is used in 
various situations (Kenny, 2017). While according to Gobl and Chasaide (2003), 
voice is the distinct and steady personality/style of your brand. Tone is a subset 
of voice; it refers to the moods and attributes of specific content pieces, which 
can change depending on the channel, the situation and the audience. Voice and 
tone can be classified as scientific, honest, humble, personal, dead and clinical 
(Tingley, 2015). The aspect of tone and voice turn your firm into brand because 
clients want to relate with other humans and not with machines in the natural 
sense (Kenny, 2017). When tone and voice are incorporated into your social 
media marketing a construction firm begins to humanize the brand, this further 
pushes the lead-to become a customer at a steady rate.  

Sometimes the simplest thing can humanize your brand and improve sales 
(Blunt, 2018). Content curation is the ability to use content from other sources 
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but pass it on to your audience as yours, of course by referencing the original 
authors. The fundamental benefit of this is that it helps ones brand earn re-
spect because it tells the audience that you value the input of others but are 
humble enough to give credit to the rightful owners of the work. An example 
of content curation would be sharing certain articles/blogs of the newest tech-
nology being applied in the construction sector from a scientific body. Altera-
tion of brand-image happens when word of mouth sharing or consum-
er-to-consumer discussions happens on the platform (Mangold & Faulds, 
2009; Schivinski & Dabrowski, 2015). This is enabled by user generated con-
tent and influencer marketing. 

4.1.8. UGC and Influencer Marketing  
User Generated Content (UGC) is the art of having the very audience on your 
platform post content onto your page. Berger and Iyengar (2013) showed that 
this can be in the form of a campaign, but the important thing to realize is that 
the firm gets clients involved in the discussion. An example of UGCs includes 
the putting the word “challenge” at the end of a phrase; #SafetyBootCHAL-
LENGE or #MySiteIsSafeCHALLENGE. These are examples of campaigns that 
promote safety on site, they may not necessarily bring about profit but they defi-
nitely fall in the corporate social responsibility bracket. Liu-Thompkins and Ro-
gerson (2012) highlighted that because “hashtags” tend to be more entertaining, 
they are more likely to be shared by others. Influencer marketing is a slightly 
different variant from UGCs because a construction firm can use an influencer 
to help promote the brand. An influencer may not necessarily be a celebrity, but 
they must have some substantial pull over their niche whenever they talk about 
it on any social media platform. A good example, in Zambia is Trade Kings, 
which used a relatively unknown figure countrywide to talk about street vendors 
washing their hands with hand sanitizer because he is an activist of, keep the Zam-
bia clean campaign on social media platforms. Schivinski and Dabrowski (2015) 
showed that UGCs are better than typical firm created content because they reach 
a wider audience in the process. Peralta (2019) demonstrated that using influenc-
ers and UGCs is important for the brand because of the following reason:  
 Procedures having been changing rapidly over the last few years,  
 People trust recommendations from people they know over firms, and  

General Data Protection Rules (GDPR) on privacy limit brand exposure. 

4.1.9. Social Listening & Monitoring Stage 
In social media marketing listening and monitoring are essential tools to ensure 
that the content can yield desired results (Pauley, 2015). This stage is important 
because it also helps to identify what others are doing and how effective what 
their engagement is. 

4.1.10. Listening and Monitoring Tools 
At this stage, it is imperative to pull out some sophisticated tools to aid the firm 
in ‘listening and monitoring’ its audience and how the audience has reacted to 
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the content and strategies put in place (Dholakia et al., 2009). After all Quinton 
and Hardedge-March (2010) have promoted the idea of user generated content 
as useful though often ignored. If a firm is too outgoing without taking time to 
observe the effect of their actions, they risk running low yield campaigns (Sara-
vanakumar & Sugantha Lakshmi, 2012). Social listening aims to centralize eve-
rything about your brand in an easy way. Whilst social monitoring is actively 
looking to seek out mentions and conversations about your brand (Dholakia et 
al., 2009).  

4.2. Development of Proposed Social Media Marketing  
Framework  

Both listening and monitoring are important because they employ an outlook on 
the things that matter most like new opportunities and new innovation ideas, all 
of which ensure attention is derived from the consumer (Lepkowska-White, 
2013). If during the monitoring phase, the firm, as a supplier, notices that people 
prefer Harvey tiles as a roof material they can invest more into procurement of 
that said commodity. It also helps to notice “super followers” who can be used as 
influencers for your brand. Free social listening tools include; Tweet deck, Face-
book bookmark, Buzzsumo, Keyhole, and Tweet reach. 

4.2.1. Observing the Competition 
A client does not purchase products for one of two reasons; either they do not 
want it or they want it from a different source, this is what constitutes competi-
tion. It is therefore imperative to ensure that work is done to use social media to 
observe one’s competition (Zahay et al., 2014). Taking note of one’s competitors 
wins, losses, alliances/partnerships, reputation and marketing tactics can be used 
to inform the content development strategy being employed, the project delivery 
and the initial service offering/customer relation. 

4.2.2. General ROI Evaluation Stage 
The return on investment evaluation stage analyses key performance indicators 
by conducting an audit of social media and identifying leading indicators of 
success. Since return on investment or money saved are the only two metrics 
that really matter, it is important to note that it can be challenging without the 
right basis of measurement. In the first stage of the framework, it was stated that 
certain KPIs were important to keep an eye on (Jeffrey, 2013). When measuring 
return on investment from social media channels, the same KPIs used before 
ought to be maintained so as to avoid vanity metrics or fluffy metrics. The steps 
in conducting an ROI evaluation are as follows: 

Conduct a social media audit: This is done by taking note of all social media 
channels used, the best and worst best performing platform/post, most engaged 
posts, click through content etc.  

Leading indicators of success: Actual purchases made by clients that gained 
access through social media channels, reach & engagement, Average sale value, 
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pay per Click Valuation and finally the volume of resources saved through the 
campaigns. The ROI needs to be measured and some of the key free tools to use 
in measuring ROIs include; Crisp, Inbuilt analytics, Smart Moderation, and Da-
taPine.com.  

The literature reviewed was used to identify social media marketing needs 
which include: Executive by-in stage, Content generation stage, Social Listening 
and Monitoring Stage, and General ROI evaluation stage. From the synthesis of 
the literature, the framework in Figure 2 was developed and components were 
used as a basis of framework finalization. 

4.3. Questionnaire Survey for Finalization 
4.3.1. Characteristics of Respondents 
Purposive sampling was used with 35 contractors who had social media presence 
from grades five and six, which mainly comprised SMEs. The respondents com-
prised contractors from construction management and quantity surveying 
background. 11/21 respondents willing participants in the survey were Grade 5 
contractors while 10/21 comprised the contractors in grade 6. For the observa-
tions, all 35 contractors using the social media for their marketing were observed 
and only 21/32 took part in the survey. 

For the survey, in terms of age, 33% of the respondents were aged 21 to 20, 
33% were aged between 26 - 40, and 23.8% comprised those aged 41 - 60 while 
those above 60 years comprised 9.5%. Contractors’ firm experience with 1 - 5 
years accounted for 76.2%, firms with 6 - 10 years’ experience accounted for 
4.8% of the respondents while those with existence of 11 - 15 years accounted for 
14.8%. Firms above 16 years existence accounted for 4.8% of the respondents 
who were35 in number as already described. 

 

 
Figure 2. Proposed social media marketing framework (SMMF). 
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4.3.2. Current Use of Social Media Marketing Platform by Small-Scale  
Contractors 

The platforms used by SMEs in the construction sector in grade 5 and 6 from the 
observations are Facebook (95.2%), Twitter 4.2% and LinkedIn 9.5%. These 
percentages are not cumulative but were taken based on the entire sample based 
on each platform independently. However, in the survey, when the contractors 
were asked the platforms where potential audience or target audience are found 
it was indicated that these could be found on various media as follows Facebook 
(85.7%) Twitter (28.65%), LinkedIn (9.5%) and (9.6%) on WhatsApp. 

The frequency of posts was rated on a daily, weekly and monthly basis. The 
findings from the survey revealed that over half (68.3%) post on a monthly basis, 
while 19.5% post on a weekly basis and 12.2% post on a daily basis. The observa-
tions showed some differences in posts as adverts with a 1-day life stood at 
38.1%, weekly was at 42.9% and monthly was at 28.6%. The life of the adverts on 
the platforms also was rated on a daily weekly and monthly basis. Firms that 
kept the same advert daily accounted for 38.1%, those that kept the advert for 
one week were 42.9% and those that kept it or a month stood at 28.6%. 

Costings for advertising related to the platforms used were up to K1000 for 
81% of the respondents, 9.5% of the respondents spent between K1001 - K5000 
and 9.5% spent over K5001. The management of the social media marketing was 
found to be in-house for most firms as indicated by 81% of the respondents and 
while only 19% outsourced the service. 

4.3.3. Audience and Budgeting 
For the firms practicing social media marketing and an array of target audiences 
have to be considered with various goals ranging from social to economic focus. 
Target audiences were found to be government agencies (33.3%), non-governmental 
organizations (4.8%), other construction firms (47.6%), and general consumers 
(81%) and those working with non-governmental organizations (4.8%). To reach 
these target audiences budgets were found to be in the following ranges for the 
construction firms K1 - K1000 at (81% of the respondents), K1001 - K5000 
(9.5%) and above K5001 accounted for 9.5%. The results clearly indicate that 
many firms do not significantly invest in their marketing. Many claimed that 
past works done would be adequate to get them future clients. Pheng et al. 
(2016) indicate that very few studies have been done on measuring the perfor-
mance of marketing outcomes. 

4.3.4. Content, Tone and Voice 
In terms of type content SMEs in Zambia’s’ construction industry had Photo-
graphs (100%), articles (29.3%), videos (56.1%) and GIFs (24.4%). Descriptively 
the aforementioned type of content was found to be site progress (90%), infor-
mative (65.9%) and curative (26.8%). 

Figure 3 and Figure 4 highlighted that 97.1% of the respondents use direct 
voice and tone. This translates to 34 out of 35 respondents. With the second  
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Table 2. Target audience budgets budget. 

Target  

K1 - K1000 81% of the 35 contractors 

K1001 - K1000 9.5% of the 35 contractors 

Above 1K5000 9.5 0f the 35 contractors 

 

 
Figure 3. Voice used in the post. 

 

 
Figure 4. Tone used in the post.  

 
most used type of voice and tone being Personal (40% for voice and 45.7% for 
tone), it is evident why some of the pages are not growing as fast as they should 
be. This is because the very element of a direct voice and tone removes the “hu-
manity” aspect of the post and begins to sound mechanical. Clients rarely reso-
nate with a mechanic outlay; however, they do resonate with personal and hum-
ble voices and tones. 
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One of the attractions of social media marketing is being able to deliver con-
tent with target audiences in various other modes. It is therefore it was expected 
from the observations that part of the content in the SMM was other connection 
services for the campaign. The SMM included websites (39% of the respon-
dents); phone numbers (92.7% of the respondents), WhatsApp contact (43.9%) 
while other firms had no further connection service (4.9%). Further to this, the 
number of followers on the various media was shown. Less than half (48.8%) 
had a following of less 500, 12.2% and a following of 501 - 1000 and 39% had a 
following of above 1001 people. It must be noted that each platform was based 
on the total population of 35 respondents and therefore the percentages were not 
cumulative but independent for each platform chosen. 

4.3.5. Monitoring and Evaluation of Social Media 
One aspect of monitoring is being able to listen to target audience through res-
ponses or comments posted on the social media platforms. Slightly above half 
(52.4%) indicated that listening aligned and improved their social media mar-
keting, 19% stated that listening had no effect while 28.6 percent did not listen to 
their target audience. 

When organizations spend money, it is expected that there would be benefits. 
61.9% of the firms currently using social media marketing are convinced that 
they are benefiting from the social media marketing in terms of rate of return, 
19% only did it to be visible as they did not observe any change in returns while 
19% were unsure the benefits their campaigns were getting as they had no crite-
ria of clearly linking clients to their campaign. Contractors were further asked to 
indicate clients that were attracted through social media marketing 14.3% indi-
cated many, 33.3% indicated moderate, 47.6% indicated few and 4.8% indicated 
none. It appears that the SMM is not attracting a high number of clients as per-
ceived by users, as they have no deliberate way of monitoring the correlation 
between social media marketing and client acquisition. 

4.3.6. Major Elements of Framework after Survey and Observations 
Figure 2 shows the proposed framework for the Zambian construction industry. 
It is very similar to the frame work developed from the literature review; howev-
er, the main difference is the weighting of each element of the framework or the 
“relevance”. Relevance is the importance of each element to the Zambian con-
struction industry because the framework should be as practically usable as it 
can to the Zambian construction industry and therefore the following is the ex-
act same framework but with a weighted illustration highlighting what is neces-
sary as perceived by those currently using social media marketing. For instance, 
the highest rating was 5 and lowest was 1, the breakdown of each element is as 
follows; 5—Highly relevant, 4—Relevant, 3—Moderately Relevant, 2—Not Re-
levant but should still be kept in the framework, and 1—Not relevant and can be 
removed from the framework. Figure 5 shows the various weightings as per-
ceived from the survey of the component s of the framework. 
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Figure 5. Final social media marketing framework for the Zambian construction industry.  

5. Discussion of Results 

Social media marketing is a very diverse topic with potentially confusing steps 
that all need to be followed for its effective implementation. The essence of this 
paper was to unravel the confusing steps and devise a simple yet effective 
framework that can be followed by any “construction layman” or small and me-
dium enterprise that is engaged in marketing its product and services. 

5.1. Current Use of Social Media Marketing 

Small-scale contractors in Zambia like many other businesses using social media 
marketing use Facebook the most compared to any other social media platform. 
This is congruent to the findings of Golden (2010), Taylor and Strutton (2016); 
and De Vries et al. (2012), while the Social media marketing is aimed at reaching 
a wider audience, very little money in terms of budgeting is spent in the market-
ing process. The most common type of content was site progress (photos and 
videos) which are normally changed on a monthly basis. The reason that most 
contractors posted site photos and video was because it was the easiest type of 
content to generate. It could also be argued that for construction work, this is the 
kind of media that the audience can use to gauge the quality of works produced. 
However poor listening and monitoring means that the marketing technique is 
not generally audience driven but firm driven. Lepkowska-White (2013), Quin-
ton (2013) and Quinton and Harridge-March (2010) advised that for successful 
marketing user generated content help in reaching out to a wider audience. The 
marketing could also be improved with a mix of outsourced and in-house mar-
keting because small firms could rarely afford to out-source their marketing all 
the time. The average amount spent by most contractors was in the range of K13 
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(1US) to K1000 (US77). Budgeting getting executive buy-in is not as hard be-
cause most firms can get their campaigns approved. However, most of the con-
tractors use block advertising, (Once a month with same content) which is de-
trimental to their budgeting because spread advertising is a better option. 

Almost all the construction firms have attached phone numbers to their social 
media channels. This shows that most if not all had a very serious mandate for 
going onto social media and to gain “profit and client acquisition”. However, 
very few companies had influencers in terms of helping to draw traffic to their 
platform. Lee and Eastin (2021) argue that the use of influencers is key in social 
media marketing moreover the overall rating was that they are not relevant but 
should be included. User generated content however was not utilized at all. 
None use of UGCs in form of influencer has led to social media marketing not 
being used to the fullest, as people would rather believe people they are familiar 
with rather than firms. Schivinski and Dabrowski (2015) additionally add that 
UGCs aid in reaching a larger audience and therefore SMEs could reach more 
people with their campaigns by UGCs. The most used tone and voice are direct 
and personal, more often than not audiences usually identify with a humble tone 
that is not usually used. The tone and voice could be humble and show some 
empathy but show users some do-it-yourself guidelines on common home de-
fects (how to care for s sticky door or problematic lock etc.) as this could in 
marketing solutions provided by the small-scale contractors. 

5.2. Components of a Social Media-Marketing Framework  

Having identified the components of a social medial marking from literature, the 
field survey was used to verify the components. The following were the highly 
relevant components from the survey Target Audience, Client Response Moni-
toring. Number of Clients Acquired and Measure of Return on Investment. K1 - 
K1000 the aforementioned without question were seen as important aspects of 
the framework. Relevant and mandatory aspects were the Pre-Campaign Budget 
and Competition Monitoring. While those activities thought to be relevant but 
not mandatory were tone & Voice and Influencers. 

The social media marketing is budget driven as this determines the number of 
platforms and number of possible clients one can reach out to, nevertheless this 
is not an important aspect by most firms currently using SMM. Clear budgets 
need to be drawn with a specified target audience in term of numbers for the 
marketing to be successful. It would appear most small firms engage in social 
media marketing just to have digital presence and not necessarily to tap into 
their market share. Secondly monitoring what the competition is doing is key in 
ensuring that your content is more attractive and enticing to would be clients yet 
this is not considered as highly important. This type of attitude is only beneficial 
if you hold a monopoly in service delivery, which is rarely the case among most 
SMEs in construction. Influencers, appropriate tone and voice determine how 
often audiences come to listen to your campaign yet this is not considered as 
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mandatory. Barcelos et al. (2018) argue that these are the fundamentals of social 
media marketing therefore, they need to be in the framework and should be 
mandatory and viewed as relevant. 

6. Conclusion 

Facebook is the most used social media marketing platform with videos and 
pictures being the most used content for small scale contractors using social me-
dia marketing in Zambia with a budget of between K13 (1US) and K1001 
(US77). There is a need to include more platforms to reach more target au-
diences and use outsourced marketers to run the social media campaign who can 
post more than once a month. The tone and voice used should be humble, less 
direct and not personal to captivate would-be clients. In developing the frame-
work, the highly relevant components were Target Audience, Client Response 
Monitoring, Number of Clients Acquired and Measure of Return on Investment. 
The aforementioned without question were seen as important aspects of the 
framework. Relevant and mandatory aspects were the Pre-Campaign Budget and 
Competition Monitoring while those activities thought to be relevant but not 
mandatory were tone, voice and influencers. The proposed social media mar-
keting framework was verified using the survey and observations hence it can be 
concluded that the aspects included are relevant namely funding campaign; 
content generation; listening and monitoring; and evaluation of return on in-
vestment. Each stage is critically tied to the next and brings out a formidable re-
sponse to the low retention rate problem brought about earlier. It gives the small 
to medium scale contractor in the Zambian construction an easy-to-follow 
guideline on how to handle their online social media presence. The major limi-
tation of this study is that it is only generalizable to small-scale enterprises in the 
construction industry in countries similar to Zambia and other similar develop-
ing countries in terms of organization. Additionally, the framework is aimed at 
aiding the contractors’ social media marketing of their services and not consul-
tants such as architects, civil engineers, quantity surveys etc. who are legally re-
stricted from marketing their services. 
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