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Editorial

Advance payment has been unarguably recognized as an alternative payment method in the Nigerian building industry.
The first paper by Bashir and Akinola assessed the factors influencing the use of advance payment on building projects
in Lagos, Nigeria. The paper revealed time-related factors and economic factors as the most significant factors influencing
the use of advance payment on building projects in Lagos, Nigeria. They suggested that moratorium be given prior to
amortization whenever advance payment is adopted on building projects to ensure that the contractors judiciously utilize
it.

The 21st century construction industry is focusing more on making buildings smarter and more intelligent. Although
to a very large extent, the construction industry in the developed countries have adopted the principles of Intelligent
Building System (IBS), many developing countries are still lagging for different reasons. Therefore, to improve the
adoption of Intelligent Building Systems in the developing countries, Oke and Omole conducted a study which identified
the greatest drivers that should be majored on to create a more conducive environment for IBS to thrive.

Morakinyo and Awodele investigated the level of awareness of surveying professions among career counsellors in
Senior Secondary School in Lagos State, Nigeria. They discovered that 77.4% were ignorant of the relevance of Quantity
Surveying towards the realisation of the built environment (BE), while 69.8% do not have Quantity Surveying listed on
their career advisory register. The study linked its results to the exclusion of relevant stakeholders from the creation of
awareness on BE careers and posited that these be corrected in future orientation programmes.

The impact of marketing is significant on the success of an organization. But, the impact of marketing is affected by
inherent risks which is a challenge for construction professionals to properly handle. Therefore, to enhance the service
delivery of these professionals, Ojo and Ebunoluwa assessed the degree of risks inherent in marketing their services.
Their results shed light on the risks that occur most frequently, risks with the greatest impact and high marketing risk
factors. These risk factors should be taken into proper consideration to successfully inhibit their effects on the services of
construction professionals.

Saka aligned with the assertion that the debt crises of the early 1980s led to the adoption of outward looking economic
model and Foreign Direct Investment (FDI), as an integral part of the new development policy by developing countries.
On this assertion, Saka employed the Vector Error Correction Model (VECM), Forecast Error Variance Decomposition
(FEVD) and the Impulse Response Functions (IRFs) to examine the impact of Foreign Direct Investment (FDI) inflows
on the output of Nigerian Construction Sector (CNS). The results indicated that FDI inflow had a significant impact on
the growth of CNS and GDP (Gross Domestic Product).
Saka thus advocated for deeper economic and social reforms to enhance increased FDI inflows.

Globally, there is no controversy on the economic benefits and contributions of Building Information Modelling (BIM)
to the productivity of the building industry. Despite these, the pace at which BIM is being adopted is slower than
expectation, especially in the developing countries like Nigeria. In view of this, the factors affecting the adoption of BIM
by professionals in the Nigerian construction industry was appraised by Ahmad, Waziri and Zadawa. They extended the
popular Technology Acceptance Model (TAM) developed by Davis (1989) to produce a BIM acceptance mode l. They
uncovered the indicators of Perceived Usefulness and variables that positively affects Perceived Ease of Use.

Arijeloye, Aghimien, Akinradewo and Abdul-Kareem explored the cost variability between the preliminary cost
estimate and the final cost of educational building projects. They examined the factors causing the difference between
these two variables in tertiary institutional building projects in Ondo State, Nigeria. The cost deviation between final and
preliminary estimates averaged 9%. To bring down this percentage, there should be strict adherence to the principle of
cost control and limit the extent of possible changes or variation to the original contract documents at the execution phase
of the educational construction projects. Furthermore, the design team should be given adequate time to prepare drawings
and specifications at the planning phase. In addition, there should be prior site investigation before the preparation of
contract documents.

The concepts of the project owners’ motivation and owner commitment have been adjudged as novel ways of
surmounting the complex process of delivering sustainable building projects. Olanipekun acknowledged that the practical
application of these concepts is not yet possible due to lack of specific approaches for their implementation. Therefore,
in a bid to illuminate these approaches, Olanipekun carried out a global overview of sustainable buildings in the
established member countries of the World Green Building Council (WGBC). Th is study expoused the approaches for
implementing the project owners’ motivation and commitment in practice and put forward certain suggestions that are
capable of promoting sustainable building practices.

Time and cost overruns have marred the performance of design and management (D&M) contract, which is one of the
variances of the management-oriented procurement system that is gaining prominence in Nigeria. To attain building
project cost effectiveness in D&M contract, Datti, Inuwa, Gambo, and Mangvwat researched and brought to limelight the
most important preconditions for estimating building project cost in D&M contracts in Bauchi town, Nigeria. In addition,
a strong positive relationship was observed between the preconditions and project cost effectiveness. The implication of 
this is that, applying the wrong preconditions will reduce the likelihood of achieving value for money. This work
postulated what should be done in relation to preconditions to achieve better cost management and better project
execution.
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Grace Kehinde Ojo1 and Esther Ilori Ebunoluwa2

Marketing is essential and it has significant impact on the success of an organization. However, risk inherent in marketing is

an issue which construction professionals have not seriously dealt with. Therefore, this paper assessed the degree of risk

inherent in the marketing of construction professional services with a view to enhancing service delivery. The study made

use of primary data which were collected through structure questionnaire administered to respondents comprising of

Architects (72), Engineers (91) and Quantity Surveyors (73) in Lagos State. Data collected were analysed using Mean

Ranking, Risk Matrix Analysis (RMA) and Analysis of Variance (ANOVA). The results revealed client an d other competitors

relationship as the most frequently occurring risk (Risk Occurrence Index, ROI=0.83). The risk factor with the greatest impact

on the marketing of construction professional services was also found to be client and other competitors relationship (Risk

Impact Index, RII=0.78). Most of the risk factors were around the very high risk zone; paramount among them were ‘client

and other competitors relationship (Degree of Risk, DOR=0.65), tough competition (DOR=0.54) and professional bodies

codes of ethics (DOR=0.44); hence, they constituted high marketing risk. Furthermore, there were significant differences in

the views of the professionals on frequency of occurrence of some risk factors like client and other competitors’ relationship

(p=0.028), tough competition (p=0.000) and professional bodies codes of ethics (DOR=0.44). Moreover, significant

differences existed in their views on impact of risk factors like tough competition (p=0.002), misleading of codes of ethics

(p=0.000) and technology cost escalation (p=0.025). The obtained result implies that client and other competitors had greatest

risk on marketing of construction professional services. Therefore, this risk factor should be given adequate consideration so

as to minimize its adverse effect on the services of the professionals in the construction industry.

Construction Industry, Construction Professionals Services, Marketing, Risk, Risk Matrix Analysis.

Construction industry is one of the major industries in Nigeria that contributes appreciably to the development of the
nation (Wibowo, 2004; Khan, Azhar, Parveen, Naeem and Sohail, 2011). Some of the u nique characteristics of a
construction industry that separated it from all other industries according to Ashworth and Hogg (2007) include; the
physical nature of its products, the organization of the construction process, and many of its projects are one-off designs
among others. However, the industry has been known as one of the sectors that are prone to risk. Nevertheless, there are
various professionals to deliver numerous activities of the industry. The construction professionals offered different
segments of construction projects to deliver excellent service to their client. Delivering excellent service to clients has
been the primary goal of the construction professionals. Meanwhile, the environment where most of these professionals
carried out their assignment is very competitive. Due to this competitiveness, each professional tend to differentiate
themselves from other competitors, one of the effective way in achieving this is to marketing their services. Marketing
according to Arslan and Kivrak (2009) could be regarded as a vital tool in standing out in a competitive business
environment. However, certain risk factors are embedded in marketing activities which makes it risky. Construction
professionals are not resistant to the risks inherent in the construction industry. The frequency, impact and extent of risk
will determine the mitigating measures to adopt in responding to risk impacting marketing of professional services. This

(1),
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paper therefore focuses on the degree of risk inherent in the marketing of construction professional services

As any other major sector, construction industry is exposed to a lot of predictable and unpredictable risks (Hervert, 2001
and Okafor, 2014). Among the risks faced by the construction industry are political risk, economic risk, technology risk
and social risk. Risk is defined as the result of uncertainty, referring to a lack of predictability about structure, outcomes,
or consequences during planning (Hertz and Thomas, 1983). Risk is a key issue to construction stakeholders. Hervert
(2001) classified risks into predictable risks and unpredictable risk The study described predictable risks as the risks that
can be identified and measured at the design stage which makes it possible for an estimator to make reasonable allowance
for such risks known as contingency. Furthermore, Hervert (2001) classified the predictable risks as level of technology,
process complexity, material quality, soil requirement, engineering design, schedule development, te am experience, cost
information, bidding and labour climate, cost information available. Additionally, the study described the unpredictable
risks as the risks that can neither be determined nor be predicted at the design stage which makes it difficult for an
estimator to have an idea about the type of risk or the magnitude of the risk or the impact of the risk or the cost to be
estimated for it. Unpredictable risks were classified as delivery delay, constructability, site condition, terms and conditions
and inclement weather.

As earlier said, construction industry brings together expertise and skills of various professionals to work towards a
common goal of satisfying their client. The professionals in the construction industry according to Hussin and Omran
(2009) include architect, engineer, quantity surveyor, builder, planner, and estate surveyors. The level at which client
accept their services that has value could be described as acceptable standard which (Mishra, 2016) termed as zone of
tolerance which is the difference between the desired service and level of service considered adequate (Zeithaml
1993). This is usually derived by the competencies and knowledge of expert professionals through the combination of
quality of design and construction. The quality of design is determined by the efforts of the design teams while efforts put
in by the contractors determine the quality of construction. In a nutshell, quality of design will determine the type of
services to be received by the client (Parasuraman, Zeithaml, and Berry 1985), usually delivered by design teams such as
engineers, quantity surveyors and the architect. These construction professionals collaborated to achieve a common goal.
These professionals are known to be the most responsible person in a project especially when technical works are
concerned. Hence, this study focused mainly on these set of professionals i.e. the architects, engineers and quantity
surveyors because they actively involved in the construction activities right from inception to completion (Dinu, 2009).
The roles performed by each of them differs but all aimed at giving excellent service to the clients. Architect conducts
technical design documentation for construction. In general, an architect is a person who is involved in the planning and
designing of a building construction. Dinu (2009) described architect in a broadcast sense as a person who translates the
user’s needs into the builder’s requirements. The Quantity surveyor on the other hand is a professional person working
either in the contracting or consulting firms. The role of Quantity Surveyor in general terms is, to manage and control
costs within construction projects, cost planning, value engineering, feasibility studies, cost benefit analysis, lifecycle
costing, valuation, and cost estimation among others (Hussin and Omran, 2009). Likewise, engineer is referring to a
person in the engineering construction contract performing somehow the same function as an architect (Jackson and
Powell, 1992). Concisely, these construction professionals are usually engaged by the client to provide the professional
services. Therefore, the professionals want the public at large to know what the services offered in the construction
industry. Hence, each tried to convince the public through marketing exercise, in the course of doing this, various risk
usually emerged.
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There is a significant difference between services and goods which call for a separate definition in terms of marketing
(Geraldine, 2006). Marketing could be described according to Kotler and Armstrong (2005) as a managerial process by
which individuals or groups obtain their needs and wants through the creation and exchange of value with others.
Marketing is not one stage exercise but rather should be considered throughout the production process to the final output.
The way services are been marketed are quiet different from marketing of a good or product. Professionals in the
construction industry usually delivered services that are unique and this has made the professionals to embrace marketing
concept so as to have competitive edge. However, the environment where these professionals operate is prone to numerous
challenges which this study described as risk factors impacting marketing of construction professional services.

Several risk factors impacting the marketing of professional services in the construction industry were critically
reviewed such as client high spending level he level of client’s income is the determinant of the amount of project to
be embarked on (Smyth, 2004) because the costs involved with the construction services are the basic things considered
by the clients. The services of the professionals is being affected due to the downward Nigerian economy that increases
the spending level of the clients without increasing their source of income, hence, this reduced the number of projects
that supposed to be executed which invariably had negative impact on construction professionals in terms of the amount
of services rendered. Electronic commerce’s high cost investment

Electronic commerce is used by the organization as one of the marketing tools to
promote the products or services of an organization (Pheng, 1999) in order to increase the awareness among the customers
in the target market. However, high cost of establishing this electronic commerce hinders some construction professionals
in marketing their services effectively, whereas, this would have given a competitive advantage. Third is government
policies inconsistency. Pattullo (2003) stablished that, the UK government had large control on the construction industry
of which Nigeria is not an exemption. Government inconsistency is really a challenge that the construction professionals
have to tackle if they must succeed in Nigeria as entrepreneurs. Government policy is uncontrollable factor that firms
have no control over; all they can do is try to influence the policy with respect to enacting favourable business laws.
However, construction professionals may not have the political will or financial capability to influence government’s
policy. This apparently influences the marketing success of the company since the customers in any t arget market would
always want to transact with companies or professionals who adhere to government policies. Another factor is h

is essential for firms’ competitiveness, survival and its growth. It improves
productivity and enables companies to capture higher value. Smyth (2004) described product innovation as an essential
factor for growth in the construction industry while Tuan, Nhan, Giang and Ngoc (2016) asserted that, innovation create
value and competitive advantages for successful firms. The professionals in the construction industry in particular are
perceived to have low levels of innovation compared with other sectors due to the high cost of innovation. Moreover, it
is clear that the increase in the number of players in the professional’s services of the construction industry has increased
the services range to the clients; hence, clients have the choice of choosing from a wide range of professionals which
could best be achieved through customisation that effectively distinguished them from other competitors. Therefore, the
marketing of professional services is influenced by the cost of innovation due to the choice of choosing from a wide range
of professionals by the client. Other risks factors that influenced marketing services of construction professionals as
established in the literature includes: rapid increase in clients demanding for sophisticated services, demographic factors,
land issues and restriction from government, high level of clients’ awareness about sophisticated services, misleading of
codes of ethics, frequent changes in client’s requirement, tough competition, disregard of construction services as a
business, professional bodies codes of ethics, client and other competitors relationship, technology cost escalation and
globalization (Philip and Richard, 1977; Geraldine, 2006; Mathis, 2014; Ebunoluwa, 2015; and Ojo and Ebunoluwa,
2016).
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Data for this study were generated through primary source using structured questionnaires. The questionnaire was
designed through review of literature on risk, marketing risks and services of construction professionals. The
questionnaire consisted of two main sections; the first section solicited information about the characteristics of surveyed
respondents such as types of the firm, years of existence of the firms, designation of the respondents, academic and
professional qualifications as well as their years of working experience. The second section focused on issues relating to
risk involved in the marketing of services delivered by the professionals in the construction industry. The study focused
on registered Engineering (209), Quantity Surveying (168) and Architectural firms (161) in Lagos State. The choice of
Lagos State is based on the premises where many of the construction professional firms operated; hence, this will facilitate
adequate and reliable data collection. Additionally, 60% in each of the population was sampled following the assertion of
Trochim (2000) who established that 10-30% is adequate for a small population and as low as 1% is adequate for a large
population. In other words, the sample size for small population should not be less than 10% while 30% and above could
as well be sampled. Therefore, for the purpose of this study, Engineering firms (125), Quantity Surveying firms (101) and
Architectural firms (97) were sampled. This gives a total sample size of three hundred and twenty-three (323) respondents.
The respondents were asked to rate the risk factors on their level of frequency of occurrence and their impact so as to
determine the degree of risk impacting marketing of construction professionals. The rating scale of 1-5 was adopted in
this study following Fellow and Liu (2003). Their responses were subjected to Risk Occurrence Index (ROI), Risk Impact
Index (RII), Risk Matrix Analysis and Analysis of Variance (ANOVA). Risk Occurrence Index (ROI) and Risk Impact
Index (RII) were used to determine the Degree of Risk (DoR) attached to marketing of construction professional services,
Risk Matrix analysis was used to situate the risk factors in the appropriate risk zone while analysis of variance (ANOVA)
was used to investigate the respondents’ views on the identified risk factors based on professionals’ stratification. Some
of these methods of analysis have been used by some researchers (Odusami, 1998; Ojo, 2002; Tan, Shen , Khalid and
Song, 2008; Odeyinka 2012; Adafin 2018) at one time or the other.

Indices are widely used in performance evaluation and have proven useful in locating weaknesses in overall design
systems (Bell and Morse, 1999) and Gray & Carton-Kenny (2004) cited in Augustine, Ajayi, Ade and Edwin (2013)
described index generally as a number derived from the collection of a broad range of individually generated values or
indicators that are used to characterize or evaluate specific aspects of the system. For the purpose of this paper, Risk
Occurrence Index (ROI) and Risk Impact Index (RII) were determined by transforming all the numerical scores of each
identified risk factor so as to reflect the significant factors and their relative rankings. The Risk Occurrence Index (ROI)
and Risk Impact Index (RII) were evaluated in this paper using the following expression:

ROI and RII = ¦ w ;(0 d index d 5)

N

where: w = weighting given to each factor by the respondents, and ranges from 5 to 0

N = total number of respondents.

In all, three hundred and twenty three (323) questionnaires were administered on target registered firms out of which two
hundred and thirty-six (236) comprising of 95 Engineering firms, 67 Quantity Surveying firms and 74Architectural firms
were found useful for this study. The respondents from each firms comprised 91 engineers, 73 quantity surveyors and 72
architects. This represents a response rate of 73.07%. The response rate could be considered adequate following the
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submission of Moser and Kalton (1979; Dainty, 2008; Sutrisna, 2009; Odeyinka 2012) that the response rate
between 30-40% is adequate; in other words, a good response rate should not less than 30%, otherwise the result would
be considered either bias or of little value.

The data obtained on background of the respondents were analysed and the results were presented in Table 1. The results
revealed that, almost 40% of the respondents operated in the engineering firms, approximately 31% were firms of quantity
surveyors and 28% were mainly architectural firms. The result of data analysis on the designation of the respondents
revealed that 39%, 31% and 31% of the respondents were engineers, quantity surveyors and architects respectively.
Similarly, 97.88% of the respondents belong to their different professional bodies comprised Nigerian Society of
Engineers (38.14), Nigerian Institute of Quantity Surveyors (30.08%) and Nigerian Institute of Architects (29.66%).
Nevertheless, 2.12% of the respondents did not disclose their professional affiliations. Ananlysis of respondents’
academic qualification showed that 21.2% had a Higher Diploma. About 66.11% of them had B.Sc. degree while others
has additional degrees comprised PGD (0.42%), M.Sc. (10.17%) and Ph.D (2.12%). Their professional and academic
qualifications showed that the surveyed respondents were competent and could provide reliable information on questions
related to the aim of this research. Besides, 78.8% of the respondents had more than ten years of professional experience
in the construction industry with average year of 14 years experience. From the analysis of respondents’ characteristics,
it can be inferred that the targeted professionals are capable of providing adequate, suitable and dependable information
for this study

Types of Firms
Engineering 95 40.25
Quantity Surveying 67 28.39
Architectural 74 31.34

Designation of Respondents
Engineers 91 38.56
Quantity Surveyors 73 30.93
Architects 72 30.51

Professional Qualification
No response 5 2.12
NSE 90 38.14
NIQS 71 30.08
NIA 70 29.66

Highest Academic Qualification
HND 50 21.2
B.Sc. 156 66.11
M.Sc. 24 10.17
PgD 1 0.42
Ph.D 5 2.12

Professional Experience
1-5 5 2.12
6-10 47 19.92
11-15 105 44.49
16-20 70 29.66
Over 20 9 3.81
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Risk is 2-dimensional (occurrence and impact of occurrence); hence, occurrence and impact of the identified risk factors
on marketing of construction professional services were focused for assessment. The extent to which risk occurred, its
impact and failure of the individual to manage it properly might limit the number of services that the professionals in the
construction industry would have rendered.

Data collected on frequency and impact of occurrence of risk factors associated with marketing of construction
professional services were analysed to obtain their Risk Occurrence Index (ROI) and Risk Impact Index (RII) which was
used to determine the Degree of Risk (DoR). DOR is determined by the product of ROI and RII (Adafin, Rotimi and
Wilkinson, 2018) as shown in Table 2 while Risk Matrix Analysis (RMA) is applied to situate the identified risk fac tors
in the appropriate risk zone based on the DoR result.

It can be seen from Table 2 that client and other competitors relationship (DoR = 16) has the highest degree of risk,
that is, it was the most risky of all the identified risk factors associated with marketing of construction professional
services in the study area. Other factors with high degree of risk included tough competition (DoR= 14), professional
bodies codes of ethics (DoR = 11) and government policies inconsistency (DoR = 11); however, risk fa ctors with least
degree of risk was “involvement of demographic factors-related issues in construction services” followed by
“globalization of construction professionals”. The combined assessment of risk occurrence and impact produced degree
of risk (DoR) from which risk matrix wad drawn as presented in Figure 1. It has 3 zones namely Low, Medium and High
risk zones. Low Risk Zones is coloured green, Medium Risk Zones is coloured yellow while High Risk Zones is coloured
RED; this was drawn using the common ‘traffic light’ coding for easily identification of safe, problem and danger zones
of risk. DoR result was used to situate each of the identified risk factors on the appropriate zone based on their DoR
values. Factors with DoR of 16 and above will be situated in high risk zone, factors with DoR between 9 and 14 will be
situated in medium risk zone while factors with DoR of less than 9 will be situated in high risk zone. From figure 1, only
one of the 21 risk factors with DoR value of 16 fell within high risk zone, 4 of them with DoR ranged between 14-10
were found in medium risk zone while the remaining 16 risk factor with DoR values ranged between 9-3 were found in
low risk zone.

The only risk factor situated in high risk zone was client and other competitors relationship with DoR of 16, the
implication of this display is that client-other competitors relationship according to the surveyed respondents, posed
greatest threat to the performance of the construction professional services in terms of marketing and it should be given
a serious and urgent attention being the most risky of all the identified risk factors. Four (4) risk factors found in Medium
Risk Zone were tough competition, professional bodies’ codes of ethics, government policies inconsistency and
misleading of code of ethics with DoR of 14, 11, 11 and 10 respectively. Although they had high degr ee of risk but their
level of threat was not as high as the other factor found in the high risk zone. These factors should also be given appropriate
attention based of the degree of risk displayed. Early response to all these risk factors is essential to achieve better
marketing outcome of the construction professional in the study area and if this can be achieved, it will go a long way in
assisting other professionals in the built environment. Other risk factors found in low risk zone included frequent changes
in client’s requirement, land issues and restriction from government, high level of clients’ awareness about sophisticated
services, client high spending level, lack of infrastructure, increase in the cost of material and shortages of labour, high
cost of innovating products, poor power supply, electronic commerce’s high cost investment, challenges of



36

transportations, rapid increase of client demanding for sophisticated services, security inadequacy, technology cost
escalation, disregard of construction services as a business, globalisation of construction professionals and involvement
of issues relating to demographic factors in construction services With DoR values 9,9,8,8,7,6,6,6,6,6,5,5,5,4,3 and 3
respectively. The implication of this is that, these factors are not threats to the marketing of construction professionals per
se and strategy of responding to these set of risk factor in managing them will be different from strategies adopted in
responding to factors in medium and high risk zones. While risk factors in low risk zones can be managed by acceptance,
those in medium can be shared whereas those in high risk zone will be preferred to be rejected.

The result is not unexpected because, the high impacting risk (client-professional relationship) which some authors
(Koler and Armstrong, 2006; and Ojo, 2011) described as a good marketing strategy has been seen as one of the factors
that usually prevent competent contractors from winning the contracts. The result is in concordance with Ebunoluwa
(2015) where the study affirmed that, client and other competitors relationship impacted the marketing of construction
professional services mostly. Furthermore, tough competition is another factor impacting professional services. The
connection between tough competition and firms of service provider is one of the most important relationships to examine
in economics. It is not unusual to encounter situations in which as many as twenty to twenty-five consultants competing
for contract in today’s uncertain economy. Now, trying to get small business to stand out in a crowded marketplace is
tough. Shockingly, the solution to this problem cannot be linked with advertising or more exposure but rather to create
competitive edge (Kotler and Armstrong, 2006).

F1 Client and other competitors relationship 4.2 3.9 16 High
F2 Tough competition 3.6 3.8 14 Medium
F3 Professional bodies’ codes of ethics 3.4 3.3 11 Medium
F4 Government policies inconsistency 3.3 3.2 11 Medium
F5 Misleading of codes of ethics 3.2 3 10 Medium
F6 Frequent changes in client’s requirement 3.1 2.9 9 Medium
F7 Land issues and restriction from government 3.1 2.9 9 Low
F8 High level of Clients’ awareness about sophisticated services 2.9 2.9 8 Low
F9 Client high spending level 2.7 2.8 8 Low
F10 Lack of infrastructure 2.5 2.6 7 Low
F11 Increase in the cost of material and shortages of labour 2.5 2.5 6 Low
F12 High cost of innovating products 2.5 2.5 6 Low
F13 Poor power supply 2.4 2.5 6 Low
F14 Electronic commerce’s  high cost investment 2.4 2.4 6 Low
F15 Challenges of transportations 2.4 2.4 6 Low
F16 Rapid increase of client  demanding for sophisticated services 2.2 2.3 5 Low
F17 Security inadequacy 2.2 2.3 5 Low
F18 Technology cost escalation 2.1 2.2 5 Low
F19 Disregard of construction services as a business 1.9 2.1 4 Low
F20 Globalisation of construction professionals 1.7 1.9 3 Low

F21
Involvement of issues relating to demographic factors in construction
services 1.6 1.8 3 Low

1 2 3 4 5

5
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Legend
= High Risk Zone

= Medium risk Zone

= Low Risk zone

F1 = Factor 1

F2-F5 = Factors 2-5

F6-F21 = Factors 6-21

This paper also evaluated differences in perception of the respondents on the occurrence and impact of the identified risk
factors using test of hypothesis through analysis of variance (ANOVA).
Surveyed respondents for this study were categorized based on their different professions and their responses were
collated and analysed to test the variances in their views on frequency of occurrence and level of impact of the occurring
risk factors as they affect marketing of construction professional services. This is to determine whether the occurrence
and impact of these risks was experienced differently or in the same way, hence, the following hypotheses were set:

Ho –There is no statistically significant differences in the professionals’ views on frequency of occurring marketing risk
factors.
Hi – There is statistically significant differences in the professionals’ views on frequency of occurring marketing risk

factors

Ho – There is no statistically significant differences in the views of construction professionals on risk factors
impacting their marketing services.

Hi – There is statistically significant differences in the views of construction professionals on risk factors impacting
their marketing services.

The results of ANOVA for occurrence and impact of risk factors were as presented in Tables 3 and 4.

Client and other competitors’
relationship

4.15 1 4.30 1 3.90 2 4.36 1 3.627 0.028?

Tough competition 3.60 2 2.92 8 4.12 1 3.69 2 17.403 0.000?
Professional bodies’ codes of
ethics

3.40 3 3.55 3 3.36 6 2.61 8 7.120 0.001?

Government policies
inconsistency

3.30 4 3.14 5 3.38 5 3.28 3 1.003 0.368
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Misleading of codes of ethics 3.20 5 3.78 2 3.51 4 2.83 6 9.822 0.000?
Frequent changes in client’s
requirement

3.10 6 2.99 7 3.13 7 3.17 5 0.561 0.572

Land issues and restriction from
government

3.10 6 3.16 4 2.96 8 3.18 4 1.677 0.189

High level of Clients’ awareness
about sophisticated services

2.90 7 3.04 6 2.92 9 2.71 7 1.606 0.203

Client high spending level 2.65 8 2.36 12 2.79 10 2.71 7 3.230 0.041?
Lack of infrastructure 2.50 9 2.48 11 2.59 12 2.43 12 0.452 0.637
Increase in the cost material and
shortages of labour

2.50 9 2.19 13 2.68 11 2.57 10 3.640 0.028?

High cost of innovating products 2.45 10 2.48 10 2.41 16 2.50 11 0.113 0.893
Poor power supply 2.40 11 2.05 14 2.57 13 2.61 8 4.196 0.016?
Electronic commerce’s high cost

investment
2.40 11 2.53 9 2.36 17 2.35 13 0.578 0.562

Challenges of transportations 2.40 11 2.05 14 2.54 3 2.58 9 5.030 0.007?
Rapid increase of client
demanding for sophisticated
services

2.20 12 1.77 16 2.46 14 2.29 14 6.973 0.001?

Security inadequacy 2.20 12 1.88 15 2.42 14 2.19 16 2.211 0.112
Technology cost escalation 2.05 13 1.51 18 2.42 15 2.08 17 7.795 0.001?
Disregard of construction services
as a business

1.90 14 1.52 17 1.97 19 2.28 15 4.892 0.008?

Globalisation of construction
professionals

1.65 15 1.25 19 1.99 18 1.71 18 5.743 0.004?

Involvement of issues relating to
demographic factors in
construction services

1.55 16 1.15 20 1.80 20 1.68 19 4.719 0.010?

Table 3 displayed the result of analysis of variance in the responses of construction professionals surveyed on the
occurrence of frequency of the identified risk factors. The f-values at p<0.05 for 13 out of 21 risk factors (Table 3)
indicated that there existed significant differences in the views of the surveyed professionals based on these 13 factors.
The implication of this is that, the surveyed respondents experienced the occurrence of these risk factors in different ways
in the course of marketing their professional services. These factors included client and other competitors’ relationship;
tough competition; professional bodies’ codes of ethics; misleading of codes of ethics; client high spending level; increase
in the cost material and shortages of labour; Poor power supply; challenges of transportations; rapid increase of client
demanding for sophisticated services; technology cost escalation; disregard of construction services as a business;
globalisation of construction professionals and involvement of issues relating to demographic factors in construction
services. Although they all agreed that occurrence of these risk factors was experienced on their professional services,
they were at variance on the frequency of their occurrence. The result is not surprise because the rate at which each
professionals of different professions experience risk in their services varies. Hence, their perception varies. Likewise,
result from the same Table 3 indicated that F= 0.578 for electronic commerce’s high cost investment, F= 1.003 for
government policies inconsistency, F= 0.113 for high cost of innovating products, F= 0.1677 for land issues and restriction
from government, F = 1.606 for high level of clients’ awareness about sophisticated services, F = 0.452 for lack of
infrastructure, F = 0.561 for frequent changes in client’s requirement, and F = 2.211 for security inadequacy all at p >
0.05. This implied that, no statistically significant differences existed in the views of professionals on risk occurrence
frequency of marketing of construction professional services. This is interpreted to mean that, the professionals
experienced the occurrence of these 8 risk factors on their marketing activities in the same way. It can also be deduced
that they all agreed that these risk factors were experienced and they were not at variance on the frequency of their
occurrence on their professional services. The result agreed with Tuan, Nhan, Giang, and Ngoc (2016) and Basill (2009).
Tuan, Nhan, Giang, and Ngoc (2016) affirmed that, innovation improved firm’s performance. The failure of construction
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professionals to innovate their services due to its high cost made the professionals to respond to this as risk factors that
occurred in their services frequently. Basil (2009) on the other hand asserted that, as client demanded for sophisticated
services, there is need for the construction professionals to market their services effectively, hence, they all believed that,
high level of client’s awareness about sophisticated services is very paramount to their professions.

Furthermore, to test for significance differences in the views of the construction professionals on impact of the
identified risk factors on their professional services, ANOVAwas similarly conducted. The res ult obtained is as presented
in Table 4.

Client and other competitors’ relationship 3.90 1 4.11 2 3.60 1 4.01 1 2.709 0.069
Tough competition 3.75 2 4.23 1 3.58 2 3.43 2 6.653 0.002?
Government policies inconsistency 3.30 3 3.45 4 3.33 3 3.18 4 0.856 0.426
Professional bodies’ codes of ethics 3.20 4 3.05 6 3.05 5 2.44 12 2.784 0.064
Land issues and restriction from government 3.00 5 3.07 5 2.84 9 3.19 3 1.976 0.141
Frequent changes in client’s requirement 2.90 6 2.59 10 2.97 7 3.15 5 2.592 0.077
Misleading of codes of ethics 2.85 6 3.89 3 3.19 4 2.50 10 15.321 0.000?
High level of Clients’ awareness about
sophisticated services

2.85 7 2.79 8 3.03 6 2.64 8 2.013 0.136

Client high spending level 2.80 8 2.66 9 2.91 8 2.79 6 0.625 0.536
Electronic commerce’s high cost investment 2.55 9 2.82 7 2.46 13 2.44 12 1.874 0.156

Increase in the cost material and shortages of
labour

2.45 9 2.43 13 2.40 15 2.56 9 0.303 0.739

Poor power supply 2.45 10 1.97 16 2.67 10 2.67 7 5.738 0.004?
High cost of innovating products 2.45 11 2.44 12 2.44 14 2.46 11 0.005 0.995
Challenges of transportations 2.40 11 2.47 11 2.37 17 2.38 14 0.135 0.874
Lack of infrastructure 2.35 11 2.22 14 2.52 12 2.21 15 1.692 0.186
Technology cost escalation 2.25 12 1.93 17 2.56 11 2.18 16 3.732 0.025?
Security inadequacy 2.25 12 2.19 15 2.38 16 2.13 17 0.468 0.627
Rapid increase of client demanding for
sophisticated services

2.15 13 1.85 19 2.32 18 2.18 16 2.608 0.076

Disregard of construction services as a business 2.10 14 1.68 20 2.23 19 2.39 13 3.656 0.027?
Involvement of issues relating to demographic
factors in construction services

1.95 15 1.89 18 1.97 21 1.94 18 0.056 0.945

Globalisation of construction professionals 1.80 16 1.45 21 2.01 20 1.86 19 3.317 0.038?

Table 4 displayed the result of analysis of variance in the responses of construction professionals surveyed on the level of 
impact of the identified risk factors on marketing of services. The f-values at p<0.05 for 6 out of 21 risk factors indicated
that there existed significant differences in the views of the surveyed professionals on the level of impact of these 6 risk
factors. The implication of this is that, the surveyed respondents experienced the occurrence of these risk factors in
different ways in the course of marketing their professional services. This also means that professionals experienced the
impact of marketing risk on their services differently. These factors included tough competition; mi sleading of codes of
ethics; poor power supply; technology cost escalation; disregard of construction services as a business and globalisation
of construction professionals. Although they all agreed that these factors impacted their professional services, they were
at variance on the level of effect of these risk factors on their professional services; that is, their views varied or were
divergent based on the extent of risk impact. This could be interpreted that, due to their variance in the occurrence of
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those risk as established by researchers, hence, the level of risk impact on the construction professional services differs.
In addition, the result presented in the Table 4 revealed that F= 0.625 for client high spending level, F= 1.874 for

electronic commerce’s high cost investment, F= 0.856 for government policies inconsistency, F= 0.005 for high cost of
innovating products, F = 2.608 for rapid increase of client demanding for sophisticated services, F = 0.056 for
involvement of issues relating to demographic factors in construction services, F = 1.976 for land issues and restriction
from government, F = 2.013 for high level of clients’ awareness about sophisticated services, F = 1.692 for lack of
infrastructure, F = 2.592 for frequent changes in client’s requirement, F = 2.784 for professional bodies codes of ethics,
F = 0.468 for security inadequacy, F = 2.709 for client and other competitors relationship, F = 0.303 for increase in the
cost material and shortages of labour, and F = 0.135 for challenges of transportations all at p > 0.05. This implied that, no
significant differences existed on professionals’ views about level of impact of these risk factors on marketing of
construction services. This is interpreted to mean that the professionals experienced the impact of those risk factors on
their services in the same way. They all agreed that these factors impacted on the outcome of their profes sional services
and they were not at variance on the level of effect of these risk factors on their professional services. Their views were
not divergent based on the extent of risk impact. The experience of occurrence of risk factors by the construction
professionals led to same impact (Martis, 2014; Basil, 2009 and Tuan, Nhan, Giang, and Ngoc, 2016) on their services,
hence, they assumed that, risks factors affected their services same way.

From the assessment of degree of risk of construction professional marketing services, the result showed that client and
other competitor’s relationship has high risk as it was found on high risk zone of risk matrix analysis. This is not surprising
because the major concern of the clients is to see their project completed within a targeted cost and time, which they
believe could be best achieved through close relationship, whereas, this would have prevented some competent and highly
experienced professionals from winning the contract. Other risk factors with great impact as found on the medium risk
zone included tough competition; professional bodies’ codes of ethics; government policies inconsistency; misleading of
codes of ethics and frequent changes in client’s requirement. These risk factors have direct link with the marketing of
construction professional services, no wonder they were rated moderately high by the respondents. The risk factors at low
risk zone comprised land issues and restriction from government; high level of clients’ awareness about sophisticated
services; globalization of construction professionals and involvement of issues relating to demographic factors in
construction services among others.

Additionally, the result of theANOVArevealed that, there is significant difference in the views of the professionals on
risk factors like client and other competitors’ relationship; tough competition; professional bodies’ codes of ethics;
misleading of codes of ethics; client high spending level; increase in the cost material and shortages of labour; poor power
supply; challenges of transportations; rapid increase of client demanding for sophisticated services; technology cost
escalation; disregard of construction services as a business; globalisation of construction professionals and involvement
of issues relating to demographic factors in construction services. This indicates that the occurrence of these risks had
significant effects in the marketing of construction professional services; hence, they needs to be looked into in order to
reduced their adverse effects. Furthermore, it was revealed through ANOVAtest that, tough competit ion; misleading of
codes of ethics; poor power supply; technology cost escalation and disregard of construction services as a business has
significant impact on marketing of construction professional services.

On this note, the study recommended that high risk zone should be dealt with using appropriate risk response strategies
such as acceptance, sharing and transfer so as to minimize its persistent occurrence on marketing of construction
professional services. Significant risk factors should be given adequate attention. In future, the degree of risk inherent in
the marketing of construction professional services in other states within the country can be examined for comparison
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