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MARKETING INTELLIGENCE AND 

PRICING STRATEGY IN CONSTRUCTION 

By Krishna Mochtar
ABSTRACT: Pricing is one of the most important aspects in marketing concept, including in the construction industry. Up until today, there is only one pricing strategy predominantly used in construction: cost-based pricing. There are two problems with this pricing logic: underpricing or overpricing a bid offer. Considering problems with a cost-based strategy, alternate pricing strategies in construction using market-based approach are proposed.  The heart of these models is market intelligence functions in a company.  This paper reviews and explores pricing strategy and marketing intelligence functions in construction.  First, it explores a new marketing concept.  Based on the new marketing concept, alternate pricing strategies in construction are developed.  Second, marketing intelligence systems developed and used in manufacturing industries are explored, including marketing research, marketing information systems, and decision supports systems. It also explores the current developments and practices of marketing intelligence in construction.  Third, findings of a survey administered to the top 400 U.S. contractors to investigate marketing intelligence and pricing strategy are presented.  In conclusion, "marketing intelligence systems" in construction is a subject that is seldom discussed by researchers.  It is found that "marketing intelligence capabilities" is a significant variable associated with pricing strategies. It is also discovered that contractors use mostly traditional marketing intelligence activities.  It is recommended that contractors should develop particularly computers related intelligence activities such as using the Internet and developing MISs/DSSs. 

