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Order of Priority Analysis of Internal Marketing Factors in Construction Company by
Using AHP Method
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Abstract : In recent years, the domestic construction business is continuously stagnated caused by housing depression,
global financial crisis etc. To overcome these difficulties, the construction companies should reinforce the internal
marketing like the service business, However, it is not easy to conduct active internal marketing reinforcement since the
companies do not directly receive customers under special situation like construction, Therefore, it is necessary to resolve
the urgent issue by selecting order of priority among internal marketing factors, To address this issue, the objective
of this study is to analyze the internal marking factors by using Analytic Hierarchy Process, As a result, the first and
second factor represents the internal communication and working condition and environment respectively, The findings
of this study will contribute to apply the internal marketing into construction industry.
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Fig. 1. Analysis model by using AHP method
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Table 1. Comparison between construction and general industry

Content Construction General
Contract direct indirect
Demand single, multiple multiple, multiple
(Buyer s Market) (Seller s Market)
Sale supply after demand demand after supply
Production order plan
System distribution system centralized system
Environment outside inside
Period medium and long short
Inventory control impossible possible
Performance evaluation long—term short—term
Customers participation possible impossible

2.2 i oA El(Internal Marketing)
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Fig. 2. AHP hierarchy structure
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Table 2. Lower factors of internal marketing

oA, APAR] whE ETARE =& HTARE 57
g R S R, S 50 A7 54
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ST, 22 3 R EARY A 2 Akde
), W BRI/ FAA RS AL 471] 24
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AcHolEA 2014).

3.3 AHP 241 Z}

Table 2] A| 1A% 241 A11E Rl 7154] gro] Wi 9]
ApaEo] 380 71 A veRton], SRR 1 87
301 WRES 172, WAF 9l A 147 &02 YeRdT), o
uf Qb HlE 004602 UeRdeh, 5, HEA ATke Uj
By 25 5 U eSS b F0% 2008 F

10}

o) o) o
Srowl, thgom 282 U §4S Bkt

Table 2. AHP analysis of level-one in internal marketing

Variable (a) (b) (c) (d) (e)

Responses (=25) .380 72 .301 147 .046

): internal communication

): training and education

): working condition and environment
): reward and compensation

): consistency index

Table 33} o], Y5 AT B4 ANfE B 7154
Fro] AAlete] oJafago] 3840 & 71 w7 YERGoH,
DAt} AT} 3R] Q1A 251, AR B2 A Al
QF.250, FReto] QJAE 115 -0 & Uehidtt, ofu Ut

Lower factor
Author authority delegation | communication | compensation | management support training environment vacation
Harreld et al, 1992 m) m]
Foreman et al, 1995 m] m] (w]
Galpin, 1996 (m] [w] [w] (m] [w]
Arnett et al, 2002 [w] Ll (m] (w]
Ahmed et al, 2002 (m] m] m] m] (m]
Lee et al, 2000 (w] m] m) (m] (m] m]
Jung et al, 2004 (m] ] (] [w]
Shin, 2008 [w] [w] (m] [w] [w]
Park, 2009 (m] (w] [w] Ll (m]
Lim, 2010 m] m m] m]
Huh, 2011 ] m m] m
Kang et al, 2011 (] [m] [m] [m] (m]
Park, 2002 [w]
Yeo et al, 2008 (m] [w] [w] Ll (m]
Park et al, 2010 m] m] (m] m]
Yun et al, 2010 (w] m) [m) (w]
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Table 3. AHP analysis of internal communication

Variable (a) (b) (c) (d) (e)
Responses (=25) .384 115 .250 251 .047

a): communication with senior

b): communication with co—worker

c): free discussion and improvement suggestion
d): policy of company and goal suggestion

): consistency index

=, A2} 3 L% PAote] SULAES TV FRT 2
3 AR EET WA AL B
1L S wjeet o] g vheiet
e w}xm ogirtar ek},
24 A3E BE 71 gho] YR
2 62 7P A Ve e, A7
Xl% 239, 6Hﬂ°3_ W573] Ay 188, P w87]3]
As- 179, EZW W50 ool 148 o= eyt ojuf
ol_,,}./d H] © ().213=2 14.1;}141;]. = olJ,]-kl H]EO] 0.1 o]
oz veht Aart e 474—4 Al=do] dojx= A
o= et tebd wsEdlyt P 2] tisii=
Hep Al EE2 Wro] thA] 71 slejoF eith

Table 4. AHP analysis of training and education

Variable (a) (b) (c) (d) (e) (f)

Responses (=25) | .246 179 .188 .239 148 213

a): work related education opportunity offer
b): teamwork related education offer

¢): overseas English training opportunity offer
d): self—development support

e): training and education effectiveness

f): consistency index

Table 5&} Zo], 257xA 9 3174 AvlE B 715:%] 4F
o] YU TFARE AYHA ghgo] 3108 7P A vehgte
o, 2k4gh ] ko] Bk 220, oY/ EH/FHY o
187, AR Q] 7)< 2 2 Ao uko] |
el 2 W 142 o & UERiT] ofnf A d HlES
0.057= Yepdth &, A7t Joke 272 9
YUTFARE AR w55 71 Sadh agles {yfo
W, tho 2 2¢Jek o obdof] RS ket

2 "HM

Table 5. AHP analysis of working condition and environment

Variable (a) (b) (c) (d) (e) (f)

Responses (=25) | .310 .220 162 187 121 .057

a): office hour satisfaction

b): working environment safety satisfaction

¢): skill, ability, facility and equipment satisfaction
d): night and holiday payment satisfaction

e): physical environment satisfaction

AHPY | S8t 1871240 LheobiiE 74291 Zio] 2412¢

1z

HI

(f): consistency index

Table 62] BAY W ZAF AVE HH 7153] gho] 45 7]
of A] BAJo] 3432 71 A YERGOo, SAER] Al
g AJAHo] 273, §7F E FAA|E TS 242, HEHARIA]
EoF 72 WAL 142 <02 YRt ofuf Ay vlEgS
0.058= UElth &, AE7F Ak 5 7]0] A] BARS:
7P Fast aQlog {okt )i Ut FRAIEe &
AEA] A 9 AL o9 vt 0] 1S e
%, o] T &5 AHF-2 wpA]7| oYrial wehEch

Table 6. AHP analysis of reward and compensation

Variable (a) (b) (c) (d) (e)
Responses (=25) .343 142 242 273 .058
(a): contract contribution compensation
(b): model employee award
(c): vacation and suspension policy
(d): welfare system
(e): consistency index
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