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Abstract :  In recent years, the real estate market competition in Hunan Province has become increasingly fierce, and the overall 

growth of the real estate industry is relatively slow. Whether to maintain a competitive advantage determines the future of the 

company. This paper takes X company as the research object, analyzes and studies the marketing strategy of X company, finds out 

the marketing strategy that needs to be improved, and puts forward suggestions for the optimization of marketing strategy of X 

company in combination with the internal and external environment of the company. The research results of this paper have strong 

practicability, which not only enriches the theoretical results of China 's real estate marketing strategy research, but also provides a 

reference for the rational marketing of medium-sized real estate enterprises in Hunan Province. 

 

I. INTRODUCTION 

1.1 Research Background 

 Since 2000, China 's real estate industry has been growing rapidly, many real estate enterprises have been born, and the 

seller 's market has gradually shifted to the buyer 's market. The central government and local people 's governments at all levels 

have adopted a series of administrative and economic means to regulate the real estate market. The State Council has formulated a 

series of regulatory policies, including incentive policies to stimulate the real estate market and restrictive policies to prevent real 

estate overheating ; the policies issued by local governments at all levels are mainly to encourage and restrict the purchase of various 

provisions. Since 2013, China 's economic growth has gradually slowed down and the economic structure has been adjusted. China 

's real estate industry has gradually begun a new transformation. In order to adapt to the new market form, real estate developers 

need to change their previous marketing strategies. 

1.2 Research Objectives 

 First, analyze and summarize the part of the current marketing strategy of X Real Estate Company that needs to be 

improved, help X Real Estate Company to carry out appropriate market positioning, establish a suitable marketing mix, and solve 

the problems encountered in the marketing process. Improve marketing strategies and safeguards to promote the development of X 

Real Estate Company.  

 Second, Through the research on X real estate company, it provides a reference for other real estate companies in Hunan 

Province to formulate appropriate marketing strategies.  

 Thirdly, This paper studies the optimization of marketing strategy of medium-sized real estate X company in Hunan 

Province under the slowdown of real estate industry growth, hoping to enrich the theoretical research results of marketing in China 

's real estate industry and provide useful reference for the future research. 

1.3 Research Significance 

1.3.1 Theoretical Significance 

 How to improve the competitiveness of enterprises has become a research topic of concern.      The domestic research 

on the marketing strategy of real estate enterprises is mainly based on the rapid growth of the real estate industry.   There are few 

studies on the marketing strategy of medium-sized real estate enterprises in various regions of the country under the slow growth 

of the real estate industry.  This paper fills the lack of research on the marketing strategy of medium-sized real estate enterprises 

under the background of slow growth of real estate industry, and enriches the theoretical results of the research on the marketing 

strategy of real estate enterprises in China. 
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1.3.2Practical Significance 

 This paper studies and analyzes X real estate company with examples, and puts forward suggestions for improving the 

selection of target market, products, prices, Place and promotions. It has strong practicality and operability, and provides reference 

for many medium-sized real estate enterprises of the same type in China to optimize marketing strategies. 

1.4 Research status at home and abroad 

1.4.1Foreign Research Status 

 Jerome McCarthy and others compiled the Basic Marketing, which created the "4P" theory, including product (Product), 

price (Price), promotion (Promotion), and channel (Place), which is considered to be the theoretical basis of marketing[9]. In the 

1960s, Philip kotler wrote the marketing management: analysis, planning and control, on the basis of early marketing theory, further 

enrich the marketing strategy combination elements, expand the environment, marketing opportunities, target market, strategic plan, 

consumer market segmentation, consumer purchase behavior, so as to build up a set of more diversified marketing theory system[5].  

 On the analysis model of marketing environment, foreign scholars put forward the SWOT analysis model and PEST 

analysis model. In 1971, Andrews designed the SWOT analysis model, on the basis of comprehensive analysis of the internal and 

external conditions of the enterprise, by analyzing the advantages and weaknesses, the opportunities and threats, to explore the 

marketing link of the enterprise.  

1.4.2Domestic research status 

 In the 1970s, domestic scholars translated and introduced foreign marketing theories. During this period, mainland scholars 

were still unfamiliar with marketing theory. Since 1994, the domestic real estate industry began to widely used marketing strategy 

theory, at the same time affected by the real estate market competition, as well as the increase of consumer investment demand, real 

estate enterprises encountered a new market situation, the traditional marketing ideas, marketing strategy, they began to explore 

looking for new marketing strategy.In 2011, Chen Qiumei published the 5E marketing: using the new perspective of 4P combination 

theory, which combed the "4P" theory, development and deepening process, "4P" theory has been in dynamic development, from 

the original four elements to ten elements, such as consumer buying mood, these new elements to make "4P" theory more practical, 

more comprehensive, can better play a beneficial effect in the real estate project marketing[3].   Zhao Sui believes that the real 

estate sales strategy should be based on consumer demand orientation, respect their diversified needs, and develop goods and 

services to meet the needs.   If real estate enterprises understand the special needs of different consumer groups, so as to develop 

products and services that meet the needs of the target groups, they can ensure the effectiveness of marketing, and finally gain 

economic benefits and social reputation[10]. 

II. OVERVIEW OF THE RELATED THEORIES 

2.1 The concept and characteristics of real estate marketing 

 The real estate marketing is the team in the real estate market analysis of thorough research on the basis of their own 

professional skills of marketing activities, throughout the whole process of enterprise production and development management 

sales. Real estate marketing is the branch of marketing. The general principles of marketing and its strategies can also be applied in 

the real estate field. There is a close internal connection between the two, but the real estate industry also has its own 

characteristics:Be susceptible to government policies,Pay attention to the continuity of marketing links,Strong product 

characteristics.  

2.2 Related marketing theory 

2.2.1 4P Marketing theory 

 1960 Jerome McCarthy (E. Jerome McCarthy) The published book "Marketing Foundation" integrates and summarizes 

many marketing elements, and proposes the 4P marketing theory, which consists of four elements: Product, Price, Place, 

Promotion[9]. 

2.2.2 STP theory 

 The basic elements of enterprise marketing strategy identified by STP theory, including Market Targeting, Market 

Segmentation, Market Positioning, and create the STP marketing model. 

2.3 Related analysis method 

2.3.1 SWOT analysis method 

 SWOT analysis according to the management and development of the enterprise has a significant impact on the internal 

and external factors from advantages, disadvantages, opportunities, threat. 

2.3.2 PEST analysis method 

 The PEST analysis model is a management model analyzed according to the current macro environment of the enterprise, 

which can also be applied in the field of marketing. PEST specifically means that Political, Economy, Social, and technology. 

III. ANALYSIS OF X REAL ESTATE COMPANY ' S MARKETING STATUS AND NEED TO IMPROVE THE PLACE 

3.1 Introduction to X Real Estate Company 

 X Real Estate Company was founded in June 2003, is the only real estate operator of China Construction Fifth Engineering 

Group.   The registered capital of the company reaches 1.88 billion (CNY). After several years of development, the total assets 

now reach 40 billion (CNY) , and the land reserve is 10 million square meters. 

3.2 Marketing Status of X Real Estate Company 

3.2.1 Existing marketing products of X real estate enterprises 

 X real estate business existing products are mainly 4 series: First, No. 1 series of real estate products. Located in the city ' 

s most prosperous core area of high-end project products, has an irreplaceable location advantage.Second, Ho-city series real estate 

products. Personalized label with perfect supporting facilities to meet the needs of customers in business, medical, education and 

other.Third, impression series products. Located in the suburbs of the city with beautiful natural scenery, the environment is elegant 

and comfortable to live in.Fourth, Futai series products. Located in the mature area of the city, with exquisite life as the selling 

point, is a relatively high-end product to meet customer needs. 
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3.2.2 X Existing marketing channels of Real Estate Company 

3.2.2.1 Distribution channels 

 Some projects of X real estate company adopt the way of real estate intermediary agency sales. Some are exclusive sales 

agents and some are joint sales agents. Some projects are sold by real estate agents. However, at present, many regions rely too 

much on agency sales companies, with the highest proportion of transactions reaching more than 80 %. 

3.2.2.2 Joint procurement channels 

 Conduct marketing work on some circles, such as media, internal employees, contractors, etc., to achieve rapid mass sales. 

3.2.2.3 selling groups 

 The sales team is divided into 2 ~ 3 groups to compete. The sales manager assigns sales tasks to each group. However, due 

to the imperfect management system, sales team members often change. 

3.2.3 X Existing marketing price strategy of Real Estate Company 

3.2.3.1 Quote price strategy 

 There is a certain profit margin on the basis of no higher than the government approved price or limit. 

3.2.3.2 Pricing strategy 

 Use cost-oriented pricing method. In consideration of the sales price of surrounding competitive products, the sales price 

is revised in the form of one house one price. 

3.2.3.3 Discount strategy 

 Within the price range approved by the government, the company gives customers no more than 5 % discount. 

3.2.3.4 Price adjustment strategy 

 For inefficient and ineffective assets that are difficult to eliminate in old projects, the company will promote the liquidation 

of the project by adjusting the price. Price adjustment is mainly based on market demand and the structure of the product itself, 

often at the lowest price. 

3.2.4 X Existing promotion strategies of Real Estate Company 

3.2.4.1Advertising. 

 At present, the main advertising promotion methods of each project of the company are mainly based on traditional media 

marketing methods, including more traditional offline promotion methods such as outsourcing, personnel promotion, banners, flyers, 

municipal billboards, project enclosures, etc., as well as the application of TV, telephone, SMS and other traditional media-based 

telephone promotion, TV advertising and other promotion methods.  

3.2.4 Public relations. 

 Each project of X Real Estate Company will regularly carry out circle marketing activities, such as media thanks meeting, 

old owners ' party and other ways to increase the company 's popularity and brand influence, so as to promote the information 

expansion of various circle personnel and provide support for old customers to bring new customers. 

3.3 Part of X Real Estate Company 's Marketing Strategy that Needs Improvement 

3.3.1 Lack of reasonable pricing mechanism for products 

 X real estate company has no special cost contract department, only the position of cost specialist. It is unable to respond 

quickly to the advantages and disadvantages of the project itself and the surrounding situation, and closely follow the housing price 

fluctuation to adjust its own price situation.. 

3.3.2 Dependent distribution companies 

 For a long time, the management of X Real Estate Company has not paid enough attention to the marketing business.   

Projects in northern China and Chongqing are controlled by distribution companies, and the proportion of distribution transactions 

has reached more than 80 %.  

3.3.3 Traditional promotion means 

 X real estate company still uses the more traditional ways such as entrusted outsourcing and personnel promotion, with 

the traditional billboard, leaflet and telephone promotion as the main means of promotion. In terms of advertising, X real estate 

company completely relies on traditional media, and does not realize the value of new advertising media such as mobile media and 

network media, which leads to the occurrence of large advertising investment but not ideal results. 

3.3.4 Insufficient after-sales service 

 Company X has its own property company and is consistent with the charging level of other residential properties around 

it. However, due to the lack of high-level professional qualifications and the lack of a professional property management team, 

owners generally reflect that the services provided are inconsistent with the level of fees. There is no team responsible for 

maintenance services in the property management department, and the maintenance manpower is seriously insufficient. 

IV. 4. X REAL ESTATE COMPANY MARKETING ENVIRONMENT ANALYSIS 

4.1 X Real Estate Company PEST analysis 

4.1.1 Political environment analysis 

 In February 2022, the teleconference on urban and rural construction of housing in Hunan Province set the tone for the 

development of real estate in the province in 2022 : strengthening market regulation, risk prevention and control, and promoting a 

virtuous circle and healthy development of the real estate industry according to urban policies. With the introduction of market 

stabilization measures by governments at all levels, the relaxation of monetary policy and real estate financial policy, the support 

for housing credit has increased, and the demand for rigid housing and improved housing has gradually been released. 

4.1.2 Economic environment analysis 

 According to the relevant announcements of the Hunan Provincial Bureau of Statistics, the total annual regional GDP of 

Hunan Province in 2021 will be 46063.1 billion yuan, an increase of 7.7 % over the previous year.  Hunan 's real estate 

development investment in 2021 will be 542.78 billion yuan, an increase of 11.2 % over the previous year. From the above data, it 

can be seen that Hunan 's residential investment has increased steadily in 2021. The total residential sales have increased but the 

sales area has decreased. The main reason for the increase in total sales is the rise in unit prices[4]. 

4.1.3 Population Environmental Analysis 

 Hunan Provincial Bureau of Statistics issued the ' 2021 Hunan National Economic and Social Development Statistical 

Bulletin '. According to the chapter " Population, Residents ' Income, Consumption and Social Security, " Hunan 's permanent 
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population will be 66.22 million by the end of 2021. In 2021, the per capita disposable income of residents in Hunan Province will 

be 31993 yuan, an increase of 8.9 % over the previous year. According to the resident population statistics, the per capita 

consumption expenditure of urban residents is 28294 yuan, an increase of 5.6 %[4]. Compared with the national urbanization rate 

of 64.72 % at the end of 2021, Hunan Province still has development potential, and the disposable income and per capita 

consumption level of residents have increased. 

4.1.4 Technical environment analysis 

 The development of technology has a huge impact on real estate enterprises. In the case of fierce competition, real estate 

development enterprises need to pay attention to the impact of new technologies on marketing strategies. In terms of advertising, 

compared with traditional street advertising, today 's network precision push can effectively identify potential customers and is less 

costly. From the perspective of products, more and more customers choose smart home systems. If enterprises lack technical 

strength, they will lose this part of customers. 

4.2 SWOT Analysis of X Real Estate Company 

4.2.1 Strengths 

 Compared with other real estate development companies, X real estate company has five strengths:Local strengths, 

Enterprise credit strengths, Group Company strengths, Government Relations Strengths, Reputation Strengths. 

4.2.2 Weaknesses 

 The Weaknesses is a factor restricting the development of the company, which will lead to the company at a disadvantage 

in the market competition. X Real Estate currently has 4 weaknesses :  The company is too young, High operating costs, 

Restrictions on investment activities, Unstable marketing team. 

4.2.3 Opportunities 

 Opportunity is a factor to promote the development of the company, can promote the further development of the company 

in the market. There are four main opportunities currently available to X Real Estate Company : Population growth and economic 

development, More business partners, Consumer income growth, The industry competition environment becomes better. 

4.2.4 Threats 

 Threat refers to the unfavorable factors restricting the development of the company. The development of the company 

faces opportunities and many threats. The existence of the threat makes the company feel crisis. X Real Estate currently faces four 

threats: Government macro-control, Land prices are rising, Large real estate enterprises compete with local enterprises, The spread 

of novel coronavirus. 

V. 5. X REAL ESTATE COMPANY 'S MARKET POSITIONING AND MARKETING MIX DESIGN RECOMMENDATIONS 

5.1 X Real Estate Company STP Marketing Strategy Suggestions 

5.1.1 Market Segmenting 

5.1.1.1 Rigid consumption market segments 

 This group of market focus on product prices, transportation, supporting. Buying a house is mainly used for marriage, 

convenient work and life, and increase living space.  

5.1.1.2improved consumer market segments  

 The purpose of purchasing houses is mainly to improve living conditions or consider the needs of children 's enrollment. 

5.1.1.3Enjoyment consumption market segments 

 Mainly to villas and large-area luxury housing, the purpose of purchase is not only to enjoy life but also to invest. 

5.1.2 Market Targeting 

 X company is distributed in six regions, in each region should make full use of enterprise resources, choose the most 

appropriate target market. X company should avoid choosing too radical marketing goals. The choice of target market should focus 

on the following aspects: 

 The selected target market should have a certain market size and development potential.  

 The selected target market needs to be attractive.  

 The choice of target market should fully consider and use the enterprise 's own resources, in line with the strategic 

objectives of the enterprise. 

5.1.3 Market positioning 

 In the process of market positioning, it is recommended that X real estate company adhere to the three principles of 

customer orientation, design personalization and structural differentiation. According to the needs of customers, the company 's 

market positioning strategy is formulated from two aspects : project positioning and Room type positioning. 

 Project positioning. In the process of selecting project development, a full pre-market survey was conducted to determine 

the project positioning as ordinary residential or high-end luxury residential. 

 Room type positioning. According to the geographical location of the product and the different sales groups, the room type 

can be positioned. Conduct research on surrounding competitor projects and differentiate in the structure and design of the room. 

5.2 X Real Estate Company Marketing Mix Strategy 

5.2.1 Product strategy 

 Housing is the core product of real estate enterprises. Geographical location and surrounding facilities are supporting 

products. I think enterprises can optimize products and upgrade services from construction products and property management 

products. 

5.2.1.1 Real estate product strategy  
 As the real estate market matures, residential greening, municipal facilities, property management services, surrounding 

traffic conditions, whether there are hospitals and schools, etc., are all factors that consumers should consider when buying a house. 

Therefore, the company 's product strategy should fully consider the needs of different types of consumers. 

5.2.1.2 Product Strategy of Property Management  
 First, clean. Timely garbage removal, regular cleaning of elevators, corridors, halls, etc., and allocation of responsibilities 

to specialized areas. outdoor signs, billboards are posted in an orderly manner, regular cleaning, regular inspection cleaning work 

to promote the long-term maintenance of the community environment.  
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 Second, greening. The flowers and trees in the plot are specially maintained, fertilized and irrigated according to the 

seasons and climatic conditions. They are regularly trimmed and maintained, with proper density and viewability.  

 Third, public security management. Arrange personnel 24 hours on duty, regular fixed-point patrols, the use of scientific 

and technological monitoring means to strengthen the overall security of the community.  

 Fourth, hydropower maintenance. Regular inspection and maintenance of water, electricity, heating and other 

infrastructure, regular inspection and cleaning of secondary water supply equipment to ensure good water quality.  

 Fifth, sewage facilities maintenance. Do a good job in the daily maintenance of sewage pipelines, rainwater wells, manure 

wells and other sewage facilities, check and dredge, and keep unobstructed.  

 Sixth, road maintenance. All roads in the district are regularly maintained and repaired, and corresponding signs are set 

up. 

5.2.2Price strategy 

 The price strategy directly determines whether the product is competitive and the profit that the enterprise can obtain. X 

company currently has no special cost contract department. It is recommended that X company set up a special department to 

conduct systematic price analysis and adjust its own price in time according to market fluctuations. 

5.2.2.1 Pricing method 

 Cost, supply and demand, competition are the core basis of real estate enterprise pricing. The following pricing methods 

can be selected according to different projects : cost pricing method,Competitive pricing method, Differential pricing method. 

5.2.2.2 Pricing policies 

 Price strategy should be formulated on the basis of pricing objectives and market conditions.     X real estate company 

can adopt market skimming pricing strategy for star products in the early stage, and sell at high prices in the early stage, so as to 

obtain higher profits in a short period of time.   For products with limited brand influence but advantages in some aspects, they 

are sold at a reasonable and moderate price in the early stage of new products.  For products with many alternatives and fierce 

competition in the industry, low-cost sales strategy is adopted from the beginning of listing to occupy the market as soon as possible. 

5.2.2.3 Price adjustment strategy 

 Price adjustment can be achieved by changing payment methods, promotions, price increases, price reductions, etc. 1. The 

price increase of popular products and the price reduction of unsalable products can promote sales. 2. Change the payment method, 

such as giving customers a certain discount for using commercial loans, etc., to meet the customer 's desire to obtain preferential 

psychology. 3. Launch several special rooms at specific times and festivals, develop special payment methods to attract consumer 

attention and recover funds as soon as possible. 

5.2.3 Place strategy 

 It is suggested that the company should optimize the service of the sales center on the basis of the original sales channel, 

enhance the attractiveness of the product, increase the intensity of network marketing, and reduce the dependence on the distribution 

company through the network direct sales. 

5.2.3.1 Experiential marketing strategy 

 Experiential marketing is a marketing strategy that allows customers to understand products by watching, listening, using 

and participating. The company can establish a reception negotiation area to show the company 's image and advantages. Establish 

an image sand table display area to visually display the distribution of buildings in the area. Establish a sample room experience 

area to allow customers to experience the feeling of occupancy. Establish a construction method exhibition area to gain customers 

' trust in housing quality. 

5.2.3.2 Network platform marketing 

 With the acceleration of the global information process, the network is not limited by time and space, can transmit 

information to any corner 24 hours. With more and more WeChat users, more and more industries and units use their WeChat 

official accounts and small programs for online sales.X Company can introduce relevant information through the network, the main 

products, the use of new channels for online sales. 

5.2.4 Promotion strategy 

 It is suggested that X company should add network promotion to the original advertising promotion, carry out targeted 

advertising, and strengthen the maintenance and management of public relations. 

5.2.4.1 promotion selling by advertisement 

 Most customers learn about products through advertising. With the development of information technology, enterprises 

should be aware of the importance of network impact on consumers.     The Internet is subtly changing the consumption habits 

and consumption patterns of individual customers. After big data analysis, targeted delivery to customers who meet product goals 

can promote products of key users in a targeted manner, increase the exposure of company products on online media, and then 

establish their own brand image. 

5.2.4.2 Public relations promotion 

 The use of internal resources and social relations, and actively participate in social activities to increase the company and 

the project in the public eye exposure, the interests of enterprises and the public interest together to establish a good image is a 

strategic approach.Enterprises can encourage all employees to participate in marketing and conduct sales incentives. Maintain good 

relationship with old customers and get new customers. Carry out public welfare undertakings and create a good corporate image. 

VI. 6. SAFEGUARD MEASURES OF X REAL ESTATE COMPANY MARKETING STRATEGY IMPLEMENTATION 

6.1 Establish a good corporate culture 

 Good corporate culture can bring cohesion to the enterprise, is very important to the enterprise. Once employees accept 

the company 's philosophy and culture, they will have a sense of mission and are willing to work harder to achieve corporate and 

self-worth. 

6.2 Improve the sales management system 

 Sales management system mainly includes : 1. Call process management, answer customer questions, understand customer 

information. 2.Customer visit management, tell customers accurate project information, unified sales tactics. 3.Housing payment 

collection system, determine the preferential policies of different payment cycles, and recover the money in time. 4 sales information 
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management, analysis of internal and external information and keep confidential. 5, subscription management, contract management, 

etc. 

6.3 Create a professional marketing team 

 The differentiation degree of customer groups in real estate enterprises is relatively high, and the requirements for the 

working ability and comprehensive quality of sales personnel are relatively high. After designing and constructing a perfect sales 

management system, it is necessary to build an elite marketing team. 

6.4 Optimizing Performance Evaluation Methods 

 Considering various factors, different assessment indicators are formulated for different positions. Performance evaluation 

using a combination of qualitative and quantitative methods, from the daily evaluation and regular evaluation of two aspects of 

evaluation. The company 's strategy is gradually decomposed into annual, quarterly, monthly and even daily goals, and then these 

goals will be decomposed into various departments, and then decomposed into specific personnel by various departments to 

establish KPI assessment indicators and key node indicators. 

VII. CONCLUSIONS 

 Taking X company, a medium-sized real estate enterprise in Hunan Province, as an example, this paper uses PEST analysis 

model and SWOT analysis model to analyze the internal and external environment faced by real estate enterprises and the existing 

marketing strategies of X company, and finds some parts to be improved. Based on STP and 4P theory, it puts forward some 

suggestions for the optimization of the company 's marketing strategy. Finally, in order to ensure the smooth implementation of the 

marketing strategy, several safeguard measures are put forward. The main conclusions are as follows : 

 Whether the marketing strategy of real estate enterprises can achieve good results depends on whether the enterprise can 

effectively apply the marketing theory to practice. Through a comprehensive analysis of the internal and external environment of 

the enterprise, it is reasonable and effective to use its own advantages and seize opportunities to obtain competitiveness for the 

enterprise and achieve the marketing objectives of the enterprise. 

 At present, the overall growth rate of China 's real estate market is slowing down and the competition is fierce. The central 

and local government 's regulatory policies, the central bank 's housing loan interest rate adjustment and financing restrictions make 

real estate enterprises face great difficulties. However, China 's GDP has been growing steadily. The GDP growth of Hunan Province 

is higher than the national average. Under the condition of increasing urbanization level and consumer income, Hunan real estate 

market still has development potential. 

 Based on the analysis of the internal and external environment of X real estate and the existing marketing strategies, this 

paper puts forward some optimization suggestions, such as avoiding radical marketing objectives and strengthening network 

channel marketing. At the same time, it provides a reference for other medium-sized real estate enterprises in Hunan Province to 

optimize their marketing strategies.  

 When the marketing strategy is applied from theory to practice, there must be corresponding safeguard measures to help 

the smooth implementation of the marketing strategy. Through the establishment of excellent corporate culture, improve the sales 

management system, the formation of professional marketing team, optimize the performance appraisal methods and other measures 

to ensure the effective implementation of marketing strategy 
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