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Abstract

In the past ten years, the real estate industry has made outstanding contributions to
China's social and economic development, its position and role in China's industrial structure
system are very important, but also because of the livelihood of the people, has always been
the state's high attention. In 2017, the state of the real estate industry development is put
forward "the requirement of mass transfer efficiency", at the same time, in order to "room live
not fry" for the policy guidance, develop and implement a series of policies, including "price",
to reasonable regulation of the real estate industry, to further promote the continuous, orderly
and healthy development of China's real estate market. In this context, domestic real estate
enterprises seek transformation by extending their business tentacles into the financial field
and cultural industry, or by developing the sinking market, digesting the stock and controlling
the increment. From the perspective of market demand, at the present stage, although the total
demand for house purchase of Chinese residents is still huge, but specific to each resident, its
demand has shown a diversified, personalized characteristics. In order to quickly digest the
inventory, real estate enterprises must further optimize and improve their marketing strategies
according to national policies and market demand trends, which has become the consensus of
all real estate enterprises. Bengbu real estate market is an epitome of the development of
China's real estate market, also facing national control, changes in market demand and
seeking transformation and development. For bengbu real estate enterprises, this is both a rare
opportunity and a challenge.

This paper mainly takes THE Dongguan Humen project of SM Real Estate Company as an
example, analyzes the problems existing in the formulation and implementation of marketing
strategy of the company, and summarizes and proposes feasible solutions and specific
measures. This paper first introduces the background of the research, and expounds the
significance of the research, research ideas and the main research methods used; Secondly, it
discusses the concepts and connotations related to marketing, and introduces the marketing
theories represented by 4P marketing theory. Thirdly, taking SM Real Estate company as a
case, it introduces the development of the company in Dongguan market. Under the guidance
of 4P marketing theory, this paper analyzes the current situation of its marketing strategy and
puts forward the existing problems of the company's marketing strategy. SWOT analysis is
used to analyze the advantages, disadvantages, opportunities and potential threats of SM Real
Estate company's Dongguan Humen project. Through a variety of technical tools, this paper

systematically and deeply analyzes and discusses the current marketing environment of SM



Real Estate Company Dongguan Humen, and provides corresponding suggestions for the

optimization and improvement of its marketing strategy.

Keywords: pharmaceutical marketing; Residential marketing; Marketing strategy

optimization
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