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A research about marketing strategy for construction company to build
branding value and Architecture quality.
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Abstract

In the industry of real estate, construction companies always face the brunt with
consumers. Construction companies relying their marketing strategy to defeat others
and make themselves in the fore of many companies in the competitive environment.
The success marketing strategy can effective promote construction companies’
architecture quality, and the marketing strategy also represents the core values of
company, and bringing the operating, upgrade the architecture quality. For this,
consumers naturally confident with company and the value of branding will also
reflected.

The main idea of this research is to find out the role-playing by marketing strategy
for construction company to build branding value and construction quality by industry
cooperation. Thinking how to bring the idea of Architecture into real estate marketing,
and make learn and use in one is the main idea of industry cooperation. By studied the
marketing strategy of L Company with the Marketing Theory of 4Ps and the Marketing
Theory of 4Cs, and extending the topics by theory of 6Ps and theory of 6Cs. This
research also studied how to upgrades the software and the hardware of architecture
quality. Finally, the success marketing strategy makes L Company keeping progress
and being successful.
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In the end, we found out that L Company’s marketing strategy have the same idea
with the Marketing Theory of 4Ps and 6Ps, and the Marketing Theory of 4Cs and 6Cs,
and the more interested is that L Company’s marketing strategy are more closed to the
Marketing Theory of 4Cs-6Cs. The marketing strategy theory of L Company is
tendency consumer oriented and noticed on communication with consumers’ and
giving the best serving for them. The L Company upgrades the software and the
hardware of architecture quality in the same time and keeps the main idea of always
being better to build the branding value.

Keyword : Marketing strategy, The Marketing Theory of 4Ps, The Marketing Theory
of 4Cs, Branding value, Architecture quality
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