REAL ESTATE MARKETING BASED ON 4P AND 4C THEORY

Yang Yang, PhD, student
M. Lishenko, Dr. of Economics, Prof.
Sumy National Agrarian University, Sumy, Ukraine

In the marketing process of construction real estate companies,
various marketing theories and strategies are used, among which the most
basic and most commonly used is the 4P marketing theory proposed by
Professor Jerome McCarthy of Michigan State University in the United
States And the 4C marketing theory proposed by the American scholar
Robert Lauterborn.

Real estate marketing based on 4P theory.

The 4P marketing theory is based on real estate companies. In the
entire product process, from the source to the target, the sales model is
optimized in order. The marketing of the construction real estate market
based on the 4P marketing theory can be specifically analyzed by the
elements as follows:

First, product. Broadly speaking, real estate products include not
only housing products themselves, but also related supporting services. The
core function of real estate products is to provide comfortable living
conditions, at the same time, they should be able to maintain a certain value
and add value to meet the needs of consumers for investment and profit. In
addition, the form of real estate products also includes: land location,
architectural style, house design, landscape environment, property services
and other aspects, the above are all issues that need to be considered from
multiple perspectives when positioning and selling real estate products.

Second, price. Price is a comprehensive manifestation of the
product value and land value of real estate, which involves unit price and
total price, buying and selling price and rental price, actual price and
nominal price. Real estate prices are based on the value of real estate
products, and are also affected by various factors such as construction
material costs, market competition conditions, land values, laws and
policies.

Third, place. How to transfer real estate products to customers at
the fastest speed and lowest cost, while obtaining the best economic
benefits, is a problem discussed in the real estate distribution channel
strategy. Generally, real estate distribution channels can be divided into
direct sales channels and indirect sales channels according to whether there
are middlemen in the distribution channels. For indirect sales channels,
according to the number of middlemen, they can also be divided into
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different levels such as first, second, and third levels. At present, due to the
particularity of real estate products, most real estate companies choose
direct sales channels.

Fourth, promotion. Similar to other industries, the promotion of
real estate products can also adopt a variety of methods such as advertising
and public relations, business promotion, and event marketing, and each
method can take diversified forms. Typical forms of real estate promotion
include: model house promotion, construction sand table model explanation,
and advertisement of real estate. New types of promotion include:
promotion of sales through social software, and cloud viewing through
online platforms.

Real estate marketing based on 4C theory.

With the increasingly fierce market competition, marketing
strategies based on the 4C marketing theory are gradually being used in the
real estate sales process. The 4C theory advocates focusing on being
consumer-oriented, reducing the cost of consumers, increasing the
convenience of consumer purchases, and Actively and effectively
communicate with consumers to achieve sales goals.

First, customer. The important criterion for consumers to choose
commodities is whether their desires and needs can be fully satisfied when
they consume commodities. At present, the main purposes of consumers
buying real estate products are roughly as follows: rigid demand, to meet
the needs of life; to improve the quality of life, to renew housing; to invest
in real estate, looking forward to appreciation.

Second, cost. For real estate products, the cost of capital required
to purchase the product itself accounts for a relatively high proportion, and
due to the complexity of real estate products, consumers have to repeatedly
inspect the house on-site when buying, and need to consider a variety of
factors to make judgments on the future value of the product. They need to
spend more time and energy when buying, and they need to take more risks.

Third, convenience. Compared with other commodities, the sale
and purchase of real estate products often require a longer period, and the
purchase of real estate products is a complex consumer behavior, so more
attention should be paid to the convenience during this transaction period.

Fourth, communication. In the process of real estate sales, in
addition to special purchase situations such as investment real estate, the
sales of real estate products require the completion of transactions through
person-to-person communication. In this process, the salesperson of the
company should Actively communicate with consumers to obtain
consumers' true desires and needs, and feedback consumers' evaluations of
development projects. At the same time, in the communication process, it is
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necessary to continuously innovate the communication methods and enrich
the communication content in order to improve the communication effect
and achieve the sales purpose.
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KOHKYPEHTOCITPOMOXXHICTH HOBOI'O TOBAPY:
INOHATTSA TA KJIACUDIKAIA

K.O. sIpomoga, 3100yBau BUIOi OCBITH
JIbBIBCHKHIT TOPrOBEIILHO-CKOHOMIUHUI YHIBEPCHUTET,
M. JIbBiB, Ykpaina

Ha cporognimHiii neHp BITYM3HSHUN Ta MIKHApOTHUN PHHOK
NIEPENOBHEHUH PI3HUMH TOBapaMu Ta mociayraMmu. [IpoTe 3a octaHHI pokn
MOTJM TIOMITHUTH IO HE BCi BiTYM3HAHI (ipMH TOTOBI OO0 TimHOL
KOHKYpeHTHOI 60poTh0ou. ToMy mpu po3po01ii i BUIIYCKY HOBOI IPOAYKIIii
YH MOCIYTH, TOJIOBHUM 3aBJIaHHSM KOXKHOTO MIANPHEMCTBA € TMPABUILHO
OLIIHUTH CBOIO MPOJYKLI 1 3po3ymiTH, 4u BOHa Oyne edexkTuBHO
IIpe/ICTaBJICHa Ha PUHKY Ta YM BUTPUMA€ KOHKYPEHIIO (MOTEHIiNHY 4u
peanbHy) cepel MPeACTaBICHUX aHaJIOTIB.

3a cinoBaMH aMEpHKaHCHKOro ekoHomicta Maiikiaa Ilotepa,
KOHKYPEHTO3JJaTHICTIO (KOHKYPEHTOCIIPOMOJKHICTIO) BBAXKA€ThHCSA
BJIACTUBICTH TOBAapY, MOCIYT'H, Cy0 €KTa PHUHKOBUX BiZIHOCHH BHCTYIIATH
Ha PUHKY Ha piBHI i3 HAJIBHAMH Ha HHOMY TOBapaMH, MOCIyraMu ado
KOHKYPYIOUNMH Cy0’€KTaMH pUHKOBUX BimHocwH. OmiHka  1iel
BJIACTUBOCTI  JIO3BOJSIE  BUJIUIMNTH  BHCOKY, CEPENHIO Ta  HHU3BKY
KOHKYPEHTO3/1aTHICTb.

3a3HauMMoO, IO ICHYIOTb UOTHPH TIpUTaMaHHI pHUCH Ui
KOHKYPEHTOCTIPOMOXKHHX cy0’€ekTiB. Lle, 30kpema, 31aTHICTB:

— KOHKYPYBaTH Ta OTPUMYBATH IIepeBary B KOHKYPEHTHii 60poThOi;
— peastisyBaTH KOHKYpPEHTO3J]aTHI TOBapH;
— BUKOHYBAaTH comianpHi (yHKIiI, TOOTO 3abe3medyBaTH BHCOKI
JKUTTEB1 CTaHIAPTH MPAIliBHUKIB;
— BHCOKOIPOAYKTHBHOI'O BUKOPUCTAHHS HassBHUX PECYPCIB.
OTox, KOO TEBHUHM TOBap Mae CTilikuil ¢iHaHCOBHH cTaH,
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