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With the rapid development of information technology and the deepening of the concept of value chain management, the
enterprise management mode has been liberated from the traditional vertical integration structure, and opened a new chapter
of all-round horizontal integration and value management. Many domestic and foreign enterprises have launched business
process reengineering plans to strengthen enterprise management and enhance comprehensive competitiveness. This
radical change has a huge impact on the traditional real estate sales model, forcing the sales business process must adapt
to the new market development trend, and more closely integrate with other business processes to meet the comprehensive
needs of modern enterprise management. In order to adapt to the changes of external environment, real estate enterprises
must optimize and reconstruct their internal processes. Through business process reengineering, enterprises can break
the traditional functional organizational structure, establish a new process organizational structure, eliminate ineffective
processes, shorten the time required for processes, improve the execution efficiency of processes, and finally achieve the
goal of improving management level and work efficiency, optimizing resource allocation and standardizing management
processes. Marketing process management plays an important role in enterprise operation. By effectively organizing and
coordinating individual business processes, marketing process management can improve the overall operational efficiency
of a company. This paper focuses on the problem of marketing process in the field of real estate. Firstly, it emphasizes
the importance of studying business process management. Then, according to the background of China's real estate
development, the main links of the marketing process management of real estate enterprises are discussed in a targeted
way (analyzing the target market, formulating sales strategies, implementing promotion activities, building sales channels,
implementing sales activities, providing after-sales service). On the basis of the above links, this paper comprehensively
analyzes the challenges faced by real estate enterprises in the marketing process. These challenges come from many
aspects, such as market environment, sales channels, monitoring and evaluation. In order to deal with these challenges, this
paper discusses and puts forward some countermeasures. These strategies include perfecting market research, diversifying
sales channels, optimizing promotion strategies and strengthening marketing team building.

Keywords: real estate market, real estate, marketing processes, business processes, management methodology,
influencing factors, sales process.
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Formulation of the problem in general terms. In China's
market economy, the real estate industry plays an important
role. Since the industry began to marketize, its environment
has changed significantly, real estate technology and national
policies continue to evolve, and new competitors have sprung
up. In the face of various challenges, real estate enterprises
vary in size and mode, and although they face risks and
threats, the number of real estate companies continues
to grow. Larger companies have stronger resources and
competitive advantages to stand out in a highly competitive
market. However, smaller real estate enterprises also have
some room for survival and development. Despite their small
size, these companies are able to concentrate all their efforts
on a single project and focus on creating excellence. Small
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and medium-sized real estate enterprises must think about
and cope with the problem of survival under the background
of changeable external environment and fierce competition.
At the same time, with the improvement of people's living
standards, the demand for services in the real estate sales
industry is also constantly upgrading, gradually changing
from meeting the demand for house purchase to providing
efficient, convenient and standardized services. Real estate
enterprises are faced with many challenges in complex
market environment, multi-stakeholder, multi-channel sales,
and marketing effect monitoring and evaluation. These
challenges have put forward strict requirements for their
marketing process management, which requires enterprises
to effectively cope with and plan.
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Analysis of recent research and publications.
D'Arcy & Keogh (1998) proposed that the real estate
market affects urban and territorial competition. Using
case studies of six European cities, real estate market
processes under different market types, decision-making
rules and institutions are compared. The decision-making
and mechanism of the real estate market, the goals and
functions of the participants, and the changes in the market
structure are all important factors affecting the territorial
competition. Policy makers should consider the physical
environment of the real estate market, market processes,
and ensure that the market is properly mixed. Real estate
laws and practices, transaction costs and volatility affect
market functioning and competitiveness. Policymakers
should take steps to reduce volatility, consider laws and
practices, and ensure fair competition [1]. Seliuchenko
& Kosar (2016) studied the marketing process of the real
estate market, and it was necessary to formulate marketing
strategies according to the characteristics of the target
market, including products, prices, channels and promotion
strategies. Emphasize the importance of marketing strategy
implementation and evaluation in order to adjust marketing
strategy in time. According to the different market demand,
the corresponding marketing strategy is formulated: the
marketing strategy of low-income class, the marketing
strategy of middle income class and the marketing strategy
of high income class [2]. Liu Pengzhong (2000) divided the
operation process of real estate marketing planning into
market research, product planning, sales planning and
information feedback. He believes that market research
is fundamental and requires a thorough understanding
of the target market, customer needs and competition.
Product planning needs to solve the problem of how to
do a good job of the product, including project location,
product positioning, product concept design and product
mix and main set determination. Sales planning includes
sales mode, sales timing and pricing strategy. Information
feedback is the last stage of the operation process, which
needs to evaluate and adjust the implementation effect of
marketing planning [3]. Qi Weicun (2007) proposed that
real estate value chain marketing is a consumer-centered,
market-oriented approach with the goal of obtaining and
maintaining competitive advantages. It focuses on the
internal links of the value chain, including value activities
and profits, and involves the basic and auxiliary activities
of real estate development enterprises. Through the use
of value chain marketing concepts, it can better meet the
needs of consumers. Achieve sustainable development [4].
Song He & Meng Baoan & Deng Jijia (2015) believe that
real estate online marketing has great potential, but it needs
the support of social credit system, real estate stability and
other factors. Real estate network marketing has some
problems, such as unclear purpose, lack of technology, lack
of evaluation means, lack of cost estimation, low information
authenticity, and inability to obtain customer attention.
Measures can be taken to improve the level of network
technicians, improve network information, put an end to false
information, improve laws and regulations, and speed up
the construction of network infrastructure [5]. Ma Ruiging &

Deng Hezhi (2017) believe that big data brings new
perspectives and approaches to the real estate industry to
achieve precision marketing. He introduced the application
of big data in the real estate industry, built a real estate
precision marketing model under the background of big
data, effectively combined with traditional online and offline
marketing models, formed a real estate precision marketing
flow chart under the background of big data, and provided
relevant suggestions. Big data technology can support real
estate enterprises to collect data for analysis, forecast supply
and demand, and improve the accuracy of development
decisions [6].

Formation of the objectives of the article. The
objective of this paper is to deeply explore and analyze the
core links of real estate enterprises in process management,
and conduct targeted research on them, so as to clarify
various influencing factors, so as to find out effective ways
to significantly improve the efficiency and effect of process
management of real estate enterprises. Through detailed
analysis and in-depth research, this paper will clarify the
importance and complexity of the process management of
real estate enterprises, and on this basis, provide practical
suggestions to improve the efficiency and quality of the
process management of real estate enterprises.

Methods of research: The scientific research used
structural, statistical and marketing analysis, methods of
comparison, generalization, graphic and dialectical methods.

Results of the study.

1 Concepts related to marketing process management

Every partinvolved in the process of transferring products
or services from production enterprises to consumers
constitutes the whole of marketing. The marketing process
is a series of steps in the planning, analysis, execution and
adjustment of an enterprise's marketing strategy. As a key
link in the process of enterprise operation, the sales process
not only includes marketing and sales, but also affects
the main links. Such as project development, production
and manufacturing, logistics and transportation, technical
support and after-sales service. The sales process includes
a series of links from market research to product sales.
The details are shown in the following table 1:

Sales are very important links in the marketing process.
Its task is to discover potential customers of enterprise
products, and the whole process of sales activities carried
out by salespersons for these potential customers. The goals
of marketing is to increase product or service awareness,
increase demand, build customer relationships and improve
customer satisfaction, ultimately achieving sales goals and
increasing revenue. Usually the steps and content of real
estate sales include:

(1) Analyze the target market (such as: market
demand, demographic structure, income level, housing
demand, etc.).

(2) Formulate sales strategies (such as: project
positioning, target customers, market pricing, promotion
channels, etc.).

(3) Implement promotional activities (such as:
advertising, promotional forms, public relations objectives,
social media, etc.).
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Market Through market research and analysis, to understand the needs of the target market, competitors and
research potential opportunities, to provide a basis for subsequent market positioning and product development.
'
Market Determine the positioning of products or services in the target market and differentiated competitive
positioning strategies to meet the needs of target customers and gain competitive advantages.
!
Product According to market demand and competitors, design and develop products or services suitable for the
development | |market, including product design, function determination, brand planning, etc.
Channel Determine the most suitable sales channels, including direct sales, agents, distributors, etc, to ensure that
selection the product can effectively reach the target customer.
;
Promotional [ [Develop and implement various promotional strategies and activities, including advertising, promotional
activities offers, marketing activities, etc, to attract customers and increase sales and market share.
1
Sales and ; . 3 L ;
aftardlo Through the sales team and after-sales service team, establish a good relationship with customers, provide
service products and services to meet customer needs, and maintain customer satisfaction and loyalty.

N @

Figure 1 — Enterprise sales business process

Source: built by the author on the basis of research

(4) Construction of sales channels (such as: agent
distribution, intermediary agencies, direct sales model,
online sales, etc.).

(5) Implement sales activities (such as: customer
consultation, product demonstration, negotiation, contract
signing, etc.).

(6) Provide after-sales service (such as: evaluation
feedback, after-sales maintenance, property management,
community service, etc.).

Through effective marketing process management,
companies can better organize and coordinate the work
of each link, improve market response speed and sales
efficiency, and ultimately achieve market goals and improve
corporate performance.

2 The importance of enterprise marketing process
management

In order to ensure the smooth progress of enterprise
project development, meet the needs of efficiency,
and realize the strategic goals of enterprises, process
management is very important.

First of all, process management meets the needs
of enterprises for the cash flow time cycle, lays a solid
foundation for the realization of strategic goals, and at
the same time satisfies the simultaneous development
of enterprises at the operational and management levels.
Secondly, for real estate enterprises, cash flow is the key.
Enterprises need to acquire land, start construction and
open the market in a short period of time, so as to quickly
realize the return of funds. In order to achieve this goal,
the enterprise must establish a scientific organizational
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structure, clear job responsibilities and establish efficient
processes.

In addition, human resource management is also a key
issue in enterprise development. Real estate companies
need to quickly establish a professional team and cultivate
talents with corporate values and professional knowledge to
support the rapid expansion of the company. Establishing
an efficient process can fundamentally solve the problem of
execution and ensure the realization of the goals set by the
enterprise. By scientifically establishing efficient processes,
enterprises can guide employees to work efficiently, reduce
employee pressure and create a good working atmosphere.

Finally, the establishment of the real estate marketing
process belongs to the category of the basic system
construction of the enterprise, which requires the
comprehensive establishment of enterprise management
systems and processes. The marketing process formulates
work quality and minimum standards, and clarifies work
objectives, steps and results. In addition, set up a reasonable
organizational structure and post settings for the marketing
department to ensure that employees clearly define their
responsibilities, powers and interests, and improve work
efficiency. Standardized processes and systems help ensure
that corporate strategies are implemented in the daily work
of every employee in the marketing department, thereby
ensuring the realization of work goals.

3 Challenges and Countermeasures of Marketing
Process Management of Real Estate Enterprises

The management of the marketing process is crucial to
real estate businesses. Therefore, real estate companies
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Figure 2 - Influencing factors
of real estate enterprises' sales process
Source: built by the author on the basis of research

should face many challenges bravely and take active
measures to deal with them.

The complex market environment is one of the
challenges faced by real estate enterprise marketing
process management. The real estate market is affected
by policy, economic and social factors, making the
market environment complex and changeable. In such an
environment, enterprises need to constantly adapt and
respond to market changes in order to meet different market
demands and competitive pressures. In order to meet
this challenge, enterprises need to formulate reasonable
product positioning, price strategy, promotion method and
sales target. This means that enterprises need to have an
in-depth understanding of market demand and competitive
environment, so as to clarify product positioning and
differentiation characteristics, determine appropriate price
strategies, choose appropriate promotion methods and
channels, and set clear sales goals [7].

Multiple stakeholders are an important factor in the
sales process of a real estate business. These stakeholders
include developers, home buyers, intermediaries,
governments, etc. The needs and interests of different
stakeholders may conflict, which brings challenges to the
management process of enterprises. To ensure fairness,
transparency and compliance, companies need to balance
the interests of all parties in the management process. This
means that companies need to listen to and understand
the needs of all parties, ensure compliance with relevant
regulations and policies during the sales process, and at
the same time provide clear and transparent information to
home buyers to protect their rights and interests. In addition,
enterprises also need to cooperate with intermediary
agencies and the government to conduct effective
communication and coordination to jointly solve possible
problems.

Multi-channel sales is another challenge faced by real
estate business marketing process management. Real
estate companies usually sell through multiple channels,
including online channels, offline channels, and intermediary
channels. Due to the different characteristics and operation
methods among different channels, enterprises may face

difficulties in coordination and management when conducting
sales. To meet this challenge, companies need to establish
unified processes and platforms to ensure consistency and
synergy in sales activities. This means that enterprises
need to develop a unified sales process and standards to
ensure that sales activities in different channels can be
organically coordinated and coordinated. At the same time,
enterprises also need to establish an information sharing
and communication mechanism for effective information
exchange and collaboration between different channels.

Personnel quality and training is another challenge
that real estate enterprises face in marketing process
management. Real estate sales work requires professional
knowledge and skills, including market analysis, sales skills,
laws and regulations, etc. In a complex market environment,
companies need to ensure that salespeople have the
necessary knowledge and capabilities to effectively execute
the sales process. In order to meet this challenge, enterprises
need to train and upgrade sales staff to improve their
professional ability and execution ability. At the same time,
enterprises also need to formulate an effective incentive
mechanism to attract and retain excellent marketing talents.

A large amount of data and information are involved
in the sales process of real estate companies, including
customer information, sales data, market research, etc. In a
complexmarket environment, in order to meet the challenges,
enterprises need to invest in appropriate technical support
and establish information systems and databases to support
data collection, analysis and management. This can provide
accurate data support for enterprises, help decision-making
and improve sales efficiency.

Marketing effect evaluation is another challenge
that real estate enterprises face in marketing process
management. In a complex market environment, the
real estate market is affected by policy, economic and
social factors, and market changes and risks are difficult
to predict. In order to meet this challenge, enterprises
need to establish an effective monitoring and evaluation
mechanism, understand marketing effects through data
analysis and market research, and adjust marketing
strategies and plans in a timely manner. This means that
companies need to continuously collect and analyze market
data to understand consumer needs and competitive
situations in order to respond flexibly to market changes
and risks [8].

Conclusions. The challenges faced by marketing
process management of real estate enterprises include
complex market environment, multi-stakeholders, multi-
channel sales, monitoring and evaluation of marketing
effects, etc. In order to cope with these challenges,
enterprises need to formulate reasonable product
positioning, price strategies, promotion methods and sales
targets, balance the interests of all parties, establish a
unified process and platform, and establish an effective
monitoring and evaluation mechanism. Through these
measures, enterprises can better adapt to the market
environment, enhance their competitive advantages, and
achieve sustainable growth and performance improvement.
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In the future, with the continuous development of
technology and the intensification of market competition, the
marketing process management of real estate enterprises
will pay more attention to digitization, intelligence and
personalization. Enterprises need to use big data, artificial
intelligence and other technical means to conduct more
accurate analysis and prediction of the market, and
improve the efficiency of marketing strategy formulation and

implementation. At the same time, enterprises also need to
pay attention to changes in consumer demand and provide
more personalized and differentiated products and services
to meet the needs of different consumers. In addition,
enterprises also need to strengthen cooperation with relevant
parties such as the government and industry organizations to
jointly promote the innovation and development of marketing
process management in the real estate industry.
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Cs0 BaHciH, 3006y8a4 Haykogo2o cmyneHsi «0okmop ¢hinocoiin, Cymcbkul HauioHanbHUl agpapHull yHigepcumem

JluweHko Mapzapuma OnekcaHOpieHa, 00KMop EKOHOMIYHUX HayK, Mpoghecop kaghedpu MapKkemuHay ma 102icmuku,
CymcbKuli HayioHannbHuUl agpapHull yHisepcumem

AIATHOCTUKA YIPABJIIHHA MAPKETUHIOBUMU BIBHEC T[IPOLECAMU B NIQNMPUEMCTBAX
HEPYXOMOCTI

3i weudKkuM po3sumMKoM iHghopMauiliHux mexHonoaili ma KoHuenuii yrpasniHHs naHuyto2amu 000aHoi apmocmi Mooerb
ynpasniHHA nidnpueMcmeom 3einbHuaca 8i0 mpaduyitiHoi 8epmukanbHOI iHmeapauyitiHoi cmpykmypu, 8idKpuswu Hosy
enasy 8cebiyHOI 20pU30OHMarbHOI iHMezpauii ma ynpaeniHHs Ha 0CHO8i eapmocmi. bazamo 8im4uUsHSHUX ma iHO3eMHUX
nidnpuemMcme 3arycmusu raHu PeiHXUHIpUHaY bisHeC-rpouecia 0715 MOCUMEeHHS yrpassiHHS NiOMpuUeEMCMEoM ma nid8ULEHHST
KOMI/IEKCHOI KOHKYPEeHmocrnpoMoxHocmi. Ls padukanbHa 3MiHa crnpasuna eenu4esHull ennue Ha mpaduuiliHy modesnb
npodaxy Hepyxomocmi, amycuswu bisHec-npouec npodaxie adanmysamucs 00 HOBOI cumyauii po3euUmKy PUuHKy i binbw
mICHO iHMeeapysamucs 3 iHWuUMU ripoyecamu 06pobku bisHecy Orisi 3ad080MEHHS KOMIIEKCHUX Mompeb Cy4acHo20 yrnpaeriHHs
nidrpuemcmeom. [na mozo w06 adanmysamucs 00 3MiH 308HilWHBb020 cepedosuuya, MonpuUEMCmea HePyXoMOCMI MOBUHHI
onmumisysamu i nepebydysamu ceoi eHympiwHi npouecu. 3a 00rnomMozot peiHxXuHipuHay b6isHec-rpouecie nidnpuemcmea
MOXymb 3namMamu mpaluuiliHy (OyHKUIOHabHy OpaaHi3auiliHy CmpyKmypy, cmeopumu HOB8Y MPOUECHY oOpaaHi3auiliHy
CMpyKmypy, YCyHymu HeegheKkmusHi npoyecu, CKopomumu 4ac, HeobxiHul Orns npouyecis, nidsuwumu eghekmugHicmp
BUKOHaHHS1 pouecie i 8 KiHuesoMmy nidcymky docsemu yinel nid8UWeHHSs pieHs yrnpasniHHs ma eghekmusHocmi pobomu,
onmumisayji po3nodiny pecypcie i cmaHGapmu3auji npouecie ynpaeniHHs. YrpaeniHHs MapKkemuH208UMU npoyecamu sidiepae
Krito4o8y porib y bisHec-onepauisix. EchekmueHo opeaaHi3osyrouu i KOOpOUHYHYU OKpeMi Bi3HEC-POUEecU, yrpassiHHA MapKe-
muHaosuMU ripoyecamu 00380s15€ nidsuLWUMU 3a2arlbHy ornepauitiHy eqpekmusHicmb nidnpuemema. Y daHiti pobomi 0CHo8Ha
yeaea npudingemsCcsi MapKemuH2080My MPOUECY 8 cobepi HepyxoMocmi, 8 nepuly Yyepay MoKPeCToHU 8axusicmb yrpas-
NiHHS 6i3Hec-npouecamu; [icrs yb020, Ha (hoHi po3sumky Hepyxomocmi Kumato, Oynu adpecHo 062080peHi OCHOBHI acriekmu
yrpaeniHHa MapKkemuH208UMU fipoyecamu nidrnpuememe HepyxoMocmi (aHarnis Uirb08020 PUHKY, hopMysaHHs cmpameai
36ymy, 3dilicHeHHs 3axo0ie npocysaHHs, Mobydosa KaHarie 36ymy, 30ilicHeHHs1 36ymoeoi disiribHoCMI, HaaHHS NiCIAMPOOax-
Hoeo obcryeosysaHHs); Criupatoquch Ha HasedeHi suLue nocunaHHs, 0aHa cmamms KOMIZIEKCHO aHari3ye 8UKUKU, 3 SKUMU
cmukarombcs nidrpueMemea HepyxoMocmi 3 MOYKU 30py MapKemuHz208UX ripouecie. Li mpobnemu noxodsame 6id baeambox
acriekmis, makux siKk puHkose cepedosuuye, kaHasnu 36ymy, MOHIMopuUHa ma oyjHka. [ris aupiweHHs1 yux npobriem uys cmammsi
OemarnbHO docnidxye ma rMpornoHye Aesiki cmpameeii ix supiteHHs1. Lii cmpameaii 8Krmio4aromp nominueHHs MapKemuHa08UX
docnidxeHb, dusepcucpikayito kaHarie 36ymy, onmumidauito cmpameaili Ipocy8aHHs | 3MIUHEHHS MapKemuUH208UX KOMaHO0.

Knro4oei cnosa: puHOK HepyxoMocmi, HepyxoMicmb, MapKemuH208i npouecu, 6isHec npouecu, Mmemodoroais ynpas-
TiHHSA, thakmopu ennusy, npouec npodaxy.
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