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摘  要 

随着跨界旅游在全球的蓬勃发展，旅游地产迎来了发展的春天。相比中国

而言，越南有世界闻名的优质海岸线，房地产市场正逐步发展和对外国人开放，

得天独厚的地理和自然风光吸引了很多外籍人士。越南帝国度假中心紧邻岘港

海滩，是集别墅、公寓、酒店于一体的综合性度假中心。中国四川华西集团作

为设计施工采购总承包商身份参与项目开发，为营销策略研究提供很多便利条

件。通过研究帝国项目的开发营销策略，结合中国旅游地产的发展现状，借鉴

相关理论，可指导启迪发展中国旅游地产。 

本文以越南帝国度假中心为案例进行研究。论文首先阐述了相关理论，概

述了项目的主要内容；分析了项目的市场环境，竞争对手的优势；分析了项目

的市场需求，通过市场调查确定项目的市场定位。然后，重点研究项目的营销

战略，主要通过 6P 营销策略和 STP 营销策略进行研究。最后，建立保障措施确

保营销策略的正常运行。越南帝国项目的营销战略实用性强，且与中国旅游地

产相类似，所以该项目的研究结论能为中国旅游地产提供参考借鉴。 

 

 

关键词：越南；帝国度假中心；需求分析；营销组合 
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Abstract 

With the vigorous development of cross-border tourism in the world， the 

development of tourism real estate are in the spring. Compared with China, 

Vietnamese high-quality coastline are world famous； It’s market of real 

estate is gradually developed and open to foreigners；and it’s geographical 

advantage and natural scenery has attracted numerous foreign tourist. Empire 
Resort Center in Vietnam is nearby Da Nang beach, which is a set of villas, 
apartments and hotel in the integrated resort center. HUASHI as for General 
contractor will be responsible for design, construction and procurement 
which can provide much convenience for the study of marketing strategy. 
Through studying of the imperial project’s marketing strategy, then combined 
with China's tourism real estate to develop China's tourism real estate 
learning from the relevant theory. 

Empire Resort Center in Vietnam is regarded as a case for studying in this 

thesis. Firstly, elaborating the related theory of this thesis, summary the 

main contents of the project, analysis the related environmental market, 

analysis the use of Competitor's project, investigate of market demand, 

through the surveys of market to determine the market’s orientation, Then 

focus on the marketing strategy of the project through the 6P marketing 

strategy and the STP marketing strategy. Finally, according to the results of 

marketing strategy, we will establish safeguard measures to ensure the 

implementation of marketing activities. The marketing strategy of Vietnam 

Empire Project is practical, innovative and unique which is similar to 

China's tourism real estate, so the project aims to provide theoretical basis 

for China's tourism real estate. 
 
 

Keywords: Vietnam; Empire Resort; Demand Analysis; Marketing Mix
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