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Abstract

Since the government opened the real estate market in 1990s, the real estate
industry grow rapidly and became one of the most important industry of China’s
economy. In the last twenty years, a lot of real estate company arisen. In the Fortune
China’s Top 500 company list, there are 36 companies in the real estate industry.
Discuss their brand construction is important.

China Vanke co. took part in the real estate industry since 1988. In 2013, its sale
volume exceeded 170 billion RMB and it is the biggest company in the industry.
Hence, this article take Vanke as an example to do the case study for find out some
useful idea for the real estate company.

This paper focus on analysis the reason why Vanke success. First, this paper
proved Vanke’s success. Then reviewed the history of Vanke and divided its history
into three period, the first period is from 1993 to 2001, Vanke started its real estate
business and did well; the second period is from 2002-2006, Vanke developed rapidly
and became China’s biggest real estate company, the third period is from 2007 till
now, Vanke maintained its market position and advanced its market share.

Based on a lot secondary data, this article tried to find out the reason that make
Vanke’s success from an brand perspective. Came out with conclusion which is the
proper product is the fundamental reason and effective brand marketing is the key
element of its success which included creative brand communication, the s
Standardization of brand construction, and CRM.

Based on the case study, Standardization and innovation is the key element of the

success of real estate company.
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