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Abstract

Abstract

Due to changes in the economic situation in recent years, China's elevator production
and sales growth has slowed down, but still considerably increased. Although
macro-control to the real estate market brought a certain influence on the elevator market,
the implementation of new urbanization policy, protection of housing construction and the
rapid development of the national large and medium-sized city public transportation
postponed the elevator production and sales down in the ordinary residential market in
some extent. With the development of the big cities, continuous reduction of construction
land, some small towns has gradually become the main field of social economy
development. In a long time in the past, elevator market demand is concentrated in tier 1
and 2 cities, but in recent years, the elevator demand is in a significantly growth in tier 3
and below cities.

E Elevator Company Limited (hereinafter referred to as E company) was founded in
2003, which is belonged to the world's largest manufacturer-Otis. E Company is 100%
wholly owned by Otis Elevator and it is only authorized to use the E brand in Chinese
manufacturing companies. E company mainly focus on research, development,
manufacture, installation, repair, maintenance, renovation of elevators, escalators,
automatic sidewalks and other transportation systems. Its main products in China market
are widely used in the field of social housing, ordinary residential, office buildings,
infrastructure, commercial and so on.

With the improvement of standards of this special equipment, such as elevator, and
with fierce competition, the competitors constantly develop new products, issue policies.
With the participation in many projects these years, the advantages of E company aren’t
clear. Market share declines. E company’s position in the market was threatened.

We finally focus on E itself. This paper tries to apply SWOT analysis and marketing
theory to rethink E company’s target market and market positioning, and to make a
detailed description and analysis of the current status of E’s marketing strategy. The
author wants to make more reasonable product, pricing, distribution and promotional
strategy to improve E company’s marketing system to achieve the sales target with the
fastest speed, to get more market share, and to enhance the E brand position in China
market.

Keywords: Elevator; Market segmentation; 4P theory
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