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Abstract
As the rate of housing supply is increased and consummer’'s diversified demand is changed. the

direction of management of construction company is

changed into marketing-based and the

development of distinguished product. Therefore, this study purpose to establish the marketing strategy
of apartment by the method of market segmentation. This study purpose to (1) analyze general
methodology of apartment market-segmentation and positioning, (2) propose an alternative plan of
apartment positioning for the effective marketing strategy. The method which was proposed in this
study will be applied in strengthening the popularity of construction companies and the development of

distinguished products.
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