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[bookmark: _Toc10083]Abstract
Since China regarded real estate as a pillar of national economic development, with the support of various policies for the real estate market, commercial real estate projects have also received opportunities for rapid expansion. On the one hand, it can ensure the financing of commercial real estate companies; On the other hand, with the increasingly fierce competition in the real estate industry, commercial real estate is also facing challenges such as higher homogenization, higher vacancy rates, and lower rental returns. After 2021, as more and more commercial entities have been impacted from various aspects, more and more commercial entities are facing operational difficulties, and commercial real estate projects are also facing increasing pressure. The rapid development of e-commerce has had a huge impact on traditional commerce, and working from home is becoming increasingly accepted by the public. In this context, if commercial real estate wants to survive, it can only improve its operational competitiveness, and competitive strategies have become a problem that needs to be considered in the development of commercial real estate. Sunac is committed to integrating high-quality resources through high-quality products and services. It has been operating in China's real estate industry for 20 years and has gained a high market share. However, the company's high leverage ratio and the recent unpredictable real estate crisis have indeed dealt a heavy blow to the company. Sunac must actively adapt to changes and transformations in market development, and formulate more reasonable competitive strategies.
On the basis of analysing the external environment, corporate resources, and consumer survey results of Sunac, and based on relevant theories of corporate strategic management, the author suggests that Sunac adopts three competitive strategies. It includes cost leadership strategy, centralization strategy, and differentiation strategy. This study focuses on studying differentiation strategies from aspects such as business philosophy, service differentiation strategy, product differentiation production strategy, and brand differentiation strategy. And propose guarantee measures for the smooth implementation of competitive strategies from four aspects: organization, system, talent, and management. Through the research in this paper, the author hopes to provide some assistance for Sunac to implement its competitive strategy to a certain extent.
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[bookmark: _Toc28531]Chapter 1: Introduction
1.1 [bookmark: _Toc21368]Research Background
In the past decade, with the prosperity of the real estate market, commercial real estate has rapidly expanded. On the one hand, it has attracted a large amount of funds and resources, but on the other hand, with the increasingly fierce competition in the real estate industry, the vacancy rate in the real estate market is getting higher, the degree of homogenization is higher, and rental returns are lower. Goldman Sachs Group has predicted that the Chinese real estate market will exhibit an L-shaped trend, which means it will face a straight decline and a sustained downturn in the future. At present, the biggest blow to commercial real estate comes from these surface reasons: first, after the COVID-19 in early 2020, commercial real estate development is facing more and more pressure, and more and more commercial entities are facing difficulties in operation. Secondly, the rapid development of e-commerce has had a huge impact on traditional business, and working from home is becoming increasingly accepted by the public. Thirdly, China's political background and economic development have potential constraints, leading to a lack of sufficient confidence in the Chinese market.   
In response to the background of commercial real estate development, further reasons have also been discovered by scholars. Song Y. (2020) proposed that in 2019, the Chinese government introduced a series of regulatory policies to address the overheating of commercial real estate development projects, resulting in a year-on-year decrease of 9.95% in investment in the field of commercial real estate development. At the same time, the rapid development of China's e-commerce industry has further intensified the impact on traditional business models. More and more retail enterprises are shifting their focus of development to e-commerce platforms. Souza et al (2020) believed that the real estate market was influenced by market competition pressure, and commercial real estate development has gradually developed from a traditional single rental model to a mixed rental and sales model. From the data of the China Housing Index, it can be seen that the rent level of major commercial properties in China generally decreased in 2021. The specific data is that the rent of commercial properties in key cities decreased by 0.24%, with 83.3% of commercial properties experiencing a decrease in rent (Chen, 2023) . Obviously, from this series of data, the development prospects of commercial real estate are not optimistic. In this context, the operational competitiveness of Chinese commercial real estate has become a key factor affecting the success or failure of projects, and competitive strategy has also become a problem that needs to be considered in the development of commercial real estate.
Sunac China Group was founded in 2003, based in Tianjin. Sunac China Group began operating high-end property projects, and subsequently expanded into many important cities in China such as Changchun, Deyang, Chongqing, Chengdu, Jiangsu, and has continued to develop to this day. In the past two years, various signs indicate that the development of Sunac China Group is slowing down. According to a report by Sunac China Group (2023), the total number of employees in 2022 was 45198, including 17220 employees aged 30 and below, 25636 employees aged 31 to 50, and 2342 employees aged 50 and above. The total number of employee turnover is 29800, with an employee turnover rate of 39.73%. In 2023, the total number of employees of Sunac China Group further decreased. From the economic data performance of the group in the past two years (Sunac China Group, 2024), it can be seen that Sunac China Group is still a real estate company struggling in a liquidity crisis, and can only do its best to achieve revenue growth and reduce losses. Although the debt restructuring plan of the group has been approved, the group has a 2-3-year early debt repayment buffer period and has successfully converted over $4.5 billion from debt to equity (Sunac China Group, 2023). However, Sunac China Group is still greatly affected by the continuous downturn in the industry, with continuous losses in the group's property sales business operations. That is to say, the company needs to further understand the market and find new ways of development.

[bookmark: _Toc3710]1.2 Research Rational 
China's large population base determines the high demand for housing in the country. However, the supply and demand relationship in the real estate market has undergone significant changes. On the one hand, against the backdrop of unfavorable macroeconomic conditions, residents' income and disposable finance are showing a downward trend; On the other hand, under the impact of the epidemic, the market is weak and consumer confidence is insufficient, leading to an increasing number of home buyers cancelling or delaying their purchase plans; Finally, since 2022, some domestic real estate enterprises have been continuously experiencing thunderstorms, further exacerbating market panic. In the current complex market environment, higher requirements have been put forward for the development and operation of real estate projects, requiring enterprises to actively adapt to the changing trends of market development, strengthen innovation and change.
Based on the analysis of Sunac China's external environment, corporate resources, and consumer survey results, and based on relevant theories of corporate strategic management, determine the competitive strategy positioning of the research object, select and formulate the best market competition strategy, and propose guarantee measures for the smooth implementation of the competitive strategy from organizational, institutional, talent, management, and other aspects.

[bookmark: _Toc5401]1.3 Research Significance
From the current severe situation, the challenges faced by the company are not only the market competition behaviour of competitors, but also the turning point of Market trend. In December 2022, China's Central Economic Work Conference will be held. This meeting clearly stated that it is necessary to effectively prevent and resolve major economic and financial risks, as well as to effectively prevent and resolve the risks of high-quality top real estate enterprises. In the real estate industry, "risks" were mentioned multiple times in the meeting. At the two sessions held by the Chinese government in March 2023, the work of resolving real estate financial risks was once again listed as one of the eight important tasks for 2023 (Cheng, 2023). Of course, according to convention, in China, when a matter needs to be emphasized by the Chinese government through work reports or work meetings, it is not as simple as "risk". Therefore, it is increasingly necessary to systematically analyze the current specific environment and various risks of real estate enterprises.
Ebrahim (2010) believed that when a company cannot correctly identify and inspect itself, it can be very dangerous. Yang (2023) reported that according to public information from courts across China, more than 400 real estate companies will apply for bankruptcy in 2023. It is reported that the fundamental reason for the debt crisis and funding shortage of these bankrupt real estate developers is the implementation of the "three red lines" policy. This policy is a policy implemented by the People's Bank of China and the Ministry of Housing and Urban Rural Development of China to restrict developer financing, and will be implemented throughout the industry from January 1, 2021 (Sunac China Group, 2023). The asset liability ratio of the company after deducting project prepayments shall not exceed 70%; Secondly, the net debt ratio of the company shall not exceed 100%; Thirdly, the company's cash to debt ratio must be less than twice (Xu, 2021). This new regulation not only puts small and medium-sized enterprises in the predicament of collective bankruptcy, but also puts many large real estate companies facing debt crises and other problems. As is well known, for any enterprise, financial data should always be placed on the regulatory schedule, which is the focus of the company's self-regulation. If enterprises attach enough importance to the analysis of internal and external market environments, such tragic outcomes will not occur. Therefore, the market environment analysis, consumer questionnaire surveys, and internal analysis of enterprises involved in this study are also very necessary.
In addition, based on the questionnaire survey, the application of analytical tools, and further analysis of this study, this study will determine the positioning, selection, and formulation of Sunac China Group's competitive strategy. In the end, this paper not only provides some reference for Sunac China Group to implement competitive strategies to a certain extent, but also provides some reference for similar commercial real estate companies to implement competitive strategies.

[bookmark: _Toc21364]1.4 Research Aim and Objectives
The purpose of this study is to search for the competitive strategy of Sunac China Group. Through external industry analysis and internal environment analysis, combined with the investigation and analysis of this study, the ultimate goal is to develop a targeted commercial real estate competition strategy for Sunac China Group. The objectives of this study include the following:
1). Introduce the current situation of Sunac China Group's commercial real estate. Obtain industry data and environmental conditions of the company through PEST, Porter's Five Forces Analysis, and SWOT tools.
2). Taking Sunac China Group's commercial real estate business as the research object, conduct a consumer questionnaire survey and analyse it, and draw relevant research conclusions. The consumers here include both existing and potential consumers of the company, both of them may have the possibility to buy or rent commercial real estate.
3). Based on the above research methods, help Sunac China Group understand the development trends of commercial real estate and provide guidance for the development path of commercial real estate.

[bookmark: _Toc30291]1.5 Structure of the Dissertation
In Chapter 1, the author elaborates on the research background, research object and scope, research purpose and significance of this paper, introduces the research methods of this paper, and provides a brief explanation of the research content and structure of this paper.
In Chapter 2, the author presents the theoretical foundation of commercial real estate, introduces and analyses strategic analysis tools in the real estate industry, providing theoretical support for subsequent industry environment and strategic analysis. It also provides theoretical basis and reference for finding differentiated development paths in the commercial real estate field from both theoretical and competitive perspectives.
Chapter 3 is the methodology of this study, which provides a detailed introduction to the research methods, including literature data collection, qualitative analysis of data, and methods for collecting questionnaire survey data.
In Chapter 4, Through the investigation methods and data collection methods in Chapter 3, the preliminary presentation and analysis results of the questionnaire survey results was conducted.
In Chapter 5, the author conducted an in-depth discussion on the survey results.
In Chapter 6, the competitive strategy of the research object was determined, and measures to ensure the smooth implementation of the competitive strategy were proposed from the aspects of organization, system, talent, management, etc.
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Figure 1: Research Frame

[bookmark: _Toc13969]1.6 Summary
In summary, this paper mainly studies Sunac China Group's commercial real estate competition strategy, and its research significance is divided into two aspects. On the one hand, the research conclusions of this paper can further provide theoretical support for the development of real estate enterprises in the commercial real estate sector, make certain contributions to the further improvement of China's real estate enterprise development theory, and provide rich significance for existing research in this field. On the other hand, this paper formulates targeted commercial real estate competition strategies for Sunac China Group through external industry analysis and internal resource capability analysis, including specific competition strategies and key measures, clarifying the implementation path of the competition strategy, enhancing core competitiveness, expanding Sunac China Group's market competitiveness and influence, and enhancing the development scale of the enterprise. The author will help Sunac China Group further analyse and discern the development trends of the industry, strengthen the determination of the group's commercial real estate transformation, and provide guidance on the development path of commercial real estate.
This study will provide a comprehensive description of the definitions, theories, and corporate situations involved in the next chapter. Meanwhile, Chapter 3 of this paper will also analyse the specific situation of Sunac China Group through relevant theoretical research models or tools.

















[bookmark: _Toc29488]Chapter 2: Literature Review
This chapter presents the theoretical foundation of commercial real estate, introduces and analyses strategic analysis tools in the real estate industry, providing theoretical support for subsequent industry environment and strategic analysis. It also provides theoretical basis and reference for finding differentiated development paths in the commercial real estate field from both theoretical and competitive perspectives.

2.1 [bookmark: _Toc7548]Commercial Real Estate
[bookmark: _Toc13714]2.1.1 The Concept of Commercial Real Estate
In a broad sense, Ira Krumholz (1997) mentioned that commercial real estate refers to real estate used for commercial purposes, which is different in nature from residential real estate and industrial real estate. Narrowly speaking, commercial real estate mainly refers to the form of property that can be used for commercial service operations, with rich forms of property expression, such as department stores, large supermarkets, pedestrian streets, shopping centres, hotels, office buildings, and so on (Chen et al. 2003). Corresponding to commercial real estate is non-commercial space, which, by definition, refers to land that has not been planned for commercial activities, usually used for public facilities, green belts, residential areas, etc. Unlike commercial land, non-commercial land generally does not allow commercial activities, so there are no expenses such as commercial rent, commercial water and electricity fees. Non-commercial land can be used for public activities, leisure and entertainment, cultural construction, etc., but commercial activities are not allowed. Unless in some special circumstances, people may engage in brief commercial activities on non-commercial land with the permission of the government and surrounding residents. Based on the above understanding of the concept of commercial real estate, the commercial real estate studied in this paper refers to a narrow sense of commercial real estate, which is a comprehensive shopping centre. 
Compared to other types of real estate, commercial real estate has the characteristics of high investment, high risk, and high returns (Frank et al, 2013). On the one hand, the investment scale of commercial real estate is much larger than residential real estate, and the investment in commercial real estate is usually not a one-time investment. In addition to initial construction investment, there is also continuous investment in operation and operation in the future. On the other hand, Tunaru (2012) emphasized that the operating environment of commercial real estate is complex and there are many uncertain factors, making the development and operation risks of commercial real estate relatively high. However, Su (2011) supposed, although commercial real estate projects are high-risk, their investment return rate is much higher than residential real estate, and the forms and types of returns are diverse. As the project enters a mature stage of operation, it can also generate additional value for returns. The survey and analysis of this study mainly cover commercial real estate, summarizing and analysing the market demand and consumer expectations of commercial real estate.

[bookmark: _Toc16912]2.1.2 The Main Models of Commercial Real Estate
Zhao and Cheng (2014) supposed that the main models of commercial real estate are divided into two types. The first type is that the people gradually agree on the concept of "only renting, not selling". This type usually forms independent property rights after the property is built, and usually attracts investment and cooperation, with rent as the main source of income. What is the purpose? After the formation of property rights, the property enters the capital market through commercial operation packaging to obtain good financing. This financial market generally has multiple financing, the first is usually the mortgage financing of the bank the people talk about; the second economic evaluation will be the financing of foundations, credit certificates, and so on. After each continuous value packaging, the financing will continue to shorten, which is the first mode. The second model is "sale", which is the most primitive model of commercial real estate (Brueggeman & Fisher, 2010). With the gradual popularity of commercial real estate, simple sales are no longer suitable for the development of commercial real estate (Khrustalev, et al., 2020). Due to the characteristics of commercial real estate, such as high total price, high profit margin and development risk, and long investment return period, there are very few investors who have the ability to purchase commercial real estate in full; Even if they have the ability to purchase, rational investors are unwilling to pile up large amounts of funds on projects with such a long payback period. This inevitably puts developers in a dilemma when developing commercial real estate. One difficulty is that when developing commercial real estate for overall sale, it is difficult to find buyers and the development funds cannot be recovered. The second difficulty is that when operating on one's own, one has to bear enormous financial pressure due to a long investment payback period, and cannot quickly recover funds to invest in the development of other projects, affecting the overall operation. Developers have to find ways to innovate their development and business models in order to solve their own difficulties (Clayton, Devine & Holtermans, 2021).

2.2 [bookmark: _Toc4421]Strategy of Real Estate Industry
[bookmark: _Toc11463]2.2.1 Enterprise Strategy and Competitive Strategy
Enterprise strategy generally refers to the process of setting a long-term goal for an enterprise and conducting a series of overall and guiding planning on the ways to achieve this long-term goal. Purwanto and Kodrat (2017) suppose that enterprise strategy includes competition strategy, marketing strategy, development strategy, brand strategy, talent strategy, etc. It is a general term for various long-term and programmatic plans and strategies adopted by enterprises for their own development. Each enterprise formulates a suitable strategy based on its own development situation, which is usually a strategy adopted by the enterprise for its own development, growth, and sustainability. This strategy can help the enterprise achieve a certain competitive advantage in the industry and provide opportunities for development, growth, and sustainability (Amp& Fanghua, 2004).
Liu emphasized (2008) that enterprise strategy can generally adopt three strategic forms: expansion, contraction, and stability. Expanding strategy is a proactive and aggressive strategic form, and the enterprises that choose this form are generally the leaders in the industry and emerging industries with high potential. The specific strategies adopted include market penetration strategy, joint operation strategy and diversification strategy. The contraction strategy, on the other hand, is the opposite of the expansion strategy, which is a conservative and defensive strategic form. Generally, enterprises that choose this form are in a loss or downward state within the industry. This type of enterprise usually adopts a strategic form of liquidation, transfer, or retreat to maintain its survival. The advantage of this strategy is to maintain the survival of the enterprise, reduce losses, and seek new development opportunities by preserving its strength, integrating resources, and optimizing its structure. Deng (1989) said that a stable strategy is a strategic form that maintains a stable state between an expansion strategy and a contraction strategy. Enterprises that choose this form generally have a certain scale and are in a stable period of development within the industry. This type of enterprise generally adopts a strategic form of no growth or micro growth to reduce risks, stabilize enterprise development, and maintain its competitive position in the industry.
In a relatively sluggish overall market environment, Sunac China group can only find a cure for the company's predicament by studying some classic theories. For example, Michael Porter (1998) proposed three strategic models in the theory of competitive strategy: cost leadership strategy, centralization strategy, and differentiation strategy. Among them, cost leadership strategy, also known as low-cost strategy, is a strategy that reduces costs by taking effective measures to keep the company's production costs at a lower level compared to similar products, thereby gaining a competitive advantage (Porter, 2010). Centralization strategy, also known as "agglomeration strategy," refers to focusing business on specific customer markets or product lines (Teubner & Stockhinger, 2018). Differentiation strategy is a strategy for enterprises to gain market share by producing products that are significantly different from other competitors in market competition (Porter, 2010). After investigation and research, this paper will apply these theories through more specific strategies.

[bookmark: _Toc18770]2.2.2 Current Status of Competitive Strategy Research
Since contemporary times, many scholars have conducted in-depth discussions on company development strategies and have formed a relatively complete theoretical system.
In terms of basic theoretical research on development strategy, American management historian Chandler comprehensively elaborated on the company's development strategy, exploring the company's development strategy from three levels: strategy, environment, and organization, and proposed the "structure follower strategy" (Teece, 2010). In the process of gradual growth, enterprises must formulate development strategies and take corresponding measures to ensure an advantage in market competition. According to the development strategy formulated by the company, formulate internal management systems, continuously strengthen internal and external control, improve internal and external management level, enhance enterprise adaptability, and ensure stable and high-quality development of the enterprise. With in-depth research on corporate development strategies, new branches of academia have gradually emerged, such as Andrews and Ansolf (Lazonick&Teece, 2012). 
Andrews (1971) believes that when formulating a development strategy, it is necessary to elevate it to the highest level of the company and fully unleash the enthusiasm of management and expert teams (SerdarKale et al., 2008). At the same time, it emphasizes the importance of analysis and believes that in the development strategy of enterprises, there must be a certain degree of innovation and flexibility, and corresponding adjustments can be made in a timely manner according to changes in the internal and external environment. Anself (1969) advocates that a company's development strategy should be based on a specific development path, and the overall planning and budgeting of the company's development process should be carried out. This is completely opposite to the design school, which advocates that the company's development is a comprehensive planning process, and people's initiative and control should be fully utilized, so as to firmly grasp the company's development process in the hands of managers, However, internal employees and external factors are only affiliated personnel in the development process of the enterprise, and should be strictly implemented in accordance with the enterprise's development plan. Ansolf clearly defined the "company development strategy" in his work, which refers to the relevant plans and execution conditions formulated by the company to achieve a certain goal or task. Strategy has been widely used in the development of enterprises and has gradually become an important research direction. 
Michal Debek (2020) believed that the strategic competitiveness of modern enterprises can be divided into three abilities: market communication ability, quality assurance ability, and technical assurance ability. Azizjon (2018) believed that once a company has proprietary knowledge that is difficult to replace, imitate, and has its own unique attributes, it obtains a sustainable competitive advantage, namely core competitiveness. On the basis of this research theory, developing differentiated competitiveness in the face of market competition has become an important strategic competitive strategy for modern enterprises. Stuart (2019) believed that the key to the success of a company's competitive strategy lies in whether the company has core competitiveness and can implement competitive strategy solutions that meet the needs of the company's development. Heratye (2021) conducted strategic research on small and medium-sized real estate enterprises and proposed three strategic approaches suitable for them, namely target concentration strategy, differentiation strategy, and cost leadership strategy.
After conducting research and analysis on the strategic theory system, Sirmon (2010) believed that future strategic management and technological innovation should be developed towards diversified and specialized fields. Heratye (2011) conducted strategic research on small and medium-sized real estate enterprises and proposed three strategic approaches applicable to them, namely target concentration strategy, differentiation strategy, and cost leadership strategy. Pimtong (2012) believed that the key to the success of a company's competitive strategy lies in whether the company has core competitiveness and can implement competitive strategy solutions that meet the needs of the company's development. Helms (2013) analysed the relationship between competitive strategy, innovation significance, and corporate performance, and found that differentiated competitive strategy can effectively promote positive development for enterprises. Jan Konowalczuk (2014) applied strategic theory to analyse the impact of the financial industry on the development of real estate enterprises, and believed that government functional departments can use financial means to macro regulate real estate enterprises and guide their better development. Bagnoli (2015) proposed many difficulties that enterprises need to face when implementing differentiated competitive strategies, especially the changes in internal factors brought about by formulating differentiated competitive strategies, which is a significant challenge for enterprises. Therefore, when formulating differentiated strategies, it is important to focus on internal factors of enterprise development. Azizjon (2016) analysed the value of collateral in competitive strategy research and believed that collateral is more likely to gain strategic position and role in the market. Leveraging the value of collateral can make market strategic adjustments more robust.

[bookmark: _Toc18224]2.2.3 Development of Theoretical Strategy of Real Estate Industry 
Souza et al (2020) proposed, in the face of incentivized market competition and market uncertainty, the introduction of differentiated competition strategy has important development significance for enhancing the competitiveness of commercial real estate. Olson et al (2020) believes that "differentiation strategy" means that a company gains customers' favour by manufacturing or supplying goods or services different from those of other companies, and forms significant gaps in the competition, so as to gain certain market competitive advantages, including service differentiation, Product differentiation, image differentiation, etc. The "differentiation strategy" can continuously cultivate customer loyalty, improve the market competitiveness of the enterprise, obtain more benefits, and promote the sustainable development of the company. Xue (2012) emphasized the differentiation strategy of China's real estate industry, believing that only by highlighting its own characteristics and developing corresponding products or providing different services to customers can one improve their market competitiveness. In real estate development, there are four aspects: attribute differentiation, concept differentiation, brand differentiation, and service differentiation. At present, the differentiation strategy adopted by most real estate developers is based on differences in concept and brand, while the differences in service and attributes are not significant. This is because the current level of information exchange between real estate developers is very high. Even though their products may have some differences at the beginning, over time, other developers will follow suit, leading to increasingly homogeneous products. Serth. et al (2017) believed that under the current policy environment, different Porter's generic strategies should be formulated from both external macro policies and internal development environment. Therefore, through the change of the internal and external environment of different industries, the author can dynamically control different Porter's generic strategies, thus realizing the strategic adaptation to the future development of real estate enterprises. 
Geng (2018) believed that the competition in China's real estate market is becoming increasingly fierce, and only by adopting a differentiated competition strategy can one improve their market competitiveness. When implementing a differentiated competitive strategy, one should first clarify its essence. Its core elements are concepts, services, and attributes, namely core products, formal products, and additional products. In order to improve the market competitiveness of enterprises and strengthen differentiated product development, it is necessary to start from these three aspects and attach importance to product marketing, in order to form differentiated competitive advantages. Zhen (2021) believed that a company's development strategy is closely related to its internal and external environment, and a single competitive concept is ineffective and worthless. Therefore, when formulating differentiation strategies, different strategies should be formulated based on the characteristics of the times and economic development, fully considering future economic development and changes in the market environment. In addition, the internal control status of the company and the adaptability of the external environment also need to be paid attention to. Zhang, M. et al. (2021) explored current real estate development strategies from the perspective of the real estate development value chain and proposed three trends. The first is to promote the integration of upstream and downstream industries by developing the value chain of real estate companies; The second approach is to achieve diversified development by referencing the development models of other related enterprises; The third approach is to balance upstream and downstream integration and diversified development, thereby continuously improving the ability of real estate companies to resist risks. 

2.3 [bookmark: _Toc12554]Strategic Analysis Tools
The premise of enterprise strategy formulation is to carry out strategic analysis of the enterprise, mainly including external environment analysis theory and internal environment analysis theory, to provide support for determining the core competitiveness of the enterprise.
Firstly, external environmental analysis, including macro environmental analysis and industrial environmental analysis. Among them, the macro environment analysis mainly analyses the external environmental factors of the research object, usually from four aspects: political environment, economic environment, social and cultural environment, and technical environment. The specific analytical theoretical tool is PEST analysis. Below is the PEST analysis of Sunac China Group: 
[bookmark: _Toc13631]1) Political Environment
Since the development of the commercial real estate industry in China, multiple departments such as the State Council, National Development and Reform Commission, and People's Bank of China have successively issued policies to support and regulate the development of the commercial real estate industry, covering the development route of the commercial real estate industry, financing standards for the commercial real estate industry, sales standards for commercial real estate, and land use policies (Guo &Chen, 2021).
However, not all policies are positive. In 2020, the Central Bank, the Ministry of Housing and Urban Rural Development, the China Banking and Insurance Regulatory Commission, and other institutions jointly issued the "Three Red Lines" policy, which has mentioned in Chapter 1. From the development of commercial real estate financing policies, there has been a significant change in China's real estate financing policies from the initial liberalization of personal loans to the current restrictions on the leverage ratio and investor loan ratio of real estate enterprises to prevent speculative real estate investment.
The 2019 Chinese government work report once again proposed to "vigorously promote the legislative work of real estate tax", and the progress of China's real estate tax legislative work continues to accelerate (Liu, 2019). Once the real estate tax law is implemented, it will inevitably have a relatively direct impact on the entire housing market, further affecting the commercial real estate market. 

[bookmark: _Toc1265]2）Economic Environment
In China's real estate industry, due to the gradual changes in supply and demand, the expanding GDP can provide limited development momentum for commercial real estate. However, at the same time, commercial real estate remains the main battlefield for real estate enterprises, and market competition has entered a white-hot stage. Firstly, the concentration of the commercial real estate industry is increasing day by day. Many powerful real estate companies have developed a large number of shopping centres between 2016 and 2021 (Liu, 2022). Secondly, the competition between these shopping centres is most intense in first - and second tier cities. By 2022, due to the impact of epidemic prevention and control policies, more and more business pressures are increasing. In the third quarter of 2022, commercial real estate investment in the Asia Pacific region decreased by 29% year-on-year, and office building transaction volume decreased by 33% (Zhang, 2023). The pressure faced by commercial real estate development is further intensifying.
Thirdly, it is worth mentioning that after 2020, in response to the impact of the epidemic lockdown, live streaming e-commerce has developed rapidly, forming a huge impact on traditional commerce (Li, 2023). Compared with traditional commerce, live streaming e-commerce has achieved contactless sales and distribution of products, meeting people's epidemic prevention needs. But under the impact of live streaming e-commerce, the sales pressure of traditional businesses has further increased, as traditional businesses need to bear the rent and management costs of commercial venues. This phenomenon directly leads to increased operational pressure and even losses in some commercial centres and commercial leasing projects.

3） Technology Environment
In the development of market competition, commercial real estate has also continuously innovated its management model. Currently, a large number of newly launched commercial entities have built and applied customer flow calculation systems, sales data statistical analysis systems, intelligent navigation systems, membership promotion systems, etc. These are all changes and impacts brought by the development of intelligent technology. In the future, with the application and promotion of intelligent technologies such as VR, more changes will be brought to the development of commercial entities, further accelerating the technological innovation of commercial real estate itself (Zhang, 2018). 

[bookmark: _Toc32750]4) Social Environment
In 2021, the urbanization rate of China's permanent population was 64.72%, an increase of 0.83 percentage points compared to 2020 (Li, 2023). According to international experience, when the urbanization rate reaches 70%, the golden age of the real estate market will gradually pass. However, China has a registered residence registration policy. At present, the urbanization rate of China's registered residence population is only 45.4% (Yang, 2023). Many urban permanent residents have not obtained registered residence due to real estate and other reasons. At the same time, although the spatial structure of urbanization in China is still undergoing rapid changes and adjustments, the flow of population from rural to urban areas is still significant among different cities. There is still some room for commercial real estate to play.
But, the China Real Estate Index System and China Property Service Index System, sponsored by Beijing Zhongzhi Information Technology Research Institute, released the China Housing 2022 Index (Liu, 2023). The research results of the commercial real estate rental index show that in the first half of 2022, the rental index of major commercial streets in key cities in China continued to decline, while the rental index of major commercial districts narrowed. The rental index of office buildings in major commercial districts has accumulated a decline (Zhang, 2022). Affected by factors such as the impact of the epidemic and insufficient expectations, China's economy is facing increasing operational pressure, weak demand performance, and unprecedented pressure on the commercial market.
Industrial environment analysis mainly analyses the environmental factors that affect all organizations in the industry where the research object is located. The specific theoretical tool for analysis is the "Porter Five Forces Model", which mainly conducts comprehensive analysis from the perspectives of competitors, suppliers, buyers, substitutes, and potential entrants. Below is the analysis of "Porter Five Forces Model":
1) Threats from potential entrants
The potential entrants faced by enterprises in the commercial real estate industry are mainly other residential real estate development enterprises. Due to the regulatory policies of domestic real estate on residential housing, some residential real estate enterprises are currently entering the commercial real estate industry. In the short term, some weaker residential real estate companies may be eliminated due to financial issues. Enterprises with stronger financial strength will enter the commercial real estate industry in order to create new profit growth points, as this industry is a similar industry to the residential real estate industry. In the future, as the market situation of residential real estate deteriorates, residential real estate enterprises with financial strength may enter the commercial real estate industry (Wang &Duan, 2012).

2) Supplier's bargaining power
The main suppliers of enterprises in the commercial real estate industry are land resource suppliers and construction units. The supply units of land resources are local governments. The government has strong control over resources; therefore, it has high bargaining power. Apart from land supply, another important upstream supplier for commercial real estate projects is construction enterprises. Due to the large scale of commercial real estate projects and the large number of construction enterprises, their bargaining power is relatively weak. Meanwhile, due to the relatively low proportion of construction and installation costs in commercial real estate projects, the cost and operational impact on the commercial real estate industry is relatively small (Liu, 2019).

3) Consumer bargaining power
The downstream customers of enterprises in the commercial real estate industry are mainly direct users of commercial real estate projects. Mainly the various operating merchants within commercial real estate projects. According to the nature of merchants, these merchants can be divided into commercial property merchants and office building merchants. There are two forms of cooperation between merchants and commercial real estate projects: purchase and lease. As the prevalence of rent decreases, the bargaining power of commercial property merchants gradually increases from weak to strong. With the bankruptcy and shutdown of small and medium-sized enterprises in China, the demand for office space is weak, and the overall sales and leasing of office buildings are presenting a buyer's market situation. The bargaining power of office building merchants is also gradually improving (Xiao, 2018).

4) Threat of substitutes
Among the alternatives to commercial real estate, the threat posed by e-commerce is relatively significant. E-commerce is constantly impacting physical commerce. As an important representative of physical commerce, commercial real estate projects have deeply felt the threat of e-commerce (Guo, 2017). However, it cannot be denied that e-commerce cannot replace experiential consumption within commercial real estate projects. Watching movies, dining, haircuts, fitness, beauty, entertainment, and more cannot be achieved through e-commerce. This is also the fundamental reason why e-commerce cannot fully become a substitute for commercial real estate projects (Xu, 2015).

5) Competition within the same industry
The commercial real estate projects provided by Chinese commercial real estate enterprises have a high degree of homogeneity. Although major commercial real estate enterprises strive to create their own unique features and form differentiated competition, due to the similarity in the functions provided by industry products, differentiated competitive products have not yet emerged. Therefore, at present, the competition between projects of Chinese commercial real estate enterprises is very fierce (Xu, 2023).
By analysing the external environment, the main purpose is to provide corresponding basis for the formulation of the competitive strategy of Sunac Group's commercial real estate, providing substantial information support for Sunac Group's commercial real estate to accurately find the direction of implementing differentiated competition, and ensuring the scientific nature of the strategic plan.

2.4 [bookmark: _Toc28496]Summary
Through the above review, it can be found that many scholars have made corresponding discussions on development strategies in the field of real estate. Some scholars have focused on formulating development strategies for the real estate industry and have sorted out relevant theories and development processes. Some scholars have conducted extensive discussions on the development and competitive strategies of Chinese real estate enterprises. These studies and discussions are all from a macro perspective, thus making judgments on the development trend of real estate. 
Well, the purpose of enterprise strategy research is to help enterprises formulate scientific, reasonable, and appropriate development strategies. This study will take Sunac Group as an example, by analysing the results of online survey questionnaires, it helps people understand the external opportunities and challenges faced by Sunac China Commercial Group in the current development process. In the next chapter, this paper will provide a detailed introduction to the methodology.








[bookmark: _Toc3697]Chapter 3: Research Methodology
This chapter is the methodology section of this study. Firstly, the author introduces the research philosophy, research approach, and research design of this study. Subsequently, various research methods involved in this study are introduced and explained in this chapter Especially the main research method of this study, the survey questionnaire method, can be introduced in detail in this chapter.

[image: IMG_256]
[bookmark: _Toc15209]
[bookmark: _Toc31462]3.1 Research philosophy
The first layer of the research diagram is the study of philosophy, according to Saunders et al. (2012), as for the choice of research methods, this paper will use pragmatism and empirical research methods for investigation and research. When utilizing these research philosophies, in order to fully obtain the most authentic and timely relevant information, the author can only use recent news and empirical information for real-time analysis. Quantitative survey analysis can better reflect the real market environment, so this study tends to use empirical research paradigms.
[bookmark: _Toc10943]
[bookmark: _Toc4329]3.2 Research Approach 
This study mainly uses induction method for analysis. Registering the investment and research section, practical research tools and a large number of questionnaire surveys were used to observe and summarize a large number of experiments, and finally conclusions were formed Therefore, introduction is the main method of this study By listing several examples and summarizing a certain number of survey questionnaire results, the common characteristics and connotations contained in the research object can be revealed to support and prove the conclusions and viewpoints of this study. That is to say, the method of inductive and generalized argumentation is a method of argumentation that goes from individual to general. The inductive reasoning method is based on a large amount of factual evidence, which proves the argument through a large number of facts. Therefore, this reasoning method has strong persuasiveness.

[bookmark: _Toc20966]3.3 Research Methods
The third layer is research methods. By combining quantitative and qualitative methods, multidimensional market information can be obtained, allowing for a deeper understanding of market demand, consumer behaviour, and competitive trends from both quantity and quality perspectives. According to incomplete statistics, more than 10 real estate companies in China have triggered delisting risks, while more than 20 listed real estate companies in Hong Kong are still suspended (Li, 2021). In this case, this paper will use a combination of strategic planning methods and quantitative research methods to deeply analyse the market environment and internal situation of Sunac China, summarize the advantages and disadvantages of Sunac China's development of commercial real estate business, and lay a foundation for promoting strengths and avoiding weaknesses in subsequent competitive strategies. 
[bookmark: _Toc22497]
[bookmark: _Toc1616]3.4 Research Design
[bookmark: _Toc16802]3.4.1 Literature Analysis
Through Document retrieval, network search, database search, news search and other methods, collect and sort out the literature related to the competitive strategy theme of commercial real estate, find the shortcomings of the company in the process of market competition, and clarify the content and direction of this study (Ke & Sieracki, 2015).


[bookmark: _Toc2539]3.4.2 Quantitative research
At present, it seems that only quantitative research methods can quickly conduct large-scale commercial real estate consumer surveys, ultimately meeting the requirements of timely grasping the development and changing trends of the commercial real estate market that meet the needs of this study. Therefore, this study uses a questionnaire survey method to send questionnaires to existing and potential customers of the company.
The main survey subjects of this study are the company's customers (including potential customers). This survey mainly involves the commercial real estate usage of existing and potential clients. By filling out the survey questionnaire, people can know whether the participants have the intention to purchase commercial real estate. If participants want to purchase commercial real estate, what are their main requirements for commercial real estate. As a type of market research, people can find consumer feedback and suggestions on certain issues to obtain materials and information. Based on these survey results, companies can develop the most popular market strategies and action plans for consumers.
After years of development, the company had over 200,000 established customers in 2022 alone. This paper only conducts a questionnaire survey for customers and potential customers in the Tianjin area, and the survey locations are limited to online and sales offices. By designing a survey questionnaire to collect data and providing data support for the presentation of the paper's viewpoints, this will also make the viewpoint of this paper more convincing.

[bookmark: _Toc30338]3.5 Data Collection
The survey process on the internet is sent to participants through email and social media. According to statistics, a total of 500 questionnaires were distributed, with 438 valid questionnaires. Among the surveyed clients, 53% were male and 47% were female. Most clients are between the ages of 25 and 45, and most are ordinary employees, including families of three or four and single individuals. The respondents are mainly middle-income individuals, with their main work and living locations located in the company's real estate radiation zone.
By collecting these survey questions and using SPASS analysis software, the questionnaire results of the participants were classified and analysed.

[bookmark: _Toc983]3.6 Ethical Consideration
Based on the author's limited experience and research experience, this study made every effort to produce a survey questionnaire with certain scientific, reasonable, and social value. In order to ensure that the survey questionnaire in this study does not involve sensitive or hurtful issues, the author takes into account the individual nationality, privacy, and cultural customs of consumers as much as possible.
Although the questionnaire survey only preceded the company's existing and potential customers, detailed relevant information was provided to participants before the survey began, such as the research purpose, expected results, data usage, and confidentiality policies of this study. Ensure that participants are clearly aware and willing to participate in the study. During the investigation process, participants' privacy will also be actively protected. During the data processing process, ensure that any personally identifiable information is removed from the questionnaire, and emphasize the confidentiality and anonymity of the data. This survey fully considers respecting the rights and interests of participants, while ensuring their voluntary participation, and also ensuring that participants have the right to withdraw from the study at any time. Do not force or induce participants to answer questions, and respect their wishes.
This study also attaches great importance to data security and confidentiality, and will take appropriate security measures to protect the security of questionnaire data and prevent unauthorized access, use, or leakage.

[bookmark: _Toc14394]3.7 Summary
If Sunac China Group wants to continue its commitment to the field of commercial real estate development, it must conduct a comprehensive diagnosis and analysis of the group's resources and capabilities, and clarify its own strengths and weaknesses. Therefore, this study identified the strategic planning method as one of the research methods. Secondly, this study choses a quantitative research method to obtain the most direct market feedback from consumers. To lay a practical foundation for the selection of subsequent group strategies. The next chapter will focus on the quantitative analysis process and results of this study.


























[bookmark: _Toc17625][bookmark: _Toc20315]Chapter 4：Data Analysis
The aim of this research is to clarify Sunac China's competitive strategy for commercial real estate. In addition to analysing Sunac China's industry background, overall external environment, and internal and external competitive environment, in order to obtain more accurate market strategies, this study also needs to obtain the most basic market data. Therefore, this study also aims to investigate and analyse the intentions, behaviours, and trends of consumers in commercial real estate through a questionnaire survey. The survey subjects of this study are Sunac China's customers and potential customers.

[bookmark: _Toc9432]4.1 Questionnaire
In the investigation process, the author also fully considered the overall situation of the commercial real estate industry chain. Upstream real estate can be mainly divided into commercial real estate developers and equipment suppliers. The overall number of commercial real estate developers is numerous, including Poly Real Estate, Vanke Real Estate, and Evergrande Real Estate. For Sunac China, there are many competitors. In addition to developers, the midstream also includes property operation platforms, as well as online trading platforms and offline institutions. Downstream applications mainly include commercial applications, as well as residential and office applications. Therefore, in order to take into account all relevant suppliers and service content, the author created a detailed survey questionnaire. The survey questionnaire is mainly divided into three parts. One part is based on the sociological characteristics of the respondents, including investigating and understanding their gender, age, education, occupation, workplace, and other information. The second part is based on the questions raised by the respondents regarding their existing commercial properties, such as the area, rent, satisfaction, and acquisition method (lease or purchase) of their existing properties. The third part is based on the respondents' willingness and expectations to purchase, such as understanding the area, price, purpose, decoration level, purchase time, channels for obtaining information, and loan amount of the expected commercial real estate. The main questions of this survey are as follows:
	No.
	Questions
	Purpose

	1
	The shop you operate is purchased or            leased？
	Understand the current status of the consumer's store and determine if they have a willingness to purchase a store.

	2
	What is the floor area of your business?
	Understand the current status of consumers' stores

	3
	Are you satisfied with the property market you are currently purchasing or renting? 
	Understand the current status of the consumer's store and determine if they have the willingness to purchase or rent a store.

	4
	Do you have any plan to purchase commercial real estate?
	Understand whether consumers have a willingness to purchase a store.

	5
	If you purchase or lease again, what size of commercial storefront would you choose?
	Understanding consumer needs

	6
	What channels do you use to learn about commercial real estate information (multiple options available)?
	Understand consumers' access to information and purchasing channels

	7
	 If you plan to purchase a store, the main factors you usually consider are (multiple choices are available):
	Understanding consumer needs

	8
	If you purchase a store, the range of unit prices you can accept is: (yuan/square meter)
	Understand consumer price requirements

	9
	When is your real estate plan?
	Understanding Consumers' Purchase (Lease) Time




According to the plan, this study conducts questionnaire surveys for customers and potential customers in the Tianjin area, generally limited to online and sales offices. A total of 500 questionnaires were distributed, with 438 valid questionnaires. Most clients are between the ages of 25 and 45, and most are ordinary employees, including families of three, four, and single individuals. The respondents are mainly the customers and potential customers, they are mainly middle-income individuals, with their main work and living locations located in the company's real estate radiation zone.

[bookmark: _Toc10682]4.2 The Background of Respondents
In a broad sense, commercial real estate refers to real estate used for commercial purposes; hence it is also known as commercial real estate. Commercial real estate generally refers to the form of real estate used for various retail, wholesale, catering, entertainment, fitness, leisure and other business purposes, which is different from ordinary residential, apartment, villa and other forms of real estate in terms of business model, function, and use. When conducting the survey, the author aimed to distinguish the survey subjects from residential real estate customers with residential functions as the main focus, as well as industrial real estate customers with industrial production functions as the main focus. The author mainly limited the scope of the survey to those customers who had expressed interest in commercial real estate at the corporate sales office and nearby merchants. Among the surveyed clients, 53% were male and 47% were female. In occupational distribution, the proportion of ordinary employees is the largest. In terms of age distribution, the age group aged 25-35 accounts for the largest proportion.


[image: ]
Figure 4-1 Sex Ratio
Understanding and categorizing different customer groups in commercial real estate sales is crucial. Different customer groups have different needs and preferences, therefore, only deeply understanding them can better meet their needs, provide personalized solutions, and ultimately achieve sales goals. The respondents' occupations are mainly general employees of enterprises, followed by individual private owners, who are also the main members of this society. Fortunately, the proportion of individual private owners is still high, as based on past experience, individual private owners have always been a stable customer group for commercial real estate. Generally speaking, individual private owners include both retail and catering customer groups. The retail customer group is one of the important groups in commercial real estate sales. Retail customers usually need to have a good consumer base for nearby residents and commercial real estate projects with convenient transportation. Their demand for commercial real estate mainly includes factors such as storefront area, location, rent, and brand image. Understanding the characteristics and needs of retail customer groups can provide them with suitable commercial real estate projects and help them achieve sales growth. The catering industry's customer base is also one of the important groups in commercial real estate sales. Customers in the catering industry usually need sufficient foot traffic and good transportation conditions to attract more customers. Their demand for commercial real estate mainly includes factors such as storefront area, location, rent, and decoration conditions. Understanding the characteristics and needs of the catering industry's customer base can provide them with suitable commercial real estate projects and help them enhance their competitiveness.
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Figure 4-2 Career Composition
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Figure 4-3 Age Composition

In this market, the age structure of homebuyers is of great significance for predicting market demand and formulating marketing strategies. From the age distribution of the respondents, the population aged 26 to 35 is the largest, reaching as high as 62%. Next is the population aged 18-25, with a proportion as high as 18%. The proportion of people aged 36 to 45 is 15%. The customer group aged 46 and above only accounts for 5%. Generally speaking, the age group of 26 to 35 is a group of young people who are considering investing in commercial real estate for the first time. As is well known, there has always been a portion of first-time buyers in the commercial real estate market. They are usually young people or emerging middle-class individuals who are very curious about commercial real estate projects and hope to achieve financial appreciation and career development by purchasing commercial real estate. These types of customers pay more attention to the potential and development prospects of the project during the opening event, and place greater emphasis on the flexibility of purchasing a house and surrounding supporting facilities. To attract this customer group, developers can carry out some activities related to home purchase, such as real estate expert lectures or home purchase experience activities, to provide more practical information support.

[bookmark: _Toc18724]4.3 Commercial Real Estate Analysis
In recent years, the competition in the commercial real estate market has been fierce, and opening activities have become one of the important means to attract potential customers. However, the success or failure of the opening event often depends on accurate analysis and understanding of the target customer group. Although participants have been screened as much as possible based on customer purchasing intentions and the use of big data statistics, only a portion of respondents in the survey have the intention to purchase commercial real estate, and most of these industries or services already have commercial nature. Most operators still operate by renting shops, which is why they have the ability to purchase and rent commercial land. 85.88% of merchants use rented houses for commercial activities, and only 14.12% of merchants have ownership of their own shops:
[image: ]
Figure 4-4 The Ratio of Own House and Rented Store
The author first selects respondents who currently have their own business premises, and based on this, calculates the area of shops owned or rented by these operators (or property owners) as follows:

Figure: 4-5 The Size of Store

When calculating whether people are satisfied with the property market you are currently purchasing or renting, the following table shows that only 7% of tenants are very satisfied with their store, and 12% of tenants are satisfied with their store. 17% of tenants expressed average satisfaction with their shops. And 23% of tenants expressed dissatisfaction with the shops they are currently renting. 41% of tenants expressed great dissatisfaction with the shops they are currently renting.

Figure 4-6: Respondents’ Satisfaction with the Shops Being Rented
60% of respondents have plans to purchase in the near future, but are still on the sidelines. 61% plan to purchase within 2 years, and 48% of respondents purchase shops for rental purposes, mainly considering the location. According to the statistical results of survey data, when these people want to purchase a new store, the proportion of area they choose is as follows. 
The reason why commercial real estate is difficult to sell in China is directly related to consumer purchasing intention. However, government taxation and China's policies related to real estate ownership can also have adverse effects on the company. From the perspective of consumers, the taxes and fees for buying and selling individual shops are particularly high, which instantly reduces the purchasing desire of many consumers. The taxes and fees for shops are approximately 55.6% of the difference between the current assessed price and the current purchase price. In addition, the tax standards for commercial properties and residential properties are different. Residential properties do not need to pay value-added tax after two years, while commercial properties do not. The longer the time, the higher the taxes and fees, because the purchase price at that time remains unchanged, while the evaluation price will continue to rise. The evaluation price of commercial properties has little to do with your actual transaction price. Secondly, when consumers purchase a store, their loan restrictions are also relatively high. The down payment for the store is required to be over 50%, which cannot be lower than 50%. Moreover, the longest loan term is only 10 years, and the loan interest rate is also much higher. Even if consumers are willing to purchase commercial real estate in full, when they urgently need money, it is easy to use their housing as collateral to obtain a loan from the bank. It is also difficult to use commercial real estate as collateral to obtain a loan, and banks are very unwilling to accept commercial real estate as collateral. Therefore, when consumers have a willingness to purchase, companies need to seize every possible opportunity.

Figure 4-7: The Size of Store Do Respondents’ Plan to Purchase
According to the statistical results of survey data, when these people want to purchase a new store, the key conditions they pay attention to when choosing a store are as follows:

Figure 4-8: Store Sensitive Points
36% of respondents are willing to bear a unit price of 6,000-10,000 yuan/square meter, 67% have a demand for a 30-60 square meter store area. From both the perspective of price and the demand for store space, as consumer spending power declines and market competition intensifies, the trend of store price reductions is evident. Many other real estate developers have adopted different levels of discounts, promotions, rent reductions, and other marketing methods to attract customers. In addition, due to the impact of the economic cycle, some shops are facing operational difficulties and have to take measures to reduce prices. It is expected that the trend of store price reduction will continue in the short term. The author believes that the company needs to fully consider this point. From the micro perspective of consumers, in the past, when buying a store, the annual return was between 6% and 8%. A better store may return on investment in about 10 years, with a return of up to 10%. In the past two years, the general environment has stopped recommending investors to purchase shops because investors do not participate in the operation of shops. They are people who have no experience in using shops and should stay further away from them.
Consumers have also found that the annual return on rent for shops nowadays is difficult to reach around 6%. Many commercial real estate projects have an annual return of only 2% to 4%, and it takes 20-30 years to recoup the cost. On the one hand, from the perspective of consumers, the selling price of many commercial real estate properties is getting higher and higher. Previously, products with a price of tens of thousands of yuan per square meter are now priced at tens of thousands of yuan per square meter, while cheaper ones are priced at tens of thousands of yuan per square meter. On the other hand, it is the surplus of commercial real estate and the change in traditional shopping habits. The oversupply of shops is not something that happens every year or two, it has been over for many years, and every year, the products are still constantly increasing. The shopping habit has also shifted from offline shopping to online shopping. In China, even the shops in first tier cities such as Beijing, Shanghai, Guangzhou, and Shenzhen are shrinking now, not to mention those cities below the second tier. In the future, small cities below the second tier will have even more sluggish shops because the population is constantly decreasing. The company must face this trend as soon as possible and value consumer price expectations for companies, perhaps from the current perspective, the psychological expectations of consumers and the market expectations of the company are contradictory, but various signs indicate that jumping out smoothly before the collapse of the dominoes is the best choice.
The offers considered by respondents for purchasing a store are as follows:

Figure 4-9: Unit Price Considered by Respondents for Purchasing a Store

The main channels for respondents to obtain store information are newspapers, television, websites, and friend introductions. Although Tianjin is a large city with the internet as its information exchange centre, a large proportion of people engaged in small businesses and store businesses have their own business premises. They are more likely to receive certain weekly or monthly free magazine advertisements (such as newspapers), which are more targeted and readily available than online information. The distribution of channels for respondents to obtain store information is as follows:

Figure 4-10: the Main Channels for Obtaining Store Information

The distribution of payment methods that respondents tend to use is as follows:

Figure 4-11 Distribution of Payment Methods


Through the above analysis, it can be found that 60% of the respondents have plans to purchase commercial real estate, but are still on the sidelines, with 61% planning to purchase within 2 years. 48% of respondents purchased shops for rental purposes, mainly considering location. Most home-buyers can afford a unit price of 6,000 to 10,000 yuan per square meter. The main demand area for commercial real estate products is 30-60 square meters of shops. Undoubtedly, the first-floor store is the preferred choice. Because the shops on the first floor often have a concentrated flow of people. In general, after a large number of customers visit the first floor, only a portion of them will continue to visit the second floor. So, from the perspective of pedestrian flow, the first floor is always more than the high-rise. The payment method for most people is still bank mortgage. The main channels for people to obtain store information are newspapers, television, websites, and friend introductions.
In terms of payment methods, up to 21% of people will use mortgage loans to purchase, and only 6% of people will fully purchase commercial real estate. By analysing payment methods, one can indirectly understand the economic situation of consumers. The development projects of commercial real estate usually require a large amount of investment; therefore, the high-net-worth customer group is the primary focus of developers. This type of customer usually has high purchasing power and financial resources, and can make a significant contribution to the sales of the project. They are usually more interested in commercial real estate projects, whether they are investors or self-owned enterprises, and they value investment return and asset appreciation potential. In the opening event, developers can attract their attention by inviting such customers to participate in special seminars, VIP dinners, and other forms. Therefore, companies need to pay special attention to groups with good economic conditions. The middle-class customer group is another important customer group for commercial real estate opening activities. They usually have a stable source of income and hope to achieve financial appreciation and diversified investment through commercial real estate investment. These clients are concerned about investment risks and the sustainability of the project, and place greater emphasis on the brand value and geographical location of the project. In the opening event, developers can organize professional lectures or provide detailed investment return analysis for this customer group to increase their confidence and encourage investment. These customers have stable income, so they often choose mortgage loans to purchase properties.
[bookmark: _Toc19105]4.4 Summary
Strategic planning research and quantitative analysis provide strong references for Sunac's competitive and development strategies. Especially in the data analysis section, it provides the basic direction for the efforts of commercial real estate projects in this study. In the future, companies can plan and design their products through price, location, advertising channels, and target audience.






















[bookmark: _Toc10540]Chapter 5: Discussion and Conclustion
[bookmark: _Toc21978][bookmark: _Toc7675]5.1 Discussion
[bookmark: _Toc8681]5.1.1 Discussion on SWOT results
Based on the analysis of the macro environment, industry environment, competitive environment, and internal environment mentioned in this paper, combined with the current situation of Sunac China, and based on the analysed content, a SWOT matrix is constructed to obtain four strategic solutions as shown in Table 5-1 below. This paper will select and evaluate the four strategies, namely SO strategy - selection strategy, WO strategy - reversal strategy, ST strategy - diversified business strategy, and WT strategy - defence strategy, and obtain the overall development strategy of Sunac China through evaluation. On this basis, the competitive and functional strategies to ensure the implementation of the overall strategy are analysed, providing necessary assistance for the business development of Sunac China.
Table 5-1 Sunac China SWOT Analysis
	
	Strength（S）
	Weakness（W）

	
	S1. More than 10 years’ experience and has considerable development accumulation;
S2. A large land reserve in Jiangsu, Zhejiang, and Shanghai, while Sunac China has a great amount of advantage in Shanghai, which is the first line city;
S3. The "Business +Art" model is novel (Yue, 2018);
S4. Good project quality
	W1. Lacking of high-quality management talents for commercial projects;
W2. The complex structure of the group and the lack of efficiency in operation;
W3. The team's execution ability needs further improvement;



	Opportunity（O）
	SO Strategy - Selective Development Strategy 
	WO Strategy - Twisting Strategy

	O1. The Yangtze River Delta plate with Shanghai as its core;
O2. The further deepening of urbanization and the consumers' awareness of property quality;
O3. The government's governance concept is more scientific and rational
	1. Combination of S1, S2, S3 and O1, O2, O3: With the Jiangsu Zhejiang Shanghai Yangtze River Delta region as the core, select the central area of economically leading cities for commercial real estate layout.
2. S4 combined with O1, O2, O3: creating high-quality projects, improving project quality, and forming a brand reputation;
3. Combination of S4 and O3: Control project costs, expand financing channels, reduce operating costs, and improve operational efficiency
	1. Combination of W1, W2 and O1, O2, O3: Establish a talent pool plan to cultivate new talents, innovate salary design, introduce high-end talents, and optimize organizational structure;
2. Combination of W2, W4 and O1, O2, O3: Through the organization of enterprise management system, implement the culture of execution, and strengthen the construction of enterprise culture

	Threaten（T）
	ST Strategy - Multiple Business Strategies
	WT Strategy - Defensive Strategy

	T1. The continuous tightening of government policies suppressed the development of the estate market.;
T2. The challenges brought by changes in the consumption concepts and habits of the new generation of groups;
T3. The impact of e-commerce on the physical market is forcing commercial real estate products and models to innovate
	S1, S2, S3 combined with T1, T2, T3: Create your own brand characteristics and provide customers with a better physical experience.
	W1, W2, W3 combined with T1, T2: Strengthen localized procurement, optimize internal processes, improve efficiency, and reduce costs



Through further discussion, corresponding evaluations can be conducted on SO strategy - selective strategy, WO strategy - reverse strategy, ST strategy - diversified business strategy, and WT strategy - defensive strategy. During the evaluation and comparison process, the optimal development strategy and combination suitable for Sunac China can be analysed and identified.

[bookmark: _Toc29690]5.1.2 Discussion on Data Analysis
According to the survey results, only a portion of respondents in the survey have the intention to purchase commercial real estate, and most of these respondents already have their own business on running, such as small industries and services. It is worth noting that among these people who want to purchase shops, 85.88% of them do not have their own property rights to shops, which means that the majority of people are renting houses and doing business. The reality is that many people are eager to own a set of shops with their own property rights to operate, rather than renting them out. Shops are a necessity for these people.
In terms of the area of shops, one-third of people are using shops within 30 square meters, with shops between 30 and 60 square meters ranking second in terms of usage. Due to the high prices and rents of shops, small shops are more likely to be rented or sold. However, through the survey results, it can also be found that 41% of tenants expressed great dissatisfaction with the shops they are currently renting As for the reasons for the dissatisfaction of these participants, further investigation is needed, and this study is currently unable to determine whether it is related to the small size of the store.
Considering the prices of shops and the situation of consumers, the survey results show that nearly 70% of respondents plan to purchase shops of 30-60 square meters, and the location and surrounding population are the primary considerations for people to purchase shops. This information provides important references for the company's future product design. In terms of price, more than one-third of people hope that the price of the store is controlled between 6,000 to 10,000 yuan/square meter In terms of advertising channels, newspapers, television, and the internet are still the most concerned channels for people to promote.
Those who use shops as a necessity for their daily lives and work, and are eager to obtain them, are not all very wealthy people. Most of them are running small businesses themselves, and most of the money they earn is used to pay rent. Some people already own shops and are willing to continue investing in commercial real estate products. Regardless of the type of population, they generally value the location of shops and the surrounding population, value the reduction of store prices, and generally do not need large shops. From the survey results in Chapter 4, it can be seen that people also have enough time to wait and choose. Therefore, in terms of market sales strategies, the company needs to conduct more in-depth thinking and exploration.



[bookmark: _Toc5479]5.2 Conclusion
[bookmark: _Toc5809]5.2.1 Conclusion of Strategic Analysis 
[bookmark: _Toc598]Based on various research methods of strategic management, including PEST, Porter's five forces, and SWOT tools, this study analyses the external environment of Sunac China Commercial Group, including macro environment, industry environment, and competitive environment in Chapter two. Based on the analysis and conclusions of the literature review section, this study draws the following conclusions and strategies:
1) SO Strategic Evaluation - Selective Strategy
Compared to its competitors, Sunac China has certain advantages in terms of land resource supply, brand influence, and project quality in the Jiangsu Zhejiang Shanghai region. Combining with what is mentioned in literary reviews, Liu (2008) emphasized that corporate strategy can generally take three forms: expansion, contraction, and stability. At present, considering the external environment, it is not suitable for rapid expansion. Therefore, selective approach is very compatible with the current situation of the enterprise, (Geng & Chen, 2017).

2) WO Strategic Evaluation - Twisting Strategy
According to the relevant theories of enterprise strategic management, the weakness of Sunac China itself is the solidification of personnel structure, lack of high-end talents, and the need to improve team execution. The external opportunities facing Sunac China now are the benefits of national policies and the improvement of the administrative environment. However, Sunac China cannot directly utilize these external advantages to compensate for the aforementioned shortcomings within the company. Sunac China can only rely on itself. Sunac China's WO strategy includes:
- Simplifying the reporting process; Improve efficiency. 
- Carry out human resource development, actively introduce outstanding talents, carry out talent training plans, and build one's own talent pool Improve the internal management system of the enterprise and implement it effectively Implement the execution force in place and establish a reward and punishment mechanism corresponding to the culture of execution force (Zuriekat et al., 2009). The Andrews School of Strategic Design believes that it is necessary to elevate development strategies to the highest level of the company and fully unleash the enthusiasm of management and expert teams. Therefore, when implementing this strategy, it is necessary to clarify and clarify the company's goals to all employees, so that the entire team can work from the same starting point to achieve the best results.

3) ST Strategy Evaluation-Diversified Business
Sunac China's existing offline commercial real estate layout is a significant advantage. The main external threat is the impact of internet e-commerce on the retail industry. Sunac China can only create its own brand characteristics and provide customers with a better physical experience. Because physical experience is still the preferred choice for many customers.

4) WT Strategic Evaluation-Defensive Strategy
Sunac China is facing external threats from the entry of internet e-commerce. The first step for Sunac China is to do a good job in its own threshold business, which is offline experiential consumption services. But when other companies enter the commercial real estate industry with large amounts of capital, this threshold may no longer exist. At this point, the operational experience and methods of the commercial real estate industry determine that in order to prevent intense competition, only strong alliances can form monopolies.
Sunac China also needs to integrate other strategies to improve its internal weaknesses. Sunac China plans to center around Shanghai and radiate the overall development direction of the Jiangsu Zhejiang Shanghai Yangtze River Delta, which is also an important strategic development of Sunac China. Firstly, the existing land reserves in the Jiangsu Zhejiang Shanghai region are sufficient, and the company can utilize them as soon as possible; Secondly, building high standard projects in the Yangtze River Delta region with relatively high population density can quickly establish one's own quality benchmark and enhance brand image. The development strategy of a company is closely related to its internal and external environment, and a single competitive concept is ineffective and worthless. While adopting a stable strategy, the company also needs to pay attention to the movements of its peers around it, the region has numerous highly competitive peers, and the group can form strategic alliances or cooperation with similar enterprises, forming a monopoly position.

[bookmark: _Toc7382]5.2.2 Market (Data) Analysis Conclusion
Based on data analysis, it can be found that people who use shops as a survival tool and aspire to obtain them may not necessarily have high consumption ability, or even be in a position. The location is relatively popular, and shops with sufficient population and low prices in the surrounding area will be popular in the market for both sales and leasing. The size of a store is not a primary consideration for people, but most people cannot afford a store that is too large. It is undeniable that there are still people holding coins and watching. From the data, 61% of people with purchasing intentions have two years to slowly choose.
Based on the macro environment, national policies, and internal conditions of the company mentioned above, combined with the quantitative survey results of this study, the following company strategies can be established:
	Analysis Conclusion
	Strategy Contents
	Selection of Strategy

	Limited consumer funds
	Improve enterprise efficiency, reduce product costs, and provide consumers with sufficient price space
	Twisting Strategy

	Consumers value the environment and location of the product
	Select valuable locations for development and investment
	Selective Strategy

	Consumers tend to choose small and crowded shops
	Increase product personality characteristics, improve product quality, and create projects that can attract more traffic
	Diversified Business Strategy, Differentiated Competitive Strategy

	Consumers are willing to spend time waiting for opportunities
	Increase product attractiveness and stand out among numerous real estate products.
	Differentiated Competitive Strategy
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[bookmark: _Toc6250]5.3.1 Diversified Business Strategy
When commercial real estate projects achieve diversified management and flexible mechanisms, it will bring multiple experiences to consumers while also increasing the value of their projects. Sunac China's inherent "business + art" model already has its own commercial characteristics. However, diversified operations can not only be reflected in diversified design styles and rich product lines, but also in the diversification of various services and related brands.
Sunac China should be adept at linking the product advantages, service advantages, and brand advantages of various related formats, and creating its own brand characteristics through linkage (Zhang, 2019). For example, the largest commercial entities in large commercial shopping centres are catering and retail, and the catering department is forming a group, with new brand forces constantly exploding. The retail industry mainly focuses on fast fashion brands, which are actively expanding into niche areas. Commercial shopping centres can strengthen cooperation and development with these brands when creating their own unique sub brands. On the one hand, the post-80s and post-90s generations have gradually become the main consumer groups in large commercial shopping centres. On the other hand, emerging technologies such as VR technology have been developed in various commercial shopping centres, accelerating the transformation and development of shopping centres in the entertainment industry (Li et al., 2022). The traditional formats of shopping centres such as KTV, cinemas, and video game cities are gradually lagging behind. Emerging formats such as sports centres, parent-child family centres, VR experiences, aquariums, technology museums, and art exhibition halls have promoted the diversification and three-dimensional nature of commercial centre formats. Therefore, Sunac China should pay more attention to innovative business combinations and diverse industry clusters. During this process, always pay attention to emerging industries that can attract traffic. For example, introducing many dental clinics and postpartum rehabilitation centres in shopping centres, and even exploring the establishment of sports venues in shopping centres (Liu, 2018).
As most people's consumption needs become increasingly diverse, their psychological, emotional, and other needs are also increasing, which inevitably leads to greater preferences for the consumption environment, interests, atmosphere, and other aspects, and willingness to pay for them. Therefore, "experiential" consumption has become an increasingly popular consumption method among consumers and has penetrated into various fields. In continuously improving customer stickiness, "experiential" consumption has played a good role in this practice. When implementing an experiential business service model in commercial real estate, the first step is to revolve around the concept of "experiential" consumption. Planning should be carried out from the beginning of commercial building design, clarifying the commercial consumption positioning of the project, scientifically planning, applying current trends and potential innovative elements, such as super high-rise courtyards, flight elevators, new roof spaces, entertainment performances, and large-scale performances (Gao, 2019). After determining the design concept and key elements, the author will focus on the interactive experience between people and the environment, designing various functions such as architectural space, lighting, style, etc. to achieve an "interesting", "good-looking", and "high recognition" effect on the image and temperament of commercial entities.
The diversification of service experience can be said to be the most intuitive manifestation of achieving experiential shopping. The specific manifestations of service experience can be divided into two aspects. On the one hand, it is a popular service that provides customers with a comfortable shopping environment and maximizes customer satisfaction. On the other hand, there is also membership system, which is a very important part of the business model. To strengthen its advantages, enhance its loyalty and stickiness, and promote its consumption.

[bookmark: _Toc9223]5.3.2 Differentiated Competitive Strategy
Firstly, companies need to enhance consumers' physical experience, which can effectively combat the impact of the internet on commercial real estate. The consumer market object of commercial real estate is "people", and people, as a member of the society, have an inherent "experience" demand, which includes both practical and objective, as well as abstract and spiritual fields. Therefore, applying the "Internet plus" thinking to create an online + offline joint operation and development model of commercial real estate is an inevitable trend in the development of the current real business economy. In the field of consumption, there is now more emphasis on "online shopping + store to store consumption", which combines the convenience of online browsing with offline consumption methods. Commercial real estate, on the other hand, brings consumers offline and drives store consumption through tangible shopping experiences.
Secondly, this study suggests that in terms of product differentiation competition strategy, Rongchuang China Commercial Real Estate Company should rely on the existing flagship product system, innovate and enrich product formats, and focus on product differentiation. For example, by innovating services for children's related industries and medical services, it can attract numerous store buyers and renters. Most merchants are aware that children's consumption is known as the "engine" of business development, and among household expenses, children's expenditure is the highest. A survey shows that in 80% of households, children account for 30% -50% of expenses (Cardell, 2015). Specifically, children's consumption includes basic food, clothing, education, and daily needs; The demand for healthcare and living conditions; Having the need to receive education and resist future dangers; The demand for entertainment, sports, and social activities; It is also necessary to cultivate comprehensive qualities and abilities. According to Nielsen's (2022) data, the retail industry mainly focused on clothing and toys remains the most popular industry, with 69% of people purchasing again within three months (Wang, 2022). When carrying out children's consumption projects, the group should strengthen the management of children's products. Create a better environment for children, create a sense of family atmosphere, provide better services for parents, and add some reading, watching, and other equipment.
Private hospitals focus on non-disease diagnosis and introduce medical services into shopping malls, which have the following advantages (Matsebula &Willie, 2007): firstly, the comfortable environment of shopping centres attracts customers who come for medical treatment; Secondly, shopping malls often have unique geographical locations that allow busy staff to easily reach and receive health care; Thirdly, shopping malls can meet the family consumption needs of patients. Usually, a family comes to the mall to do their own things, which will not affect each other and will also accompany each other; Fourthly, in the field of non-disease diagnosis, private medical institutions have a larger rental capacity. Fifth, the business model enriches the supporting functions of shopping malls and attracts a large number of people.
In practical operation, the group can fully explore the segmented business formats of medical beauty, such as dentistry, experience centres, traditional Chinese medicine healthcare, beauty and plastic surgery, and maternity centres. Through creative business format combination design and scientific rent level calculation, the distinct characteristics of medical service formats can be achieved, and rental income levels of 1+1>2 can be obtained. Introducing a medical format is a very significant strategy for product differentiation, especially in the context of an aging population. If this format can be combined with comprehensive services, it can effectively achieve differentiation in commercial real estate products. When their project becomes the centre of the flow of people, people with plans to purchase shops will naturally be attracted.

[bookmark: _Toc29429]5.3.3 Selective Strategy
Firstly, choose from a regional perspective. Enterprises should segment the market into specific regions and develop and sell according to the characteristics of this region. When developing commercial real estate projects, it is important to pay attention to the surrounding environment and population base of the project, and to ensure a thorough understanding of the land before bidding. Secondly, the company also needs to selectively develop products and design more diversified and popular apartment types and products through further analysis of consumer needs and behaviours. Thirdly, in terms of product value positioning, it is necessary to make choices by dividing and selectively developing different floors, orientations, decoration styles, and types suitable for different industries, in order to meet the expectations of consumers as much as possible. Fourthly, the company can also segment the market into different groups of people, such as high-income individuals, customers who need large-scale stores, and family workshops. Under certain guarantees, relevant products can also be specially customized for enterprises focused on specific groups, such as elderly care industry developers. In short, different target markets, regions, and product types can be developed and adapted through more detailed classification and selection, ultimately achieving maximum market benefits.

[bookmark: _Toc15305]5.3.4 Twisting Strategy
First of all, company need to improve team execution. There is still a significant gap in execution between the Sunac China Group team and Wanda Commercial (Lei, 2020). The group needs to improve its team's execution in these aspects: first, comprehensively promote an cution culture within the group. Secondly, quantifiable standards for assessing execution should be established. Thirdly, the reward and punishment system for the results of execution evaluation should be clearly formulated and implemented, and execution should be fully linked to individual salaries, promotions, benefits, etc., demonstrating the importance that enterprises attach to execution, so that everyone can have a practical experience.
The organizational structure of enterprises should be further flattened to improve the efficiency of internal communication. The decision-making process within the enterprise should be further institutionalized and systematized to improve the reliability of the system and processes. Firstly, the company needs to clarify the allocation of rights and responsibilities. During the specific implementation process of the centralized strategy, Sunac China Commercial Group has rapidly expanded in its development area, and some new job positions have failed to clarify their corresponding permissions and responsibilities, resulting in delays in the progress of individual projects due to unclear rights and responsibilities. Therefore, in response to the emergence of new positions in the business process, the relevant departments of enterprise management should formulate and clarify the rights and responsibilities of the position as soon as possible and assign them to the relevant departments.
In addition, Sunac China needs to improve its talent recruitment system. At the same time, internal communication management should be done well, promoting good, harmonious, and simple interpersonal relationships, and promoting honest communication and cooperation between individuals and enterprises, as well as between individuals and individuals. Encourage employees to provide various suggestions and support their personal views and perspectives on the development, management, and other issues of the company. At the same time, it is necessary to keep records of employee satisfaction surveys, and the Human Resources Department of the group conducts periodic interviews with employees at all levels to understand the thoughts and daily problems of different staff members. And, attention should also be paid to the establishment and stable operation of the employee training system. 
In the future, Sunac China Commercial Group should make its management work more detailed. Specifically, in each project's construction phase, investment promotion phase, daily merchant services, event operations, and other details, it is necessary to achieve customer satisfaction, thoughtfulness, and high-quality experience. According to the business planning, reasonable investment promotion and placement should be carried out. At the same time, merchants should strictly follow the principle of "one store, one feature" before entering the decoration site. During the decoration period, operational safety control and quality control should be carried out. Before the opening of the store, guidance and related training should be provided, as well as the installation of supporting equipment and the handling of relevant qualification documents. During the project operation period, timely cooperation with the surrounding market environment should be provided to provide business guidance for merchants, while ensuring the healthy operation of the project, the researcher aims to achieve a win-win situation among merchants, owners, and customers. The company also needs to refine daily merchant management. When conducting patrol management, it is necessary to develop patrol routes and patrol management systems.
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[bookmark: _Toc23431]Appendix 

Dear Madam/Sir
Thank you for taking the time to complete this questionnaire with us! We have collaborated with SUNAC Group Tianjin Branch to produce and distribute this survey questionnaire for academic research. This survey is anonymous and we will strictly keep your personal information confidential.
Your cooperation is our greatest support, thank you!

●1. Your gender:
口male   口female
●2. Your age:
口18-25 years old 口26-35 years old口36-45 years old 口Over 46 years old
●3. Your educational background:
口Technical Secondary School (High School)   口university     口Master     
口doctor    口other
●4. Your profession:
口Ordinary employees    口middle manager     口Individual business 
口Professional technician   口freelance  口Unemployed/unemployed/laid        口student       口worker   口Senior management personnel  口Business owner      
口housewife        口Government civil servants      口other
●5. Your work area:
口City centre     口suburbs        口outer suburbs       口Other:
●6. The shop you operate is:
口purchase           口lease
●7. What is the floor area of your business?
口Below 30 square meters       口30-60 square meters  口60-90 square meters  
口Over 90 square meters
●8. The pavement price you purchased:       yuan/m2
●9. Rent for the pavement you rented:      Yuan/year
●10、What type of products do you operate? What is the brand?
口clothing    口Shoes and hats    口BEDDING PRODUCTS   口Cosmetics           口Jewellery   口Name list class      口Luggage and leather goods    口Foreign trade goods    
口Building materials furniture
●11、Are you satisfied with the property market you are currently purchasing or renting? Why?
口Very satisfied   口satisfied   口general      口Dissatisfied    口Very Dissatisfied
●13、Do you have any plan to purchase commercial real estate?
口Yes      口No         
●14、If you purchase or lease again, what size of commercial storefront would you choose?
口15-30 square meters      口30- 60 square meters     口60-90 square meters    
口Above 90 square meters   
●15、What channels do you use to learn about commercial real estate information (multiple options available)?
口newspaper       口television     口network     口broadcast     
口Road signs/body/light box advertisements  口leaflet      口Sales Office     
口Friend Introduction         
●16.Do you currently have a loan:
口have       口not have
●17. What do you think are the most important functional areas in a business district (with multiple options available)?
口shopping      口Restaurant     口Entertainment and leisure    口Maintain fitness     口other
●18. If you plan to purchase a store, the main factors you usually consider are (multiple choices are available):
口a section of an area       口population     口area 
口Surrounding commercial atmosphere         口price   
●19. If you purchase a store, the range of unit prices you can accept is: (yuan/square meter)
口6,000-10,000     口10,000-15,000     口15,000-20,000     
口20,000-25,000        口25,000-30,000
●20. When is your real estate plan?
口half a year      口Half a year to one year      口1-2 years    口2-3 years   
口3-5 years       口Over 5 years
●21. What is the payment method for your purchase of the store?
口Provident fund loans       口Commercial loans       口hire purchase        
口Lump-sum payment     口other
●22. What is your monthly supply capacity?
口Below 1,000 yuan/month   口1,000-1,999 yuan/month    
口2,000-2,999yuan/month    
口3,000-3,999yuan/month     口4,000-4,999yuan/month    
口5,000 yuan/month and above


Thank you very much for taking the time out of your busy schedule and cooperating with my research!



Within 30 square meters	30-60 square meters	60-90 square meters	Above 90 square meters	0.33600000000000002	0.249	0.217	0.19800000000000001	


Below 20%	20%-30%	30%-40%	40%-50%	More than 50%	0.12	7.0000000000000007E-2	0.17	0.23	0.41	



What size of store do respordents plan to purchase	Below 30 square meters	30-60 square meters	60-100 square meters	100-150 square meters	200-500 square meters	0.16700000000000001	0.67	0.112	3.9E-2	1.7999999999999999E-2	


系列 1	Shop area	Surrounding population	Business atmosphere	Location	Price	1.9599999999999999E-2	0.31369999999999998	0.13730000000000001	0.35289999999999999	0.17649999999999999	


系列 1	6000-10000	10000-15000	15000-20000	25000-30000	0.36	0.32	0.26	0.06	


系列 1	Friend Introduction	Outdoor advertising	Intermediary	Website	Radio station	Television	Newspaper	0.154	0.123	4.5999999999999999E-2	0.16900000000000001	6.2E-2	0.2	0.246	


系列 1	Payment in full	Mortgage payment	Payment by installments	Public payment	Rents the purchasing	6.1199999999999997E-2	0.20619999999999999	0.1123	1E-3	1.2999999999999999E-2	
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