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Abstract

In recent years, China’s education and training industry has developed rapidly, but at the same
time, it has also exposed some problems, such as excessive competition and uneven training qual-
ity. In order to regulate the education and training market, the Chinese government has introduced a
“double reduction policy” aimed at reducing the extracurricular burden on students and family
education expenses. The implementation of this policy has had a profound impact on training in-
stitutions. This article aims to explore the adjustment of marketing strategies for training institu-
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tions under the “double reduction policy” in order to achieve sustainable development. Research
has found that training institutions can adjust their marketing strategies in three aspects: trans-
forming traditional subject education into quality education, empowering new technologies, deep-
ening the cultural and tourism industry, integrating industry and tourism, and promoting new edu-
cation through live streaming sales, in order to adapt to the market environment under the “dou-
ble reduction policy”.
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Figure 1. The current state of competition in the education industry
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Figure 2. TAL Al Intelligent Platform
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Figure 3. The live streaming industry chain in the education industry
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