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Abstract

With the intensification of China’s aging population trend, the elderly care service market has enor-
mous potential, but at the same time, it also faces fierce market competition. This article analyzes
the current situation of the elderly care service market, including market demand, consumer char-
acteristics, and policy environment. On this basis, combined with relevant theories, the paper ana-
lyzes the current situation of brand marketing for elderly care service enterprises, and proposes
brand marketing strategies that elderly care service enterprises should adopt, including strengthen-
ing brand positioning and image, service upgrading and differentiation construction, and expanding
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marketing and pricing channels. In addition, the study emphasizes the importance of service quality
in brand marketing and suggests that companies establish a comprehensive service quality manage-
ment system to enhance customer satisfaction and loyalty. This study provides a systematic brand
marketing strategy reference for elderly care service enterprises, which helps them stand out in the
fiercely competitive market.
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Table 1. The main service models of China’s elderly care service market
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