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Abstract

As China’s industrial upgrading and transformation accelerate, the demand for high-level vocational
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and technical talents is growing, presenting unprecedented development opportunities for the ed-
ucation and training industry. Simultaneously, branded and chain institutions within the industry
are continuously emerging, intensifying market competition. Many education and training enter-
prises face issues such as product homogeneity, limited marketing channels, singular product pric-
ing models, and insufficient exploration of customer service value, severely impacting their market
expansion and long-term development. This study, grounded in customer value theory, dissects the
existing marketing challenges in the education and training industry and explores optimization paths
for marketing strategies from a customer value perspective. It aims to provide theoretical references
and practical insights for education and training enterprises to overcome development bottlenecks,
enhance market competitiveness, and achieve sustainable development.
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