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A Retrospective Study of Product Quality

Run Xu’

Gyeongsang university, metal materials engineering, jinzhou, gyeongnan 52828, Korea

ARTICLE INFO ABSTRACT

Quality is a product to the customer after the test and use of the perfor-
mance of the product in the index.If there is no problem, it is considered
to be a product with good performance; if there is a problem, it becomes
a product with poor performance. When a certain number of products
have no quality problem after the experiment and operation, it is a good
product. However, the evaluation of the use of the assembly after a
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Keywords: certain period of time after the final customer should also be discussed.
Product Only in this way can the product quality be improved fundamentally. A/

. S is a significant process when the retrospective production is done for its
Quality quality to be investigated. Retrospection becomes a new way to study and
Retrospection innovate manufacturer quality currently in busyness. In modern society
A/S the retrospect as A/S is more and more prevail at shopping mall in big

city for customer convenient application. In terms of their rapid and good
mending the excellent brand will be established for product quality year-
by-year.

long run, this will keep the company thriving. As a result
of good performance so in the price unchanged under the
condition of a steady increase in orders. So that the brand
can be established, to achieve the effect of poplar. So high
quality products are the foundation of modern enterprise
brand. Only continuously updated manufacturing can

1. Introduction

n modern factories when a product is in use, problems
can be traced back to the production equipment. This
requires us to know the state of the product when it
is used, and to carry out simulation and experiment to get

the condition of the equipment at the problem point. This
is an inevitable outcome of the use of big data manage-
ment and cloud services in modern factories. In this way,
the requirements for the product are higher and the un-
derstanding of the equipment is higher. This not only im-
proves the customer’s quality requirements, but also can
be traced back to the use of the product equipment makes
the product quality greatly improved, to obtain a win-win
goal. ' that is, the price keeps the trend of no decline and

[2~4]

no rise, the customer also increases the confidence of

the product due to the factory’s better understanding.In the

*Corresponding Author:
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set up a bigger brand sail, maintain evergreen trees. And
brand and stimulate quality, because bag companies are
not sustainable. Only step by step to improve the quality
of the enterprise is the fundamental, the source of enter-
prise life. A/S with establishing brand plays more and
more role at department store for customer convenience.
The retrospection will be done by enterprise for them to
innovate product quality year by year. Recently Al (Ar-
tificial Intelligent) productions are gradually prevail in
many respects for instance household appliance industry
and cell phone etc. That recycle is born to handle the old
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appliance becomes a new scenery. This belongs to A/S as
well instead of mending too many times and becoming
old.

2. Discussion

Quality is the traceability of the products in the production
equipment in the factory.If any quality problems can be
traced back to the equipment, this ensures that the produc-
tion process is serious and responsible.

Make a comparison between the market and the factory
to see if there is any difference in quality. This will allow
you to see what further improvements need to be consid-
ered as a result of the use of the product. Therefore, fac-
tory production should take a long-term view to serve the
application customers. If there is a serious problem with
the product in the market, it will be traced back to the fac-
tory. Customers may be compromised by ill-considered or
simply unclear circumstances.

Company training can be done by in-house engineers,
which can save money. And they are more familiar with
the product and equipment process, they are better trained.
Some of the high-level training is still carried out by the
specialized talents in the research institutes and universi-
ties. There will be professional improvement of the techni-
cal level of personnel and equipment, and even improve-
ment of equipment to a certain extent. Therefore, it is
mainly the training within the company, and the important
thing is the training of the external personnel of the com-
pany for the internal professionals, including the training
of external personnel and external training. In this way, it
not only ensures that the product line in the club will not
be interrupted and the general education of professional
knowledge, but also ensures the professional training of
engineers, improves their professionalism and purpose,
and makes continuous efforts to constantly update the
technical level of the product line in order to improve the
quality and efficiency of the product line. There are cer-
tain restrictions on the time and level of engineers in the
society, because most of them are young people who have
just graduated, which limits their strength. Therefore, it is
of certain significance to hire high-level professionals to
train technicians in the institute. According to the actual
situation of the company’s product line, the corresponding
technical content can be developed for communication, so
as to find some breakthroughs or inspirations on technical
problems. Then according to the content of the lecture to
sort out the relevant information to gradually improve the
company’s technology and engineering level. Social train-
ing may also continue to improve the standard of workers,
which needs to be developed by the training department.
It can be used to train teachers or select economic and

2 Distributed under creative commons license 4.0

engineering technicians to improve the professional level
of the company. The training of workers and engineers
should be carried out separately, by different people to
avoid duplication and level differences. It is mainly the
training of engineers, because they are the hope and main
force of the company, so it is necessary to carefully design
subjects and content by a certain level of senior engineers
as guidance, in order to make the company’s technical
ability to continue to improve or not to face the situation
of fault. In the standardized management of nuclear pow-
er quality system, the test operation is conducted by the
personnel with quality technical qualification level 1 and
level 2, but it cannot be conducted without the authori-
zation of the personnel of level 1. Therefore, the training
teachers of the company should also divide the personnel
with qualification certificate or degree certificate into 1,
2 levels for training, and give priority to the first level to
teach, and then the second level to ensure the efficiency of
the staff. Level 1 staff are older and have more experience
and professional knowledge, while level 2 staff are young
and enthusiastic. Although their professional ability is
limited, they have strong innovation ability. Some univer-
sities and research institutes have professionals with rich
theoretical knowledge, whose knowledge is indispensable.
Some advanced theories are put forward or even quoted
by them. If applied to the company’s product chain, what
advantages will be formed need our engineers to study
well. The practice under the guidance of the theory or the
theory under the practice is good, as the name implies is
of course the former, so enterprises need to actively seek
the opinions of professors and researchers for problems.
If product line form the theoretical system of things can
form controllable, can be scientifically, predictable control
scale. This remains to be observed and evaluated further.
So that we can predict how many machine, how many
products and how many people work for a few hours to
reach the best point to maximize the company benefits, no
less maximize the company’s interests. And daily assess-
ment to calculate the appropriate amount and make a good
plan in advance and then timely modification to reach it,
deficiencies to improve gradually. The gap between the
actual benefits and the theory is studied and the error is
minimized. It can also accurately value the stock market
as appropriate financing for enterprises. When enterprise
benefit not quickly return to the enterprise will be facing
low-income status, so the enterprise need to continue to
invest has earn fees pay workers salary and liabilities, this
needs it as much as possible the multiple investments like
stocks, logistics and real estate investment to return to it.
The enterprise needs to set up an investment department
to determine which aspects can be invested and how much

DOL: https://doi.org/10.30564/jmser.v2i2.1846
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to invest, to maximize the short-term and long-term bene-
fits, so it needs to hire investment personnel and experts to
take the positions of the enterprise investment department.
They invest and manage the right amount of money to
maximise returns and, with luck, act on their own. Engi-
neers can be logistics personnel, can know the speed of
the equipment will cause how much economic benefits,
this is the force of goods, we spare no effort to achieve
maximum returns. The quantity and speed of logistics is
the lifeblood of money, need to strengthen management,
even transport companies. The transportation company
employs a driver as the responsible person to deliver the
goods to the other party’s warechouse within the specified
time. Sometimes due to a variety of problems caused by
delay or not early to cause problems need to attract the
attention of the transport company leadership. Because
traffic accident brings loss to be able to assume a part of
responsibility by insurance company, the rest assumes
by oneself and company, need to avoid as far as possible.
Late is late human life, need to understand. Of course, the
factory is less safety problems, need to conduct staff safe-
ty training, so that workers and quality personnel to mini-
mize the safety responsibility, such as some irresponsible
behavior caused by the loss of the company needs to work
hard to solve.

Without the quality of the use it is difficult to ensure
the full use of the product. Certain defective products
will cause a bad reputation of the company. You lose faith
in the product. The company also suffers losses, such as
reduced orders and stoppage. Poor performance of the
product to be strictly controlled, so we have to trace the
status of the product after sale. Engineering designers
need to make the product has enough performance, in or-
der to guarantee the early quality problems A/S(after sales
service). Now there are many repair shops to the same
city and district to ensure the use of consumer household
appliances, if the user’s goods appear quality problems by
their repair, in order to ensure the normal use of consumer
goods. Now the quality of branded goods can be improved
and maintained by the same company, ensuring that goods
can be repaired quickly and accurately. Brand effect is re-
alized, the user gets quick action and feels satisfied. If the
goods have quality problems and there is no maintenance
point in the same city, they can also be mailed to the near-
est big city for repair to facilitate maintenance. So A/S is
the key to the business department of the manufacturer,
the number of customer complaints is the purpose, once
found that the immediate handling of complaints is the

Distributed under creative commons license 4.0

key to maintain the reputation of the company. Quality be-
comes the key, especially after sale quality. The factory of
the company should be seen from a distance. Only when
the product is designed and manufactured from the final
consumption can the quality be guaranteed and the brand
can be promoted, and the reputation of more people can
be gained. Finally, the brand image can be established and
the company can strive for profit maximization. Even if
the company meets difficulty in financial respect the brand
and A/S will wield their roles due to the excellent A/S
sew. Because the quality is increased through after sales
service the company will survive in critical period even if
financial crises.

3. Conclusions

(1) The quality can be traced back to the production
equipment in the company. The factory has to monitor the
production equipment and print the product log No. In
this way, according to log No., the problem points of the
equipment are known and improved.

(2) Tracking final customers of finished products will
improve the performance of products and equipment. Can
spot check a certain number of structural parts, and study
to find improvement points can increase the personnel’s
understanding of equipment requirements.

(3) Quality is closely related to use. Without the qual-
ity of the use is difficult to guarantee the overall perfor-
mance of the product. The quality is subject to the brand
brand sent to the brand can stimulate the improvement of
quality. After sales service(A/S) is a sublimation of the
production. In crises company will conquer the difficulty
through its A/S done in cities of all over the world. For
the sake of the profit maximization it is significant almost
that the quality is done excellently in manufacturer that is
necessary. The company proceeds its benefit by building
its brand at the same time.
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1. Introduction

ith the continuous improvement of domes-

tic economic level, the process of China’s

urbanization is speeding up, the city scale is
expanding, and the personal vehicle ownership and road
traffic flow are also increasing rapidly, which leads to
the increasingly prominent contradiction between traffic
supply and traffic demand. In order to solve this problem,
public transport has been greatly developed and become
one of the important bases to maintain the operation of the
city.

With the development of public transport, public trans-
port companies such as public transport companies, sub-
way companies and all in one card companies have a large
number of user transaction data. In order to improve the
competitiveness and viability of the company, expand the
revenue channels of the company, tap the potential value
of data, and realize the dimension expansion of data has

*Corresponding Author:

Qiushui Fang,

Guangdong lingnan Pass co., LTD., Guangzhou, 510000, China;
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In recent years, the rise of machine learning has made it possible to fur-
ther explore large data in various fields. In order to explore the attributes
of loyalty of public transport travelers and divide these people into dif-
ferent clustering clusters, this paper uses K-means clustering algorithm
(K-means) to cluster the holding time, recharge amount and swiping
frequency of bus travelers. Then we use Kernel Density Estimation Al-
gorithms (KDE) to analyze the density distribution of the data of holding
time, recharge amount and swipe frequency, and display the results of
the two algorithms in the way of data visualization. Finally, according to
the results of data visualization, the loyalty of users is classified, which
provides theoretical and data support for public transport companies to
determine the development potential of users.

become an urgent means to be considered.

In terms of potential value mining of public transport
data, there are many researches. Tao Zhou et al " put for-
ward the data analysis and processing system framework
of public transportation IC card based on GIS, and estab-
lished the system analysis process to realize the calcula-
tion of user travel OD; Xiangyun Li et al. ' used Gaussian
process regression to realize the prediction of bus arrival
time; Li Goldman Sachs et al. " used the neural network
model of LSTM to learn the long-term sequence data of
boarding and alighting passenger flow at multiple stations,
and realized the short-term prediction of public transport
passenger flow;In addition, there are a lot of researches
such as station matching “), bus route optimization "/,
travel feature analysis /, and bus operation optimization
"l which greatly expand the dimension of public transport
data and tap the potential value of public transport data.
However, there is no research on the loyalty attribute of
public transport users.

DOI: https://doi.org/10.30564/jmser.v2i2.1851
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Public transport user loyalty refers to the degree of
public transport users’ support and use of public transport.
Research on customer loyalty can understand the current
situation of customers in enterprises as a whole and eval-
uate the level of customer loyalty. It can not only make
enterprises clearly understand the current customer qual-
ity, but also clarify the position and weight of enterprises
in the market . For public transport, users who use public
transport travel, namely customers, study the loyalty attri-
bute of users, and classify the loyalty level of users, which
can make the public transport related enterprises clear the
value and potential of various users.User loyalty data can
serve for product design, marketing activities and other
businesses, provide theoretical and data support for public
transport enterprises to determine the development poten-
tial and development value of users, and provide reference
for public transport enterprises to select target customers
in industry expansion and business application.

In order to analyze the loyalty attribute of public trans-
port users, this paper uses traffic IC data (including public
transport data and subway data) and K-means algorithm
to cluster the user’s card duration, card swiping frequency
and recharge amount, and then uses kernel density estima-
tion algorithm to analyze the clustering results and realize
data visualization. Finally, the traffic IC card users are
divided into four loyalty levels, which are public The joint
transportation enterprises provide data support for the de-
termination of users’ potential and value.

2. K-means Clustering Algorithm and Kernel
Density Estimation

In this paper, K-means algorithm is used to cluster user
loyalty, and then kernel density estimation algorithm is
used to further analyze the clustering results.

K-means clustering algorithm is a classical distance
based clustering algorithm. The so-called clustering,
according to the principle of similarity, divides the data
objects with higher similarity into the same cluster, and
divides the data objects with higher dissimilarity into
different clusters, so as to achieve the division of data
categories. K-means algorithm first randomly selects k
points (called clustering centers) in the data set, and then
associates each data point with the nearest center point ac-
cording to the distance from k center points. All points as-
sociated with the same center point are classified into one
group, and then calculates the mean value of each group
of data, taking the mean value as a new clustering center
and following it repeatedly Finally, when the cluster cen-
ter does not change, the cluster is completed.

K-means clustering algorithm is a classical distance

Distributed under creative commons license 4.0

based clustering algorithm. The so-called clustering,
according to the principle of similarity, divides the data
objects with higher similarity into the same cluster, and
divides the data objects with higher dissimilarity into
different clusters, so as to achieve the division of data
categories. K-means algorithm first randomly selects k
points (called clustering centers) in the data set, and then
associates each data point with the nearest center point ac-
cording to the distance from k center points. All points as-
sociated with the same center point are classified into one
group, and then calculates the mean value of each group
of data, taking the mean value as a new clustering center
and following it repeatedly Finally, when the cluster cen-
ter does not change, the cluster is completed.

Kernel density estimation is used to estimate the un-
known density function in probability theory, which be-
longs to one of the nonparametric test methods.Generally,
there is a big gap between the basic assumption of the pa-
rameter model and the actual physical model. These meth-
ods do not always achieve satisfactory results.The kernel
density estimation makes full use of the information of the
data itself to avoid the prior knowledge brought in by hu-
man subjective, so it can approximate the sample data to
the greatest extent (relative to the parameter estimation).
Because kernel density estimation method does not use
the prior knowledge of data distribution and does not at-
tach any assumptions to data distribution, it is a method to
study the characteristics of data distribution from the data
sample itself. Therefore, it is highly valued in the field of
statistics theory and application.

3. Data Preprocessing

This paper analyzes the data of Guangzhou IC card in
May 2019 (including the data of public transportation and
subway), the data of related users’ card issuing and the
data of users’ recharge in that month, and obtains the data
of users’ card duration, frequency of card swiping in that
month and recharge amount in that month.

Due to the different types of people represented by
each card type (ordinary card, senior card, student card,
etc.) and the preferential policies for riding, it needs to be
analyzed separately. This paper takes the data of ordinary
card as an example.

Before K-means clustering, we need to preprocess the
data.There may be incomplete (missing values), incon-
sistent and abnormal data in the massive original data,
which will seriously affect the clustering effect of K-means
algorithm, and even cause the clustering result is unrea-
sonable, so data cleaning is particularly important. The
transaction data obtained from various channels can not
be directly used for data analysis, and the missing and in-

DOI: https://doi.org/10.30564/jmser.v2i2.1851 5
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complete data can be processed.Because there are enough
samples in the data set, the number of data in the above
cases is generally relatively small, which can be discard-
ed.Statistics and observation of the data are carried out.

The average value, maximum value and minimum val-
ue of the data are shown in Table 1:

Table 1. data description

Card duration |recharge amount in|swipe frequency in
(month) the month (yuan) | the month (Times)
Average 47.93 49.18 23.70
Max 204 9750 1040
Min 0 0 1

From the above table, it can be found that the maximum
and average values of the recharge amount and the frequen-
cy of card swiping are extremely unbalanced. Through the
data statistics, it is found that the capacity of sample data
set is more than 8 million pieces, and the data with more
than 130 times of swiping card accounts for 0.5%, only 5
pieces of data with more than 500 times; 0.2% of the data
with a recharge amount of more than 300 yuan, and only
1254 pieces of data with a recharge amount of more than
500 yuan, only 1 / 10000 of the data set. These oversized
data only account for a small part and belong to outliers.
Although the value of outliers is beyond the normal range,
some of the data are real, so it can not be simply discarded.
At the same time, it can be seen from the above table that
the numerical distribution range of the selected features in
this analysis is quite different. In order to reduce the incon-
gruity of numerical values between features, it is necessary
to normalize or standardize the data first.

The Z-score standardized formula model is as follows:

. X—Xx

— avg
1< )
- X —X
O

Where x is a piece of data of the sample, which rep-
resents the average value of the sample, n is the sample
capacity, which represents the piece of data of the sample,
which is the result after Z-score standardization.

When the difference between X and the average value
of the sample is larger, the standard deviation represented
by the denominator in the formula is larger, which greatly
reduces the impact of extreme maximum value on cluster-
ing results.

X

4. User Loyalty Clustering Based on k-means
4.1 Selection of Cluster Number

Because K-means clustering algorithm can not determine

6 Distributed under creative commons license 4.0

the number of clustering categories K, so we need to
choose the appropriate K value.When the number of clus-
ters can not be defined according to the actual situation of
clustering objects, the commonly used methods are: em-
pirical method, elbow method, contour coefficient method
and interval statistics method.For user loyalty clustering,
the number of clustering categories can be self-defined,
that is, empirical method. In this paper, the user loyalty
clustering categories are set to four categories, which cor-
respond to high loyalty group, lower loyalty group, gener-
al loyalty group and low loyalty group respectively.

4.2 User Loyalty Clustering

In this paper, K-means algorithm is used to cluster the
three characteristics of traffic IC card users, i.e. card dura-
tion, recharge amount and card frequency.After clustering,
the output results will divide the users into four categories
of loyalty groups. Although k-means algorithm divides the
groups, the corresponding loyalty levels of the four groups
cannot be directly confirmed. It is necessary to visually
analyze the three characteristics of the analysis group,
i.e. cardholder duration, recharge amount and swiping
frequency, in order to classify the loyalty levels of each
category.

4.3 Visual Analysis of Clustering Results

Because the clustering results are tens of thousands of
data, it can’t be directly displayed by simple drawing
such as scatter diagram, so further analysis of the charac-
teristics of each clustering result is needed.In this paper,
KDE (kernel density estimation) algorithm is used to
analyze the clustering results visually. KDE algorithm
makes full use of the information of data itself to avoid
the prior knowledge brought in by human subjective,
so as to achieve the maximum approximation of sample
data. KDE algorithm can objectively and directly show
the probability distribution of data in the numerical range,
which is suitable for this paper to estimate the distribution
of three characteristics of all kinds of people.

The formula model of nuclear density estimation is as
follows:

1 X—X.
K i
LK (—=)

| 1
[0 ==K, (x-x)=—
ni=l1 h

H is the bandwidth of kernel density estimation, which
needs to be set according to the actual situation. N is the
sample size, which is the kernel function of kernel density
estimation. It is similar to the kernel function in support
vector machine (SVM), mean IFT and other algorithms.
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The common kernel functions in kernel density estima-
tion include uniform function, triangle function, Biweight
function, triweight function, epanechnikovnormal func-
tion, etc.In this paper, the kernel function used for kernel
density estimation of three features is Gaussian function,
and its formula model is as follows:

1 1
K,(x)= exp(——x°

5 (%) N p( 5 )

In the kernel density estimation algorithm model, dif-
ferent bandwidth will lead to great difference in the final
fitting results. If h is too small, there will be too few points
involved in fitting in the field, and if h is too large, wave-
form fusion may occur. The selection of H depends on the
specific situation. If the fitted probability distribution curve
is considered to be too flat, the h parameter can be reduced
appropriately. If the fitted probability distribution curve
is considered to be too steep, the bandwidth h can be in-
creased appropriately. In this paper, the bandwidth selected
for the core density estimation of the card duration is 1.0,
the bandwidth selected for the recharge amount is 5.0, and
the bandwidth selected for the card frequency is 1.0.

The curve chart of card duration, recharge amount and
card frequency of various other groups is as follows:

0.040

0.035
0.030
5
S 0.025
=
£ 0.020
=3
$ o.015
g
Z 0.010
0.005
0.000
°S2RRIBESRERIEEIREIZIBREEES SR
ﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁ R A
Duration of card ownership (month)
= categoryl categoryl tegoryl tegoryl
Figure 1. KDE curve of card ownership time
0.07
0.06
o
2 0.05
g
Z 0.04
‘5. 0.03
g
2. 0.02
<

o
o
2

!

0 15 30 45 60 75 90 105120135150 165180 195 210 225 240 255 270 285
Recharge amount (yuan)

= categoryl categoryl

tegoryl tegoryl

Figure 2. KDE curve of recharge amount

Distributed under creative commons license 4.0

Ansuaq Anpqeqoid
g

\

M ,\Q '\9 ,,}0 Dp (,)Q bQ ,\Q %() qb '»(? ';\Q \.\9 '@Q \?Q '@Q
Swipe frequency (times)
= categoryl tegoryl ——categoryl tegoryl

Figure 3. KDE curve of card swiping frequency

From the above three figures, it can be seen that the
length of the cardholder of category 1 is relatively low,
generally less than 100 months, and the recharge amount
is relatively moderate, mainly concentrated in 100 yuan,
and the frequency of card swiping is relatively moderate,
generally less than 80 times, so the group of category 1
belongs to the higher loyalty group;The duration of the
card of category 2 group is moderate, generally less than
170 months, which is mainly concentrated in the area with
low value. The recharge amount is relatively high, mainly
200 yuan, and the frequency of card swiping is relatively
high, mainly between 40 and 125 times. Therefore, cate-
gory 2 group belongs to the group with high loyalty;Cate-
gory 3 people have relatively low card duration, generally
less than 80 months, relatively low recharge amount,
generally no more than 60 yuan, relatively low card fre-
quency, generally less than 30 times, so Category 3 people
belong to low loyalty group;The length of cardholder in
Category 4 is generally within 70-220 months, mainly be-
tween 70-130 months, relatively high, and the amount of
recharge is relatively low, generally lower than 120 yuan,
mainly concentrated at 0 yuan, that is, this group gener-
ally does not recharge or recharge less, and the frequency
of card swiping is relatively low, generally lower than 70
times, and mainly concentrated between 0-20 times and
more inclined to 0 times, so category 4 group Belong to
the general loyalty group.

5. Increase Loyalty

In the field of public transport, improving user loyalty
needs to consider improving user experience. For exam-
ple, if the cost allows, the distance between stations can
be shortened by adding stations to make it more conve-
nient for users to ride; more shifts can be added to reduce
the waiting time of users and reduce the congestion in the
car; WiFi or shared tissue can be provided in the car to
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facilitate users, etc. There are many ways to improve the
loyalty of users. Public transport enterprises can improve
the loyalty of users with the permission of cost, and have
more and better customer resources for their industry ex-
pansion and business application.

6. Summary

In the era of fierce competition, in order to improve the
company’s competitiveness and viability, expand the com-
pany’s revenue channels, tap the potential value of data,
and realize the dimension expansion of data has become
an urgent means to be considered. In this paper, traffic
IC data (including bus data and subway data) is used to
correlate user card issuing data and user recharge data of
the current month, so as to obtain the user’s card duration,
card swiping frequency and recharge amount data of the
current month. After data cleaning and Z-score standard-
ization, according to different card types, K-means algo-
rithm is used to cluster the three user characteristics of
user’s card duration, card swiping frequency and recharge
amount, and then kernel density estimation algorithm
is used to analyze the clustering results, and the analy-
sis results of kernel density estimation are displayed by
data visualization. After the core density map is Through
observation, traffic IC card users are finally divided into
four loyalty levels, which provide data support for public
transport enterprises to determine the potential and value
of users, and also provide reference for public transport
enterprises to select target customers in industry develop-
ment and business application.
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1. Introduction

he maximization of enterprise value has always

been the goal of enterprise production and man-

agement. The value-based enterprise management
model was put forward after 1990, which has been widely
recognized by people and has become a common means
in the current enterprise management. At the same time,
the concept of enterprise value also belongs to the cate-
gory of modern financial management, which is the key
to enhance the development potential of enterprises. At
present, with the rapid development of China's economy,
the number and scale of enterprises are also expanding,
which makes the industry competition intensify. Only by
optimizing and reforming the management mode, can we
gain a firm foothold in the market and enhance their core
competitiveness. In addition to pursuing the maximization

*Corresponding Author:
Yan Chen,

In the development of modern enterprises, the management mode is the
main factor that determines the height of its development, so it is highly
valued.The traditional management mode has many disadvantages, which
can not comply with the development trend of the current market econo-
my, which leads to the slow improvement of enterprise management lev-
el, which is not conducive to the operation and development of enterpris-
es. The proposal of the concept of value-oriented enterprise management
has become a new mode of enterprise management, which is helpful to
speed up the reform process of enterprises and enhance their development
vitality. Therefore, we should clarify the key points of the construction
of the model and gradually improve the level of management. This paper
analyzes the concept of value enterprise management, puts forward the
application status and classification of value enterprise management mod-
el, and explores the construction strategy of value enterprise management
model.

of interests, we should also pay attention to the shaping of
the core values of enterprises to meet the needs of future
development. However, many enterprises can not com-
pletely get rid of the limitations of the traditional man-
agement model, resulting in the lack of standardization of
their operation. For this reason, we should start with the
basic characteristics of value-oriented enterprise manage-
ment and the current situation of enterprise development,
formulate a targeted management model construction
plan, and achieve scientific guidance for daily work.

2. The Concept of Value Enterprise Manage-
ment

The ability of the enterprise to create cash flow in the fu-
ture is the enterprise value, and the value enterprise man-
agement is the management way to maximize the enter-

Zhengzhou Visual Group Market Research Co., Ltd., Zhengzhou, Henan, 450014, China;
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prise value, which includes not only the output of services
and products, but also the output of values and ideas. All
kinds of income claimants work together to form an en-
terprise, so the risks faced in obtaining cash flow will be
different due to differences in shares. The enterprise value
is proportional to the cash flow of the enterprise, at the
same time, the enterprise value will also be affected by the
discount rate, which also determines the ability to bear the
risk. Under the concept of value-oriented enterprise man-
agement, the economic benefit of the enterprise can be
significantly improved, and it is conducive to the innova-
tion of values, enhance the development vitality of the en-
terprise, and promote the promotion of internal cohesion .
Especially in the post distribution, it can take the personal
value of employees as the basis, ensure the optimal selec-
tion of talents, and realize the coordination and unity of
the overall value of the enterprise, brand characteristics
and management mode.

3. The Present Situation of the Application
of the Management Model of Value-oriented
Enterprises

Value-based enterprise management model is widely used
in western developed countries, but its application in
modern enterprise management in China is still in its in-
fancy. The traditional management model is still common
in small and medium-sized enterprises, but there are few
applications of value-based enterprise management mod-
el, which mainly focuses on product cost and value cre-
ation, and fails to set effective management objectives. As
a result, it is difficult to implement the system. In addition
to being related to the development of an enterprise, the
value enterprise management model also has an important
impact on the social and economic development, especial-
ly under the trend of globalization, only by speeding up
the construction of the value enterprise management mod-
el. In order to enhance the international competitiveness
of Chinese enterprises *. Therefore, we should proceed
from the present situation of the market development of
our country, realize the effective integration with the tra-
ditional management mode, establish the scientific value
idea, and lay the guarantee for the enterprise to enhance
the economic benefit.

4. The Classification of the Management
Mode of Value-oriented Enterprises

In the rapid development of enterprises, we should not
only pay attention to financial indicators, but also pay
attention to non-financial indicators, which is the key to
the construction of value-based enterprise management

10 Distributed under creative commons license 4.0

model, but also can speed up the construction and im-
provement of the evaluation system. It can improve the
communication between enterprise managers and employ-
ees, and pave the way for the optimization of enterprise
management mode. Secondly, the management model
with profit as the core also needs to speed up the process
of enterprise development planning on the basis of value
creation. Under this management mode, the effective inte-
gration of staff input cost, capital cost and other elements
can be realized, and the humanization of enterprise man-
agement can be improved . Compared with the tradition-
al management model, it can enhance employees' sense of
trust and cultural identity, and fully stimulate the potential
of employees. Cash flow is a key element in value evalu-
ation, which can obtain the development potential of the
enterprise and promote the level of internal management.

5. The Construction Strategy of the New
Management Model of Value-oriented Enter-
prises

5.1 Clear Value Objectives

Value creation is the fundamental path for enterprise
survival, so we should take a clear value goal as a guide,
give full play to the advantages of value-based enterprise
management, and enhance the standardization and sys-
tematicness of management work. Under the clear value
target system, it can stimulate employees' enthusiasm and
initiative, and have more pertinence in planning the fu-
ture development direction of the enterprise, fully tap the
development potential of the enterprise, and deal with the
current market competition. The establishment of value
goals is also the basis and premise for the implementation
of fine management, to achieve the optimal integration
and allocation of all kinds of resources to meet the needs
of healthy and stable development of enterprises . Only
under the guidance of all employees under the guidance of
the common value goal, can we form a strong and reason-
able, maintain the consistency of the forward direction,
and make the enterprise enter the stage of healthy devel-
opment. At the same time, the value objectives should be
refined according to the business nature and management
needs, and the management workflow should be opti-
mized in the combination of long-term goals and short-
term goals. This helps employees to do a good job in the
arrangement and handling of their jobs, and prevent the
lack of motivation caused by unclear work objectives.
Therefore, the enterprise development model should be
innovated continuously on the basis of value goal and val-
ue orientation.
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5.2 Analysis of Driving Factors

The summary and analysis of enterprise value driving el-
ements is the key to speed up enterprise value creation, so
managers should attach great importance to it. Especially
in the fierce market competition, only by doing a good
job in the integrated analysis of driving factors can we en-
hance the development vitality of enterprises and promote
the efficiency of production and operation. The production
efficiency of an enterprise will be directly affected by
the driving factors of product sales, so it should be fully
controlled in the management to make the production
structure more reasonable, and at the same time avoid the
risks in production and enhance the anti-risk ability of
enterprises. The value drive has the characteristics of rich-
ness and diversification, and the driving factors are also
different in different departments. The problem of any link
will have an impact on the overall management of the en-
terprise and damage the value creation . Especially since
entering the new period, the reform process of the enter-
prise has been gradually accelerated, and great changes
have taken place in the internal structure and product
sales, so the dynamic characteristics should be maintained
when analyzing the driving factors. It really reflects the
value-based enterprise management to keep pace with
the times. At the same time, it is also necessary to obtain
changes in the external environment, including policies,
markets and industry competitors, in order to make target-
ed changes. Strengthen the analysis of the changing law
of value-driven factors, so that it can be truly transformed
into the driving force for the development of enterprises.

5.3 Set Up the Core Idea

The construction of value management organization
system is an important link in the implementation of val-
ue-oriented enterprise management. We should clarify the
practical significance of value creation in the core concept
and lay a foundation for the implementation of daily man-
agement. Strengthen the communication, unity and coop-
eration among all departments of the enterprise, clarify the
division of labor and responsibilities of the departments,
and enhance the participation of all employees in the con-
struction of the organizational system. Managers should
pay more attention to the management of value-oriented
enterprises, create a good working atmosphere, and imple-
ment the concept and basic requirements of value-based
enterprise management. Build a perfect information
exchange platform to achieve seamless convergence of
various departments, promote production efficiency, and
prevent the emergence of poor communication. In particu-
lar, modern enterprises pay more attention to the construc-
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tion of corporate culture, and they should also establish
the core concept of value creation in this process, and give
positive guidance to employees in the process of imper-
ceptible. Implement their own job requirements under the
unified coordination and overall planning of the organiza-
tional system . To achieve the division of management
responsibilities, the effectiveness of value-based enter-
prise management into the assessment system, to enhance
the enthusiasm of work.

5.4 Enhance Brand Awareness

In the long-term development of enterprises, we should
also enhance their own brand awareness, which is condu-
cive to the implementation of the management objectives
of value-oriented enterprises, and can enhance their own
influence by creating a good brand image. As an intan-
gible asset of an enterprise, it can create good economic
benefits for the enterprise. Starting from its own business
characteristics and development status, formulate target-
ed strategic planning to promote the promotion of brand
efficiency and the formation of word-of-mouth, so that
the competitiveness of enterprises has been continuously
enhanced, to achieve overall control of the enterprise.
Continuously improve the quality of products and services
of enterprises, adjust and optimize according to the actual
needs of current users. Through brand operation, pro-
mote the expansion of market share and enhance the legal

. 7
awareness of enterprises .

5.5 Improve the Literacy of Personnel

The improvement of the professional ability and literacy
of managers can also speed up the construction of a new
model of value-oriented enterprise management and realize
the optimal allocation of enterprise resources. At present,
many managers are lack of professionalism and have a low
degree of awareness of value enterprise management, so
they should make targeted training plans according to the
characteristics of their posts to improve their knowledge
literacy and skill operation. It can meet the requirements
of enterprise management in the new period and create
great value for enterprises on the basis of value enterprise
management model. In the training work, we should adhere
to the principle of combining theory with practice, train
high-level comprehensive talents, and build a working team
with excellent professional quality. Attach importance to
the selection of managers, formulate a sound talent selec-
tion system, enhance the healthy competition within the
enterprise, so that managers can establish a sense of crisis,
develop the concept of lifelong learning, and implement the

standard requirements of value-based enterprise . manage-
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ment in the course of continuous progress. Strengthen the
effective assessment of the training work to prevent for-
malized problems in this process. Through special training,
special lectures and other forms to create a good working
atmosphere and speed up the promotion of advanced ideas
of value-oriented enterprise management. At the same time,
it is necessary to improve the current talent recruitment
mechanism, evaluate and inspect the comprehensive man-
agement ability of talents, so as to ensure that they have
advanced management concepts and are competent for the
management of enterprises .

5.6 Adhere to People-oriented

People-oriented is a common concept in modern enter-
prise management, which can also speed up the construc-
tion of value-oriented enterprise management model and
reflect the role of human resources in value creation. The
competition between enterprises is more the competition
of talents. Only by ensuring the rich reserves of human
resources can we be in an invincible position in the com-
petition and create economic benefits for enterprises in
the realization of personal value of talents. Therefore, the
current salary and welfare system should be improved to
make it more able to mobilize the enthusiasm and initia-
tive of employees, and enhance talents' sense of identity
and trust to enterprises by strengthening labor security.
Establish a fair and transparent assessment system, so that
the personal value of outstanding employees can be re-
flected. Through the construction of incentive and restraint
mechanism, we can lay the foundation for attracting and
retaining talents, and meet the requirements of human re-
source management at the same time """,

6. Summary

The construction of a new management model of val-
ue-oriented enterprises is not only the inevitable trend
of the development of modern enterprises, but also an
important way to improve the overall management level
of enterprises. Financial and non-financial indicators,
with profit as the core and cash flow as the core, are the
basic classification of the current management model of
value-oriented enterprises, and their roles will be different
in different types of enterprises. In the practical work,
it is necessary to make clear the value goal, analyze the
driving factors, establish the core idea, enhance the brand

12 Distributed under creative commons license 4.0

awareness, improve the personnel literacy and adhere to
the people-oriented and other ways, through the value-ori-
ented enterprise management work to create huge eco-
nomic value and benefits for the enterprise.
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1. Overview of Online Education

ith the development of mobile Internet tech-
nology and the acceleration of education
industrialization in China, the traditional
teaching mode has undergone fundamental changes in the
means of knowledge dissemination. Online institutions
have seized the opportunities of the Internet, forming
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In recent years, with the development of society and the progress of sci-
ence and technology, online learning has penetrated into people’s daily
life, and people’s demand for high-quality curriculum products is more
and more strong. From a macro perspective, the continuous growth of
national financial investment in education, the continuous upgrading of
China’s consumption structure, the development of 5G technology and
the popularization of Al intelligence make online teaching less limited.
The online education industry is showing an explosive growth trend.
More and more online education institutions are listed for financing, and
the market value is soaring. However, in 2019, except for GSX, the latest
online learning platforms such as New Oriental, Speak English Fluently
and Sunlands, have been in a state of loss. Most of these agencies seize
the market by increasing advertising investment, but at the same time,
they also bring huge marketing costs, which affect the financial perfor-
mance of the company. With the enhancement of Matthew effect, large-
scale educational institutions occupy a large market through free classes
and low-price classes, while small and medium-sized institutions with
weak capital strength are often unable to afford high sales costs, facing
the risk of capital chain rupture. Taking new Oriental online as an exam-
ple, this paper analyzes the problems existing in the marketing strategies
of online education institutions. It also puts forward suggestions on four
aspects, which are target market, differentiated value, marketing mix and
marketing mode, so as to make sure that online education institutions can
control marketing expenses and achieve profits by improving course qual-
ity, expanding marketing channels and implementing precise positioning.

many online education platforms such as Kaochong,
Scallop Net, Ape Tutoring, etc. In 2019, New Oriental
successfully listed on the Hong Kong Stock Exchange. In
the same year, more than 8 well-known online education
enterprises entered the stage of listing, which marks the
entry of online education institutions into the international

capital market.
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1.1 Steady Increase of Market Scale

According to the statistical data of China online education
industry market outlook and investment strategic planning
analysis report released by prospective industry research
institute, China’s online education industry has seen explo-
sive growth since the development and popularization of
mobile Internet in 2011. By 2019, China’s online education
market has exceeded 300 billion yuan, with a growth rate
of 30%. The number of online education users reached 261
million and the number of consumers increased steadily .

Under the influence of the epidemic, online education
platforms have also received flow dividend. With the an-
nouncement of stop going to school but not stop learning,
the total number of online education apps, such as Home-
work Help, Ape Question bank and Learning Together,
has exceeded 150 million. The postponement of face-to-
face teaching has become the main reason that promotes
the students to choose online teaching. In addition, the
extended holidays also provide workers with opportunities
to enrich themselves. According to statistics, online edu-
cation users aged 30-39 account for 59%. The popularity
of vocational education has also promoted the emergence
of online education platforms such as Hengqi Education,
Gaodun Online School and Woying Education.
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Figure 1. China’s online education market size and
growth trend in 2011-2018
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Figure 2. Number of online education users
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1.2 Variety of Online Education Products

With the increase of the number of online learners, social
capital is optimistic about online education enterprises
with development potential. With the development of mar-
ket demand, new online education products are emerging.
Online education product is a course system composed
of service and technology . According to the needs of
users, target markets can be subdivided into counseling
tools, language, IT, vocational education and other types.
Diversified online education products can better meet the
actual needs of customers, making the entire online edu-
cation industry show the characteristics of personalized
development.

® Size = vocational Education ® K12 Education ® E-Learning

® Preschool Education Language Learning  ® Others

Figure 3. Market division of online education industry

1.3 Unicorn Appears in Online Education Indus-
try

Unicorn enterprises are regarded as the wind vane of new
economic development in the field of venture capital.
Unicorn enterprises, mainly in the field of Internet, have a
huge scale. And the current development situation is pret-
ty good for them. According to the report, by the end of
2018, 11 unicorns had been born in China’s online educa-
tion industry. VIPKID has become a unicorn in the field of
children’s English online teaching with a total value of US
$3.5 billion, gradually widen the gap with other brands.
In addition, a number of online tutoring enterprises, such
as Ape Tutoring, Youdao and Hujiang online school, seize
the golden opportunity of the development of mobile
Internet technology, take active and effective marketing
strategies to expand rapidly, and become familiar brands
in education industry.

2. Analysis of New Oriental External Market-
ing Environment

2.1 Macro Environment Analysis Based on PEST

New Oriental online is a professional online education
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website of New Oriental Education & Technology Group.
It relies on a powerful teaching staff and rich teaching
resources to teach online. Macro environment is the key
to restrict and influence the marketing activities. It is also
the key factor to realize the goals of the enterprise. The
changeable market environment not only opportunities
but also challenges to enterprises. We use PEST analysis
method to evaluate the external macro environment of
New Oriental, and predict the development trend of online
education platform in the future. It is beneficial for New
Oriental to improve its marketing strategy.

2.1.1 Politics

In recent years, China has issued a large number of pol-
icies to support the development of education and train-
ing industry. Laws and regulations such as law on the
promotion of private education and measures for the ad-
ministration of vocational training institutions have been
promulgated. In 2018, the state issued a special online ed-
ucation standard to supervise online education institutions.
Although regulation has slowed the explosive growth of
online education to some extent, in the long run, policy
constraints are conducive to the industrialization and
standardization of online education, and provide policy
guidance for the continuous injection of social capital. In
addition, the government’s increasing financial expendi-
ture on education also guarantees the development of the
education industry "\

2.1.2 Economy

According to the data of the National Bureau of statistics,
in the first quarter of 2019, the per capita disposable in-
come of the whole country was 8493 yuan, an increase of
8.7% over the same period of last year. Among them, the
per capita disposable income of urban residents increased
by 7.9% and that of rural residents by 8.8%. In terms of
consumption expenditure, the national per capita con-
sumption expenditure is 5538 yuan. The per capita expen-
diture on education, culture and entertainment was 548
yuan with an increase of 20.6% than last year, accounting
for 9.9% of the total consumption expenditure. And it
shows a growing trend. In 2019, the added value of Chi-
na’s tertiary industry accounted for 53.9% of GDP with an
increase of 6.9% over last year. The economic structure
continued to be optimized. With the development of econ-
omy and the improvement of income level, people put
more money into education. A large number of online ed-
ucation and training institutions have been created by the
certificate craze, heat of entering school and study abroad,
which has also promoted the expansion of private educa-
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tion and training market.

2.1.3 Society

There is always the thought of attaching importance to
education in Chinese traditional ideas. In today’s increas-
ingly solidified social class, education may be the most
direct way to change people’s fate. Chinese families are
generally willing to invest a lot of money for their chil-
dren’s education, which includes millions of expensive
school district houses and various extra-curricular classes.
The huge expenditure on children’s education has become
a social norm.

There are also widespread concerns in the workplace.
The employment situation is becoming increasingly se-
vere and the business environment is changing with each
passing day. Only by improving their competitiveness can
they remain invincible in the workplace. The amount of
knowledge and information that individuals have gradu-
ally become the key to improving their core competitive-
ness. This also leads to the management skills and e-learn-
ing courses occupy the mainstream position.
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Figure 4. E-Learning market zize

2.1.4 Technology

The development of network and communication technol-
ogy has changed the traditional teaching method and the
form of interaction between teachers and students. Video
and live broadcast provide a variety of possibilities for
online learning. Using the big data to analyze customers
and monitor the traffic in live broadcast. Using scientific
and technological means to provide consulting services,
precise positioning and notification. Users can be targeted
for content marketing. The development of Al technology
realizes teachers’ guidance and supervision of students’
online activities, which makes the limitations of online
teaching less and less . The online learning pattern that
combine 5G+AIl+ education may have already transcend-
ed the leading position of “Internet + education”, and has
become a new topic to promote the specialization and in-
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tellectualization of the education industry.

2.2 Analysis of Industry Competition Based on
Five Forces Model

Porter’s Five Forces Model builds an industry analysis
and evaluation system. The comprehensive analysis of the
five forces can effectively analyze the competitive situa-
tion of online education industry and can also affect the
formulation of New Oriental online marketing strategy.

Threat of
M
entrants

Bargaining
power
of suppliers

Bargaining
power
of buyers

COMPETITIVE
RIVALRY

4

|
Threat of
substitute
products.

Figure 5. Porter’s Five Forces Model

2.2.1 Competitive Rivalry

The development of network and communication tech-
nology makes the threshold of online education lower and
lower, and a large number of small institutions seize the
opportunity to occupy the market. There are not only tradi-
tional educational institutions such as XRS online school,
Litchi micro class and Wanxue education, but also Internet
giants. The Internet giants such as Tencent, Alibaba, Byte
Skipping, etc. make use of their strong technical strength to
rapidly layout in the industrial chain of online education.
Although there are many products, the homogeniza-
tion is very serious. Many online education platforms
have the same industry status, brand influence and even
the business model. In addition to the courses developed
by the platform itself, many courses are sold on different
platforms. Price competition under the same quality of
products makes it more difficult to retain customers.
Under the influence of the epidemic, large institutions
launched “donation” activities to attract more students.
Although free courses attract a lot of traffic, they also pose
a major test to the profit model and backstage operation of
online education institutions. Under the Matthew effect,
only institutions with strong financial support can become
stronger, while small institutions with insufficient financing
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capacity are often unable to expand. Under the epidemic
situation, investors are pouring money into online education
concept stocks. From this perspective, large online training

institutions also face multiple opportunities ',

2.2.2 Threats of New Entrants

The entry threshold of online education industry is low, at-
tracting a large number of start-up companies and Internet
industry giants. The competition has entered a white-hot
stage. As long as we master the basic website development
technology and operation technology and have a certain
number of teachers, we can start the business. Low barriers
to entry the market is the common feature of this industry.
However, it is not easy to have a breakthrough in the Red
Sea. Giants with a large amount of financial support are
often able to attract customers through advertising, and
their product quality is more guaranteed, which also brings
the risks to new entrants. Nevertheless, there are many new
entrants such as Programming Cat and Miao Xiaocheng
aiming at the blue sea of children’s programming, and they
have achieved success. Coursera, MOOC.org, KHANAC-
ADEMY and other well-known foreign online education
platforms will also become potential competitors in the do-
mestic online education industry under the background of
globalization and expansion strategy.

2.2.3 Bargaining Power of Suppliers

The upstream suppliers of online education industry are
mainly software and hardware enterprises such as network
service providers, software providers and mobile device
providers. However, these enterprises are often in a mo-
nopoly position, and the relatively scattered small and me-
dium-sized online education enterprises basically have no
bargaining advantage. Tencent education, NetEase open
classes often rely on their own strong Internet technology
while large enterprises such as Hujiang online school,
New Oriental online school and XRS online school often
invest a lot in developing their own online systems.

® Mobile Phones ® Computers ® Ipads ® Others

Figure 6. Distribution of the use of online learning devices
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2.2.4 Bargaining Power of Buyers

With the opening of the two child policy, the adjustment
of the consumption structure and the increasing attention
of the 80’s and 90’s parents to their children’s education,
people’s demand for online education is more and more
vigorous. However, compared with the offline courses that
need thousands of yuan, people still think that the mar-
ginal cost of online courses is low so they can’t accept the
price of hundreds of yuan. College students, in particular,
turn to pirated online courses. Fundamentally speaking,
China’s consumers have a lower awareness of payment.
However, it also reflects that the bargaining power of the
buyer is low, and some consumers still can’t accept the
price of online courses .

2.2.5 Threat of Substitute Products

In addition to online teaching, there are also offline educa-
tion and other traditional teaching ways. Offline education
has incomparable interaction between teachers and stu-
dents and good teaching environment. Even the industry
leaders like New Oriental have been striving to restore the
offline environment technically. Therefore, online educa-
tion can not fundamentally replace the traditional offline
education. However, online education is more personal-
ized. It can accurately locate the needs of users through
algorithms and big data, and has massive information re-
sources and high-quality teachers, which is a supplement
to offline education.

3. Analysis of New Oriental Online Internal
Marketing Environment

3.1 Overview of New Oriental

New Oriental online is a professional online education
website of New Oriental Education Technology Group,
and one of the first professional online education websites
in China. It is dedicated to providing personalized, inter-
active and intelligent online learning experience. Since its
establishment in 2005, it has expanded its business beyond
business training. It expands its business and introduces
such businesses as postgraduate entrance examination
guidance course and multimedia learning library of Uni-
versity Digital Library. As an English training start-up en-
terprise, New Oriental has a strong teaching staff and rich
teaching resources, and its brand image is deeply rooted
in the hearts of the people. On March 28, 2019, New Ori-
ental online listed in Hong Kong, with revenue increased
by 41%. In March 2020, the market value of New Oriental
online was 30.456 billion Hong Kong dollars, and the rise
was still significant.
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As a traditional old-fashioned education and training
enterprise, New Oriental, affected by the epidemic, can-
celled offline courses in an all-round way, resulting in a
large loss. However, the online education platform’s share
price has risen, reaping huge online traffic dividends and
developing rapidly.

3.2 New Oriental Online Marketing Strategy
Analysis

4P marketing theory is to formulate marketing strategies
from the perspective of management, which is the basic
framework of marketing theory. The main factors that
affect the realization of marketing objectives are uncon-
trollable factors such as market environment and control-
lable factors such as products, prices, channels and pro-
motions. The analysis of New Oriental online through 4P
theory is conducive to develop a more perfect marketing
strategy.

Promotion Marketing mix

Figure 7. 4P Theory

3.2.1 Product

(1) Comprehensive Learning Platform

New Oriental online is committed to building an intel-
ligent teaching platform for the whole learning section,
and establishing a comprehensive ecological education
system. Its courses cover six categories: studying abroad,
vocational education, domestic examination, k12 educa-
tion, etc. It has more than 3000 courses to meet the actual
needs of different customer groups. For example, English
courses include both basic English exam oriented edu-
cation for K12 and English training for urban elites. The
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diversity of courses ensures the comprehensiveness of the
contents.

(2) Quality Products and Services

New Oriental has a high class fee, high salary and a
team of top teachers. At present, teachers’ doubt is the
pain point of the industry, and many users suspect that
education and training institutions are over packaged.
New Oriental online has built a clear teacher system to
eliminate user misunderstanding. In addition to the above
comprehensive characteristics of the course, New Oriental
online has many original courses, inviting famous teach-
ers to take classes through live and recorded broadcast-
ing. In terms of service, New Oriental online’s learning
companion function provides users with services such as
homework inspection and Q & A.

(3) Intelligent Education Products

New Oriental online launched “intimate college en-
trance examination” and “intimate TM IELTS” products,
thus forming the intelligent product layout of intimate se-
ries. It optimizes the learning content of students through
big data operation, and accurately locates the weak knowl-
edge points of students. In addition, New Oriental online
uses Al technology to analyze the user’s focus time by
capturing the user’s learning habits and building an exclu-
sive learning model.

3.2.2 Price

(1) Differential Pricing

Most courses of New Oriental online are priced be-
tween 600 yuan and 4000 yuan. Among them, most of the
large class are within 1000 yuan. The price difference is
also reflected in the number of hours. There are 88 class
hours in the 600 yuan CET-4 clearance class, and 215
class hours in the 1500 yuan IELTS clearance class. The
price difference is also reflected in the level of customer
demand. Ordinary users are priced according to different
stages of primary school, junior high school and senior
high school, and the price is relatively low; VIP users are
equipped with one-to-one service of gold medal lecturers
according to the specific needs of users, and the price is
relatively high.

(2) Pricing According to Consumer Psychology

n 2019, the sales expense of New Oriental online
reached more than 400 million yuan, and the customer
acquisition cost increased to 3000 yuan. High marketing
and sales expenses make new Oriental online under-
perform. Some online education platforms have even
launched one yuan courses to attract customers. Low
price competition has become an industry fact. But for
New Oriental online, excellent brand reputation and
customers’ trust in the brand ensure higher price than the
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industry’s average level.

3.2.3 Place

(1) 020 Integrated Marketing

New Oriental has a relatively complete offline edu-
cation system, and has accumulated 20 million offline
students. Through cooperation with Tencent, it introduces
020 mode, that is, to transfer offline customers to the on-
line, and effectively integrate online and offline customer
resources. Users can register by browsing courses on the
web page ",

(2) Chain operation

New Oriental has branches in many cities, covering all
provinces and cities in China, mainly in Beijing, Guang-
dong and Shanghai, mostly in urban commercial areas
or residential areas. The decentralization of the campus
is conducive to the chain operation of enterprises. Users
can see the New Oriental at the door of their home with-
out going far. As a vital marketing strategy, decentralized
campus is conducive to efficient marketing.

(3) Working with schools

New Oriental spreads all over China’s first and second
tier cities, and gradually spread to all schools. It relies on
teachers and students for campus marketing. It attracts
customers by providing free lectures and free examina-
tions. Through cooperation with colleges and universities,
public online courses are provided for college students,
and examination system is opened for teachers to make
questions.

3.2.4 Promotion

According to the consulting data of Al media, 44% of
users dislike online education institutions to sell courses
through direct telephone sales. Traditional direct selling
methods, such as telephone direct selling and door-to-
door selling, are not suitable for the sale of today’s online
education products because of their personal harassment
to users. Online products are mostly promoted in the fol-
lowing ways */.

(1) Online Selling

Through network promotion, we can achieve the effect
of “moistening things silently”. New Oriental online uses
background data to accurately push users’ learning needs
and content preferences It analyzes users’ age characteris-
tics and consumption characteristics to portray customer
group portraits. As a result, it realizes accurate marketing
and saves a lot of costs. The main form is advertising links
on official websites and other websites.

(2) Experiential Selling

The way of experience before payment is more human-
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ized, which is also the main channel for online education
platform. New Oriental online launched free trial courses
and one yuan courses to attract customers’ consultation
and to improve users’ willingness to pay for renewal
through high-quality teaching content. During the epi-
demic, New Oriental online assisted in “no suspension of
classes” and opened all live online spring classes for free.
For the cancellation or delay of IELTS and TOEFL test,
New Oriental online opened 100000 online courses for
studying abroad for free. As an eye-catching “beach prod-
uct”, the free course sets up the brand image of the enter-
prise, laying the foundation for the later transformation of
customers .

(3) Word of Mouth Marketing

The development of social network makes oral eval-
uation become an important standard to measure brand
image. Compared to high advertising costs, praises on
micro-blog, WeChat and tiktok on online education prod-
ucts are more economical and effective. Word-of-mouth
marketing includes not only the flow snatch through the
endorsement of the celebrity teachers, but also the course
experience and evaluation in the form of soft articles. In
the New Oriental online course page, it is not difficult to
find the notes and experience of students, which also be-
comes an important way for consumers to understand the
New Oriental brand. Therefore, it requires online course
platform to optimize the information of social media such
as microblog, so that the search keywords are all good for
brand image.

4. Analysis of Marketing Problems of New
Oriental Online

4.1 Product and Service Defects

The quality of courses, the perfection of services and the
technical support of the platform are the core competi-
tiveness of online education enterprises. As a latecomer
of online education, New Oriental has some defects in its
products and services compared with leading enterprises
in the industry such as XRS, Ape Tutoring and Homework
Help.

4.1.1 Weak Online teaching System

As an old offline training and education institution, the
majority of New Oriental’s teachers are online and offline,
and the focus is obviously biased. New Oriental launched
K12 as an online course after 2017, while K12 has always
been the core business of New Oriental offline. The differ-
ence between online and offline makes its offline agencies
gather a large number of excellent teachers. Teachers gen-

Distributed under creative commons license 4.0

erally lack online teaching experience.

4.1.2 Insufficient Background Technical Strength

Under the epidemic situation, a large number of users and
traffic have flooded in, and the explosive growth of online
population has resulted in New Oriental online’s teaching
interface and app becoming stuck. New Oriental online
is not fully prepared for the surge of users and the servers
are prone to be paralyzed during peak hours. According to
the 2018 special survey of aimedia consulting, 57.1% of
consumers are dissatisfied with online education platform,
which is far higher than other reasons. Therefore, the lack
of background technology strength has become the main
factor affecting the quality of online courses .
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Poor learning atmosphere
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Single forms of Class  p——

Course delay or cancellation —
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Figure 8. The problems of live class

4.2 Defects of Marketing Network

The free channels of marketing network include SEO,
self media, official account, community, etc. The payment
channels include SEM, information flow advertising, local
promotion and circle promotion. All these require a lot of
effort to manage content and transform customers through
advertising. However, online educational institutions
often follow the blind trend of product promotion - low
price and network marketing. Or they advertise on social
platforms like WeChat official account and micro-blog.
It’s not creative. The marketing network often ignores the
differences of customers and does not design the promo-
tion strategy for the market segments. It can not reflect
the agrncy’s own brand characteristics and advantages. In
the long run, ignoring the comprehensive positioning will
lead to the low promotion efficiency of online education
institutions.

4.3 High Customer Acquisition Cost and Long In-
vestment Return Cycle

With the increasing competition in online education in-
dustry, the cost of customer acquisition in the market has
increased significantly. The customer acquisition cost of
the whole online education institution is more than 3000
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yuan, which leads to the increasing sales expense of New
Oriental online, accounting for more than half of the
business income. In 2019, New Oriental’s sales expense
increased by 63.3% compared with that of 2018, resulting
in a large increase in cost. Not only New Oriental, but also
Fluent English, Worry Free English and Suntech’s market-
ing expenses have reduced the company’s gross margin.
The loss has become the overall trend of online education
industry. The fundamental reason lies in large-scale adver-
tising investment. Therefore, changing the randomness of
advertising effect is the fundamental way to improve mar-
keting effect and reduce marketing cost. Although several
online education institutions are generally losing money
at present, the loss rate continues to narrow and the profit
return from investment is not far away.

mI—0
72.8

47

/

29.8/ %6 5/3148

13.6\

2019Q1

9.2

2018Q3 201804 2019Q2

— = Fluent English — — Worry Free English Suntech

Figure 9. Quarterly loss rate of typical online education
enterprises in China

4.4 Low Rate of Continuing Classes

Along with the “advertising war” of online education in-
stitutions, there is a “price war”. In order to attract traffic,
expand the scale and increase the market share, many on-
line education institutions have implemented the market-
ing strategy of “seizing the market at a low price”. Beijing
New Oriental Youneng middle school implemented 50
yuan class of mathematics summer vacation, and Ape Tu-
toring launched 14 classes of 49 yuan, including Chinese
and mathematics, and sent a full set of books; Homework
Help launched 8 low-cost classes of 50 yuan. However, a
large number of users gathered in a short period of time
will bring great challenges to the teaching resources of the
institution. Even if the course price is lower, if the teach-
ing quality cannot be guaranteed, the experience of stu-
dents will not be good, and the continuation rate will not
be improved. It will bring bad influence to brand image.

5. Measures and Proposals

5.1 Target Market Positioning

Target market positioning is to focus on the needs of us-
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ers, build user profiles with big data, and provide users
with the content they really need. College students pay
attention to postgraduate entrance examination, city work-
ers pay attention to skills training and primary school stu-
dents pay attention to various examinations. Different age
stages and different user identities correspond to different
curriculum needs. After finding the users, we can achieve
product marketing according to the following three points.

5.1.1 Product Category Positioning

Clear course positioning can be used as an effective
entrance for enrollment and marketing. After targeting,
we can offer courses such as TOEFL IELTS, children’s
English, children’s programming, etc. to improve the
functions of the courses according to the needs of users.
For example, in children’s English learning, parents pay
more attention to pronunciation practice, word spelling,
language sense training and other basic links. Online edu-
cation institutions can focus on training children’s abilities
according to the requirements of users when designing
courses.

5.1.2 Value Mix Positioning

The components of curriculum products mainly include
time, price, content, class hours, etc. Online education
institutions can flexibly combine these elements according
to the needs of customers to maximize the use value. For
example, how to select the most efficient time for live
broadcast, how to introduce low-cost courses into normal
price courses, and how to arrange the content need to be
considered.

5.2 Positioning of Differentiated Value Points

The differentiated value points include the cultural value,
brand image, reputation and teaching concept of online
education institutions. They can make new Oriental online
different from other institutions in the market.

5.2.1 Brand Image

To build the brand image of online education, enhance the
loyalty of users, and eliminate the duplication or low-cost
plagiarism of other competitors, we need to clarify the
unique value characteristics of the company. In terms of
brand building, New Oriental’s original school motto of
“New Oriental Spirit”, “language is power”, “promoting
the integration of Chinese and Western cultures”, as well
as its leading position in the fields of study abroad guid-
ance, English teaching, etc., have become a strong com-
petitive advantage of New Oriental in the online education
industry. Similarly, the shaping effect of New Oriental
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corporate culture on students’ values has become one of
the reasons for attracting more consumers to choose New
Oriental.

5.2.2 Technological Innovation

With the popularization of Al and big data technology, in-
telligent online education has become the future develop-
ment direction of the industry. Al technology can achieve
online job grading, intelligent face recognition, and can
also provide technical support for the development of per-
sonalized education based on big data analysis. It can pro-
vide private customized solutions for user data differential
analysis. At the same time, the increase of technology
research and development also effectively guarantees the
clarity and stability of the screen in the process of live or
recorded broadcast of online education platform.

5.2.3 Experience Marketing

In order to promote the sales of curriculum products, we
should not only grasp the quality of curriculum, but also
pay attention to service and experience, emotion, sense
and other aspects. Online teaching is different from the
traditional offline teaching method, and its interactivity is
relatively poor. Therefore, New Oriental launched online
Q & A, after-school tutoring and two teachers in parallel
mode to create a vivid course experience.

5.3 Marketing Mix Positioning
5.3.1 Curriculum Integration

The drainage course in the early stage should be matched
with the regular course in the later stage, so that the course
setting has continuity. For example, in the drainage stage
of English training courses, low-price phonetic symbols
and pronunciation courses can be set up; in the drainage
stage of vocal music courses, low-price Spectrum Read-
ing courses can be set up. The early courses are mainly
to arouse users’ interest in learning. After the completion
of the drainage course, we must make it clear that only
by continuous learning can we master the essence of the
course systematically. That is to say, the drainage class
should be set up to meet the needs of the students at dif-
ferent stages.

5.3.2 Price Differentiation

Customize reasonable price range and set corresponding
core courses in each price range. Investigate the sensi-
tivity of users to price in the market and price within the
range that users can accept, so that customers can get the
maximum sense of gain and the highest cost performance
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in different price ranges.
5.4 Innovative Marketing Model

According to iResearch statistics, in 2019, Fluent English,
Worry Free English and Suntech institutions are still in
a state of continuous loss. In 2018-2019, New Oriental
online’s sales and marketing expenses and administrative
expenses increased by nearly 100%, and its marketing ex-
penses increased by 98.2% from 224 million yuan in 2018
to 444 million yuan in 2019. New Oriental’s online gross
margin has been hit by the sharp rise in costs and sales.
Therefore, it is very important to adopt more prudent
marketing strategy, innovate marketing mode and control
large-scale advertising investment.

5.4.1 Impulsive Consumption Through Group
Purchase

Group buying refers to that when selling on a certain
platform, as long as a certain number of people are gath-
ered, there will be a preferential price for group buying.
Secondly, the use of social network secondary fission
marketing is also conducive to the rapid spread of online
courses, and the acquaintance order is more guaranteed.
It can increase course sales. In 2018, the survey of online
users’ attitudes towards online shopping shows that most
users admit their impulsive consumption.

ot promoting
impulse

Promoting impulse
consumption
75%

B Not promoting impulse consumption B Promoting impulse consumption M unclear B

Figure 10. Survey Results of Users’ Attitudes towards the
Group Purchase

5.4.2 Precise Data Marketing

The main reason for large-scale advertising investment
is that there is no accurate data analysis and targeted ad-
vertising. Online education institutions can integrate cus-
tomer information to ensure that it can be searched from
multiple dimensions. Taking children’s English training
course as an example. Its dimensions can be constructed
by multiple data such as children’s age, children’s school
class, children’s performance, etc.
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5.4.3 Crossover Marketing

In recent years, cross-industry cooperation has developed
rapidly. Online education industry has also been deeply
integrated with other industries. Mutual cooperation has
achieved complementary advantages. Among them, there
are cross-industry cooperation between online vocational
education institutions and recruitment websites, as well as
partnership between online English training institutions
and computer manufacturers to ensure good experience of
PC side while providing quality courses for English learn-
ers. In addition, the cooperation of online and offline edu-
cation giants will also bring a win-win situation. The deep
integration of online IT training giant “Beifeng Network”
and offline IT training giant “Erudite Education” makes
their products spread rapidly.

6. Conclusion

By analyzing the macro and micro marketing environment
of New Oriental online and the defects of existing market-
ing strategies, this paper creatively puts forward counter-
measures and suggestions for marketing. The radical
marketing strategy is that “marketing” to the inside and
“marketing” to the outside. Blind large-scale advertising
investment will bring continuous losses and long return
period of investment. Small and medium-sized online
education institutions are often unable to survive in the
market game due to capital constraints and poor financ-
ing. Only by accurately positioning the target market and
opening up diversified channels for customers can online
education institutions make a profit. At the same time, we
can not ignore the construction a of the education brand.
Promoting the standardization of the curriculum and the
enrichment of the curriculum experience are the basic and
primary premise of marketing. Only by forming their own
characteristics can online education institutions attract
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more customers and make a profit.
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