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Creative Marketing Plan of Charleedom in Hangzhou

Author’s Name

Abstracts
: On average, each province in China has nearly 7 million babies aged 0-6 years, and each prefecture has nearly 600,000 babies aged 0-6 years. The population base exceeds 1.3 billion while the birth rate has remained at 12% for eight consecutive years. The huge base, stable growth as well as the renewal have created a golden early education market. This report is to analyze the current situation and problems of the market development of China’s early educ
ation center, and take Charleedom as a great example for the analysis of market environment and the market development status, as well as the corresponding marketing strategy. The author consulted a wealth of domestic and foreign documentation and related theories, made a survey of consumer behaviors in Hangzhou, and use PEST analysis model, SWOT analysis model as well as STP promotion theory to systematically analyze Charleedom’s marketing environment and customer groups. Based on these theories and research, the market positioning of Charleedom is further determined and the marketing strategy system becomes more customer-oriented. In the trend of the Internet and artificial intelligence, this report presents creative marketing design on the basis of the curriculum and promotion methods, formulating a marketing mix strategy plan of “APP marketing and social marketing as a main chain, supplemented by traditional marketing”, which forms offline and online interaction modes of resources and is suitable for Charleedom. Finally, this report gives the implementation steps and guarantee measures of Charleedom’s new marketing plan to ensure the core competitiveness of the brand. Hopefully, the analysis of the market development of Charleedom and the creative marketing design can bring reference thinking to the early education market and promote the growth of the early education center.
Key words:
 Charleedom; early education; market; strategy; marketing program

（中文题目）


姓名

摘 要：
我国平均每个省拥有0-6岁婴儿近700万，平均每个地市拥有0-6岁婴儿近60万。人口基数超过13亿，连续8年人口出生率保持在12%，庞大的基数、稳定的增长与更新，铸就了黄金般的早期教育市场。本报告研究重点在于通过对我国早教中心市场开拓的现状和问题进行分析，以橙乐营早教中心为例进行杭州市场环境和市场开拓发展现状分析并提出相应的营销策略建议。作者查阅大量的国内外文献和相关理论，并针对杭州市早教情况作了相关消费者行为的调查，通过运用PEST理论、SWOT模型、STP理论对橙乐营早教机构的营销环境、市场客户进行了系统分析，进一步确定橙乐营早教中心的市场定位，建立以顾客为导向的营销战略体系。在互联网和人工智能的大背景下，本报告在课程设置和推广手段上依托此背景进行创意方案设计，推出“以APP营销和社交营销为主，传统营销为辅”的线上线下结合互动的营销组合策略方案。最后，本报告给出杭州橙乐营早教中心市场营销方案的实施步骤和保障措施，以确保品牌的核心竞争力。通过对橙乐营早教中心市场开拓的分析以及市场开拓的策略建议，希望能给早教市场带来借鉴性的思考，并能够促进早教中心的成长。
关键词:
 橙乐营；早教；市场；策略；营销方案
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 (English)  Wu huhu

Tutor: Chen Changyi

Introduction 
   

Founded in 2018, Charleedom International Children Development Center is a young but professional institution focusing on early education of infants and young children.

Company profile and early education program introduction

Charleedom carries out early education project business for full-time and half-day childcare for the 0-6 years old’s, creating a new mode of “high quality day care + international early education”.

1.1.1 Company profile
At present, the main business of the company, mainly serving consumers in Hangzhou, is nursery, preschool education and early education for children aged from 0 to 6. With the satisfaction of education services, Charleedom has become popular among children and parents. The business scope of Charleedom is shown in Figure 1.1.
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Figure 1.1: Business Scope of Charleedom

1.1.2 Early education program of Charleedom
The current main courses come from the most advanced brain science education system in the world, covering a variety of curriculum, such as sports sentiment, creative art, diet, scientific report, life self-care, language learning, etc., so that children can improve their fitness and master important life skills. By providing children with the most suitable sensory stimulation for brain development at each different stage, the Charleedom Center cultivates children to gradually love sports and finally become capable of self-care. 
1.2 Current situation of domestic early education market
With the rapid development of China’s economy, the living standards of people have been greatly improved. Therefore, parents are now attaching great importance to their children’s education, hoping that they can well adapt to the fierce social competition, especially for infants and young children. Besides, the concept of early education in the West has gradually spread, so the need for early education in China has emerged, which can be a big potential for business opportunity in China. After the two-child policy came into effect on Jan 1, 2016, early education institutions and childcare services have sprung up in some big cities. The development process of China’s early education industry is shown in Figure 1.2.

[image: image3][image: image4]Figure 1.2: The Development Process of China's Early Education Industry 
The target customers of early education are children aged 0-6. According to the data of the National Bureau of Statistics, from 2016 to 2018, the number of children in this age group in China has remained above 100 million, indicating a large customer base for early education market. See Figure 1.3 for details.
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Figure 1.3: Number of Children Aged 0-6 in China (Unit: 100 million people)

With the opening of the two-child policy, there has been a small baby boom in the number of newborns in recent years. Therefore, the early education industry has been benefited first. From the perspective of age, among children aged 0-6 who receive early education, 56% of children receive early education after the age of 3, 25% of children receive early education at the age of 2-3, while 0-2, the best age to receive early education, accounting for only 19%. The industry is still in its infancy. See Figure 1.4 for details.
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Figure 1.4: Distribution of Age at which Children between 0 and 6 Receive Early Education

In 2018, there were 19,872 national early education centers, with an average participation rate of 10.95% for the ages of 0-6 and 19.11% for the ages of 0-3. Compared with the early education (commercial early education + childcare) market participation rate of developed countries and regions shown in Figure 1.5, China’s early education market participation rate is still relatively low, with a great potential for improvement.
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Figure 1.5: Market Participation Rate in Early Education in All Regions of the World
According to statistics, 19.8 million people signed up for early education in China in 2018. The figure is uplifting 11.9% year on year. It is estimated that by 2021, the number of early education applicants in China will reach about 27.3 million. See Figure 1.6 for details.
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Figure 1.6: Market Participation Rate in Early Education in All Regions of the World

19,872 national early education centers in 2018 included 1955 in the first- tier cities, accounting for 9.88%, 8496 in the second-tier cities, accounting for 42.75%, 4675 in the third-tier cities, accounting for 23.52%, and 4656 in the fourth and fifth-tier cities, accounting for 23.42%.

1.3 Current situation of early education market in Hangzhou
In 2000, early education was still new in Hangzhou. At that time, there were no early education institutions, only parent-child center which were mostly located in communities with a small scale.

After 2007, people gradually realized the role of early education and have paid attention to the importance of early education to children’s development of intelligence, behavior and thinking. The increasingly rational public understanding toward early education, partly as a result, has promoted the rise of this industry. In 2007, a large number of “golden pig babies” were born, most of whose parents had received higher education and attached importance to their children’s early education. These factors led to the rapid expansion of many early childhood education institutions in 2007, with many domestic and foreign brands entering Hangzhou. 
Having developed more than a decade, along with parents’ ever-growing demand, early education has gradually popularized in Hangzhou. Either domestic brands, foreign brands or brands combined by both Chinese and western elements are currently existing in Hangzhou. Among the well-known institutions, there are GYMBABY, Gymboree, My Gym, RYB, Babycare, etc., and such local brands as Charleedom are still on the rise. These early education institutions mostly operate under a franchise business model. Although the curriculum costs a lot, it is still welcomed by parents.

Marketing Environment Analysis of Charleedom
Hangzhou actively explores effective ways to encourage the establishment of early education institutions and promote the building of early childhood development service system with private institutions as the main channel and public services as the supplement. 
2.1 Macro-environment analysis (PEST Analysis)
With the support of relevant policies, childcare centers and parent-child centers are founded in various modes such as private, state-run, civilian-run and state-subsidized.
2.1.1 Politics
1) National policy
In the early stage, the government of China promulgated relevant laws and regulations to encourage the development of early-education industry, but the government neither set standards for early-education institutions nor did they supervise them well. In 2001, The National Program of Action for Child Development in China (2001-2010) issued by the State Council first proposed the development plan of early education for children aged 0-3 years; in 2010, The Outline of National Medium and Long-term Education Reforms and Development Program (2010-2020) has been clear about the developmental target for preschool education, requiring  attention paid to the education of infants aged 0-3 years. Laws and regulations at the national level of early education industry are shown in Table 2.1.
Table 2.1: National Laws and Regulations of Early Education Industry

	Date of Issue
	Authority
	Name
	Key Points

	2001.5.22
	the State Council
	The National Program of Action for Child Development in China (2001 -2010)


	·Develop early education for children aged 0-3

·School-age children in large and medium-sized cities and economically developed areas can receive 3-year preschool education


Continued on the next page
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	2010.7.29
	the State Council
	The Outline of National Medium and Long-term Education Reforms and Development Program (2010-2020)


	·By 2020, 1-year preschool education will be universal, 2-year preschool education will be basically universal, and 3-year preschool education will be universal in areas where conditions permit.

·Clear responsibility of government

	2013.1.6
	Ministry of Education, PRC
	Notice of the Ministry of Education on the Pilot Project of Early Education for 0-3-year-old Children
	Pilot programs for early childhood education for children aged 0-3 will be carried out in 14 regions with the goal of developing public welfare early education services.

	2019.5.9
	the State Council
	Guidance on Promoting the Development of Child Care Services for Children under 3 Years Old
	·Strengthen support and guidance for family child care by fully implementing the policy on maternity leave and supporting parents who are out of labor for their infants to return to work

·Strengthen support for community child care services by constructing standardized facilities 

·Develop child care institutions of various forms in a normative way

	2019.10.8
	National Health Commission, PRC
	Standards for the Establishment of Foster Care Institutions (for Trial Implementation)
	Fully mobilize the initiative of social forces and vigorously develop child-care services


The promulgation of national policies has provided a sufficiently favorable environment for the cultivation of early education talents, and it also indicates that in the future development of early education service projects in China, diversification and specialization will be the new focus of enterprise operation, which is a very positive signal for private education institutions like Charleedom.
2) Policy in Hangzhou
The education department of Hangzhou provides high-quality early education guidance for infant caregivers for free through lectures and other forms. As of 2017, the training rate for caregivers who take care of children aged 0-3 in Hangzhou reached 98.3%. In addition, encouraged by the two-child policy, more and more families in Hangzhou will be in need of early education, forming a larger customer group, which is good for Charleedom to have a foothold in Hangzhou.
2.1.2 Economy
...from 2012 to 2018.
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Figure 2.1: The GDP and Its Growth Rate of Hangzhou from 2012 to 2018
...

...

Education and economy are recognized as the relationship of mutually promoting and restricting. The sustained economic growth and the income growth of Hangzhou residents create a better economic environment for early education institutions, which is good for the market development of Charleedom.

2.1.3 Society
1) Demographic environment

...

At the end of 2018, the permanent population of Hangzhou was 9.806 million, an increase of 338,000, or 3.57%, compared with that at the end of 2017. The birth rate of the city from November 1, 2017 to October 31, 2018 was 11.3 ‰. With the rapid growth of population and the opening of the two-child policy, Hangzhou has now entered the ranks of cities with a population of 10 million.

Cultural environment

...

2.1.4 Technology

...
The development of computer network technology is also influencing modern people’s life all the time. Mobile phones, computers, iPads, televisions, early education machines and other electronic products are taking an important role in children's growth.

2.2 Micro-environment analysis
2.2.1 Analysis of competition in the same industry
1) Analysis on the types of competitive institutions
a) According to the types of early education services, early education institutions for infants and young children aged 0-3 can be divided into three types: child-rearing

 ...
c) According to the setting of early education curriculum, there are comprehensive early education institutions and characteristic early education institutions. The former, such as Gymboree and My Gym, offers a variety of courses and often sets course packages that include different courses. The latter, like babyArt, focuses on courses that have something special or a particular concept.
2) Analysis of main competitors

There are many early education institutions in Hangzhou, many of which are well-known international and domestic brands, with their own characteristics.

...

The foreign early education brand, represented by Gymboree, entered the Hangzhou market earlier, with systematic and professional management in both the curriculum system and brand operation. Hangzhou's local early education brands have also developed rapidly, adopting a more segmented market positioning, more flexible franchise management, and more detailed market report on the location of its branches. 
2.2.2 Competitive analysis of alternative products
Due to the booming telecommunication industry, there are many intelligent products for children’s early childhood education in the market: electronic products, children’s education Apps, intelligent toys, etc. 

...
2.2.3 Analysis of consumer’s purchase behavior
To better understand the relevant consumer’s purchase behavior in Hangzhou, questionnaires were given out. At last 411 valid questionnaires were collected.

The influence of regional environment and transportation on the purchase of early education products

    ...
Access to information about early education products
Friends and colleagues (65.7%), online information (62.5%), and recommendation from parents in the same community (23%) are the three main ways for parents to obtain information about early education. Recommendation from friends, colleagues and other parents is most reliable for parents, and since young parents’ lives are greatly affected by the Internet, many of them choose public accounts, forums and institutional review websites to find relevant information.  
Expectations for early education outcomes

Table 2.2: Parents' Expectations for Early Education Outcomes

	Parents' Expectations for Early Education Outcomes
	Percentage

	Developing Baby's Intelligence
	75.9%

	Shaping Children's Character
	84.5%

	Increasing Children's Contact with Their Peers
	72.4%

	Letting Children Be Happy
	28.4%

	Reducing the Burden of Parenting
	12.3%

	No Expectations
	1.8%


4) Factors concerned in choosing early education service

The quality of curriculum, which is the core competitiveness of early education institutions, is the most important factor for parents, accounting for 82.6%. Only by 
Table 2.3: Factors Concerned in Choosing Early Education Service

	Factors Concerned in Choosing Early Education Service
	Percentage

	Characteristic Courses
	82.6%

	Brand Awareness
	59.1%

	Location
	78.2%

	Price
	74.9%

	Additional services (e.g., parents' classroom, parent-child activities)
	73.5%


2.3 SWOT analysis of Charleedom

Through SWOT analysis of Charleedom, we can have a comprehensive understanding of the advantages and disadvantages of Charleedom’s internal capabilities and the opportunities and threats faced by external factors, so that we can make full use of advantages to eliminate or reduce the threats as far as possible. Table 2.4 shows the SWOT Analysis of Charleedom.
Table 2.4: SWOT Analysis of Charleedom

	Strengths
	Weaknesses

	A professional research and development team composed of early 
	Incomplete brand image and insufficient market influence due to its 
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	education experts to build a first-class education training system

Quality services

A quality curriculum system for each age group of 0-6 years old with different focused goals

Not only absorbing the school-running philosophy of international famous brands, but also getting closer to the thinking of early education of Hangzhou people
	late start in early education industry

Marketing management with deficiencies like no systematic marketing strategy and lack of professional marketing talent

	Opportunities
	Threats

	Expanding middle-class families in which parents are more willing to invest in their baby's early education

National policy and Hangzhou municipal government's attention to early education
	Competition from domestic and foreign well-known brands such as Gymboree and Babycare in all districts of Hangzhou

More alternative products brought about by the development of new technologies like early education Apps which meet the needs of parents for early education in more innovative ways


2.4 Theoretical basis
In the research process of this report, marketing theories and preschool education theories are prevalent. As for marketing theories, market segmentation, marketing strategy mix, and social marketing are adopted. Preschool education theory is used in the detailed setting of education courses and services and the specific formulation of social marketing programs.

Market segmentation

Market segmentation refers to the market classification process in which a marketer divides the market of a certain product into several consumer groups based on difference in consumer needs and desires, purchasing behaviors, and purchasing habits through market research. For the preschool education industry, market segmentation is crucial, which is conducive to selecting target markets and formulating marketing strategies.

Marketing strategy mix and social marketing

In order to understand the needs and desires of consumers better, enterprises urgently need two-way information communication with consumers. In 1990, Professor Robert Lauterborn proposed the 4Cs theory, namely Customer, Cost, Convenience and Communication. This theory is aimed at product strategies, and it should be more concerned about customer needs and desires. 

The concept of social marketing was put forward by Gerald Zellman and Philip Kotler in 1971, and it prompted people to apply marketing to environmental protection, business planning, and improved marketing. These concepts require companies to consider not only consumer needs and company goals, but also the long-term interests of consumers and society when making decisions.

Montessori Education Method

The Montessori education method is an educational method developed by the Italian psychologist and educator Maria Montessori. The Montessori education method is basically a human development model and an education method based on the model. The Montessori education law calls for three activities within a “prepared environment”, which means that education at different stages is tailored to the fundamental characteristics of humanity and the specific characteristics of children. The function of this educational law is to allow children to develop independent abilities thoroughly according to their natural psychological instructions.

Rudolf Education Method

The Rudolf Education Method is a humanized educational method, which is based on a philosophy of education philosophy of the Austrian philosopher Rudolf Steiner who founded anthroposophy. It emphasizes that early education focuses on time and manual activities and provides an environment conducive to innovative play. This educational model moderately emphasizes the importance of imagination in the learning process, and integrates values in academic, practical, and artistic pursuits.

STP Analysis of Charleedom

3.1 Segmentation
The early education customer group covers 0-6 years old infants and parents. According to the different needs of customers, the entire market can be divided into thousands of different market segments, which will help companies analyze and tap new market opportunities as well as providing a basis for formulating marketing strategies.

...

3.2 Targeting
Using the market selection strategy model for in-depth analysis, Charleedom chose two market models: market specialization(M) and product specialization(P), which is shown in Table 3.1.
Table 3.1: Charleedom Market Selection Strategy Model

	
	P1
	P2
	P3

	M1
	Basic care
	Physical skill development
	Parent-child interaction

	M2
	Half day-care
	Art interest training
	Parent-child interaction

	M3
	Half/full day-care
	Art interest training
	Parent-child interaction



Having improved an independent knowledge system for infants and young children aged 0-6, Charleedom extends the target market from the age of 18 months to 6 years old children to 0-6 years old now. The company will start to create a sub-brand 0-17 months baby care center to strengthen the undertaking of infant care and preschool education.

    ...
3.3 Positioning
By analyzing service payers and users and combining development strategies and its own resources, Charleedom further made its target positioning:...
Creative Marketing Plan of Charleedom 

4.1 Central development strategy implementation ideas

Strategic positioning: Charleedom is committed to helping children aged 0 to 6 develop physical, emotional, cognitive, creative, imaginative, verbal and social skills. The unique curriculum not only promotes children’s potential development, but also cultivates their self-esteem and self-confidence.

Strategy implementation: by understanding market conditions, market potential and consumer preferences through market report, Charleedom selected sales channels based on market conditions to formulate development and promotion programs. For market development, we must implement to specific teams. The customer base of early education institutions is different from other customers, so special attention should be paid to characteristics in terms of channel selection.

4.2 Efficient market development team

When designing the team, early education centers should consider the specificity of the early education industry and the coordination and complementarity of the team. Each member of the team must have the ability to analyze and solve problems as well as communication skills.

The members of the team must be aware of the market positioning, market development goals, and market development implementation plans of early education center. Team members, who have advantages and disadvantages and work preferences, think differently about basic values. 

4.3 Featured course products

4.3.1 Course guidance

Early education centers should seize the critical periods of brain growth and development of children aged 0-6, and use these critical periods to develop children’s potential, including intelligence, physical fitness, and personality abilities; early education should pay attention to achieving universal improvement of the potential fetal quality and the basic quality of infants and young children. With the purpose of promoting the child’s all-round development, the early education curriculum is supposed to span the recent development zone so that the child’s potential can be developed.

4.3.2 Course setting content

The center should cultivate children’s interest in all aspects. In addition to literacy, computing, English, technology and other courses, there are also talent courses, such as painting, calligraphy, music, dance, handicrafts, etc. Through the process of class, we should stimulate children’s interests and discover potential talents because interest and enthusiasm are magic power. When a kid’s interest is stimulated, amazing diligence and perseverance will occur. Therefore, the purpose of early education is to discover the potential of young children and cultivate their hobbies and passions.

4.3.3 Course features

1) Do not waste children’s intelligence. Seize the critical period of children’s intellectual development, and consciously give the right enlightenment and education without losing the opportunity, instead of letting nature develop.

2) Cultivate thinking ability and satisfy children’s curiosity. Let them learn to think and answer questions.

3) Exercise memory. Teach children to literate, memorize ancient poems, check numbers, learn English, and consciously train children’s memory.

4) Gradually increase observation. Sometimes it is intentional to do small things that violate the rules and let the child correct the mistakes by themselves.

4.4 Promotion strategy

4.4.1 Price strategy

A well-thought-out price strategy is suitable for brand recognition and parental reputation. Compared with competitors in the mid-to-high-end market, the current price of Charleedom is relatively reasonable, with a great investment in curriculum development and channel expansion, so the net profit is slightly lower than its competitors.

According to Charleedom’s new strategic goals and development plan, it is recommended that the price of the main product be adjusted to: 7,000 yuan / month for full-day school and 5,000 yuan / month for half-day school. Some slight adjustments on that standard are allowed for different locations and regions. Charleedom has launched a new boutique specialty course for parents to choose for young children. The fee is 8 lessons per semester, for a total of 10,650 yuan. Due to the different costs of different subject courses, there can be a price fluctuation of 100 yuan. The price positioning of weekend themed courses continues to be on par with competitors, maintaining its role as a marketing tool.

The new baby care center is priced similarly to its competitors. Considering the value of the brand, the price is set at 5,000 yuan per month for hosting. The prices of online products and services strive to remain competitive, so the company will launch free products in a timely manner in order to gather popularity and attract potential customers, which can quickly seize the online preschool education market in Hangzhou, and strive to make it an online platform for preschool education.

4.4.2 APP new media operations

Charleedom considers “APP marketing” as the main method, and through the traditional marketing promotion methods complementary to it, it aims to strengthen the online and offline interactive relationship to gather popularity for online platforms.

The development of children’s education application software is the most important manifestation of education informatization in the preschool market. To be more precise, the APP is one of the most powerful tools for marketing to mobile clients. Channels, the greater value of APP, provide a platform to quickly build a brand and reach a wide range of users.

...

With the growth of APP users and the improvement of their functions, APP will gradually be opened to high-quality suppliers to provide more abundant goods and services. For example, before a child’s birthday, parents do not have to order cakes, buy gifts, or find a celebration plan. They can use their mobile phones to order on the APP with one click and complete payment. Charleedom will integrate offline resources and develop online to achieve a perfect connection between online and offline. Charleedom will also consider developing a variety of early learning apps that assist learning, and provide them to preschool children inside and outside the school, thereby expanding brand awareness and influence. As a marketing promotion, APP-based promotion must still be combined with traditional marketing promotion.
4.4.3 WeChat marketing

The traditional early education industry is mainly based on the service model of offline physical centers, which will inevitably bring inadequate service time and service space. Therefore, services must be provided within business hours, and parents must bring their children to early education institutions in order to enjoy the services, which is obviously difficult to meet the increasing demands of consumers.

System Ads in WeChat Moments
With the widespread use of smartphones and WeChat, people are constantly watching all kinds of information. Therefore, WeChat’s Moments can be used to promote and release related videos and pictures to attract the attention of parents and children, making full use of the retweet effect of WeChat’s Moments for promotion and advertising. Charleedom can also promote the service and product by placing ads in WeChat Moments. 

...
WeChat Mini Programs
At the same time, WeChat Mini Programs provide a new chance to add some micro activities and microgames, creating marketing activities through templates, and engaging in bargaining activities to increase visibility. Bargaining activities also stimulate consumers’ enthusiasm for low-cost consumption and achieve rapid fission. In this way, a large number of precise users will be accumulated in a short period of time, and customers therefore are attracted through discounts and coupons, and later precise marketing will be conducted. In Table 4.1, here are three examples of WeChat Mini Programs marketing activities:

Table 4.1: WeChat Mini Programs Marketing Activities

	
	Activity 1
	Activity 2
	Activity 3

	Template name
	1212 Limited-Time Carnival Rush
	Nationwide Bargain
	Looking for the Luckiest One

	Game form
	After entering the game, first select the products you need to snap up, then click “Buy Now” to follow the activity prompts, then forward friends to help.  

 
	1. Click “Help to Collect” on the homepage of the game to help friends

2. Click “I want to participate” to sign up for the game yourself
	1. Enter the game, click “Receive Raffle Code” and fill in the registration information to participate in this event.


Continued on the next page
Continued
	
	When the help friends reach the specified number, complete the payment online to successfully snap up the goods
	3. Click on your homepage to bargain
	2. Each person receives one participation prize and one lottery code after registration.

3. Invite friends to help get extra draw codes.

	Marketing purpose
	Stimulate consumers’ desire through limited-time buying
	Get promotion through bargaining
	Use people’s curiosity to increase user registrations

	Fun points
	Limited time snapping and friends help
	Friends help bargain and complete assigned tasks
	Lottery

	Final rewards
	After the successful purchase, the user can receive the experience lesson once with the payment voucher.
	10 lessons of 888 yuan spring course
	998 yuan experience class gift package


On the content, parental surveys can be conducted through online questionnaires in WeChat, and then early education center publicizes them through WeChat Mini Programs and other media. Through smartphones and WeChat, parents and children will meet the requirements of “learning whenever you want”, and only a mobile portable device is needed to “see where you want to see it”. In addition, the content satisfies the choice, which will surely achieve marketing success by highlighting the dominant position of children and parents.

4.4.4 Weibo(microblog) marketing

The Internet has infiltrated into every aspect of the development of the early education center at an extremely rapid development rate, and the development of online marketing channels is an inevitable trend. Weibo marketing uses Weibo as a marketing platform, and every fan is a potential marketing object. 

Posts by official Weibo account
Charleedom can update its Weibo to disseminate corporate information and product information to netizens, and establish a good corporate image and product image. Online courses may be launched on Weibo channels, highlighting the institution’s curriculum advantages and meeting the needs of parents who can enjoy high-quality childcare knowledge without leaving the house. Besides, by updating the content every day or posting topics that everyone is interested in, the communication among early education center and fans can be achieved.

Purchasing Weibo promotion
Charleedom can purchase Weibo promotion. By selecting the target population and geographical scope, Weibo backstage will promote certain information to users or potential users who follow the relevant Weibo bloggers, so that they will directly determine their Weibo posted to these people’s homepage. Furthermore, because the area can be limited to a very small coverage, it is very economical and convenient for a small company that operates in a small region and does not involve transregional and multinational, such as Charleedom, a Hangzhou-based company.

...
VLOG promotion
The company takes VLOG to record the baby’s learning life and attract consumers with more popular and novel short video methods. Through the novel form of VLOG, the early education center can record the colorful school life of the children, including class, meals, educational entertainment and so on. After the popularity in the later period, parents are invited to record the home life of their children through VLOG, which are valuable materials of the early education center and can be collected as the advertisement. This form of records is not only the precious memories of parents and babies, but also a good promotional video for further development of early education institutions. 

By utilizing the powerful information dissemination capabilities and effects of the Internet, the convenience, real-time and mobility of mobile phones and terminals, and promotion of marketing courses through Weibo—a real-time online marketing tool, early education centers can achieve large-scale coverage of publicity information.

4.4.5 Social image marketing

Charleedom will set up an early education fund to focus on social inequality and helping children from low-income families.

China, like many other countries, has a wide gap between the rich and the poor to some extent. But as long as we are willing to make efforts in early education, early education centers and kindergartens can become a haven for these vulnerable children. Children will spend 8 to 10 hours in early education center or kindergarten every day, thus they can be provided with a good environment to form good habits.

Charleedom can use its own advantages to provide guidance and training for inefficient public welfare and non-profit preschool institutions, as well as assisting them in restructuring their operations and helping train teachers, which allows teachers to focus on teaching and provides better preschool education services for disadvantaged children.

...

4.5 Core competitiveness of the brand 

4.5.1 Service quality

From the perspective of service marketing, purchasing is just the beginning of sales. Enterprises should not only care about whether the product is successfully sold, but also the feelings of children and parents when they enjoy the entire service. For companies, only if consumers have a feeling of being respected and self-fulfilling can they bring loyalty to the company.

We must not only study current customer satisfaction, but also strive to explore those unmet customer needs and preferences to improve service. Companies should continually improve the quality of their services by selecting, training, and empowering employees to make them customer-centric. Loyal customers want to maintain closer relationships. This kind of relationship is based on the premise of respecting loyal customers.

4.5.2 Teacher management

The company should consider teacher management on the overall development strategy to make the teacher management model more scientific. To further improve the management model, the company should organically integrate all aspects of selection, training, assessment, and evaluation, give full play to the effective role of each link, and use the results of teacher assessment as the basis for training, selection and appointment.

4.6 Risk response


As an emerging market, the early education industry inevitably has unpredictable risks. The following is several potential risks that are generally concerned by industry insiders. 

Policy risk 

So far, domestic education or other departments have not clearly divided the early education industry attribution. At present, most early education institutions in the society are registered in the industrial and commercial department, not registered in the Education Commission. Therefore, for the Education Commission, there is no power to supervise the teaching content of early education.

The maturity of early education market is still unknown.

The maturity of the early education market does not depend on the total number of target groups, but the acceptance of the concept of the early education market. The education market is inherently slow-growing, so investment in the field of early education must be psychologically prepared for a protracted war.

Lack of early teachers.

At present, there is no domestic university that has a specialty for early education training for children aged 0-3. In other words, it is not possible to provide early education talents with formal training as abroad. It is essential to train skilled practitioners in a short time to ensure the quality of teaching.

Conclusion

Based on Charleedom, this report explores the integrated marketing and promotion model used in the changing external environment and its own development, and strives to propose adaptive enterprises from the internal and external environment analysis, including service market positioning and prices, channels, and promotions. Through the analysis in this report, it is concluded that creating a business model where the main offline business and online products are complementary. Based on an in-depth investigation of Charleedom products, this report opens up the undertaking links of infant care and early childhood education, as well as developing a series of product portfolios and online products, which is helpful in forming offline and online interaction modes of resources such as teachers, teaching materials, and customers with the aim to become the full value owner of early education in Hangzhou.

The innovation of this report lies in the implementation of the promotion plan of “APP marketing and social marketing as a main chain, supplemented by traditional marketing”. WeChat and Weibo marketing are proposed based on the Internet background. Charleedom’s current marketing methods are relatively traditional, and the company’s existing and future parent customers are showing a younger trend. Through in-depth analysis of customers, this report proposes to build a new channel through APPs, which can enrich the promotion methods and content, and establish a rapid brand building.

Under the impact of electronic technology and the Internet, corporate marketing faces many challenges. When people change from the general public to the world’s netizens, and when customers’ Internet usage habits change from PC to mobile phones, corporate marketing will inevitably make corresponding adjustments based on user habits. The success or failure of a company directly depends on whether it can change with the market or not. Therefore, the company must pay close attention to the characteristics and needs of customers in the new period, and further analyze the promotion effect and specific influencing factors of the enrollment number after the implementation of online marketing strategies, so that Charleedom can fully implement marketing strategies and achieve the best results. 
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Appendix

杭州橙乐营早教公司市场消费者调查问卷

尊敬的家长:

您好！本次调查主要想了解杭州橙乐营早教公司客户需求的一些基本情况，每道题目都没有确定的评判标准，只希望通过问卷调查的方法能够了解每一个客户的真实想法与意见。我们会对您做出的回答严守保密准则。以下的十二道问题只能选择一项作为您的答案，请您根据您的实际情况认真填写，谢谢您对我们工作的支持，感谢您的真诚合作！（请您在您选择的选项后面的括号里打对勾）
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Preschool Education





Early Education Center





· Initial Stage


The first RYB education center was established in Beijing, opening the way of China's early education industry





· Rapid Development Stage


Early education centers were springing up





· Perfect Competition Stage


In 2003, Gymboree entered China, and various early education brands seized the Chinese market





· Scale Development Stage


The early education industry began to develop on a large scale and gradually entered the stage of healthy development
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