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Abstract :

This study is a case study of the ‘enrollment strategy in the
increasingly narrow and highly competitive recruitment industry in the
enrollment market. It i1s «different= from “thew general enrollment
strategy of the traditional cram school. Through.its special selection
of customer strategies .and structural links, the effect of enhancing
brand equity is achieved.

The general marketing -strategy ' regards the brand equity from the
relationship with-the consumer, and the brand trust«is the basis of
the brand equity. Therefore, depending on the consumer s ideas and
needs, 'the main“strategic direction of the enterprise marketing, and
in this case, take the A cram schoolas-an example. . Explain in advance
the selection of “a group of people who have already accepted the
brand’ s beliefs, through the operation of business strategies, to
generate a higher sense of trust.and satisfaction, so as to achieve a
good structural link and enhance-brand rights: Specifically, the brand
trust that the customer has chosen is embedded in the network of brand
equity. It is known that pre-selecting customers with common beliefs
are a good way to improve customer loyalty and trust and help to

achieve brand equity.

Key words: selection of customer ~ brand trust ~ structural bonds ~

brand equity
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