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Abstract. The outbreak of COVID-19 in 2019 has had a profound impact on the overseas education 
industry, resulting in widespread enterprise self-protection measures such as layoffs, institutional 
restructuring, marketing strategy adjustments, downsizing and even bankruptcy. Numerous enterprises have 
proactively adjusted their marketing strategies through rapid and differentiated management methods to 
navigate and thrive during the epidemic. This paper primarily investigates the differentiated market strategy 
of the overseas study industry, analyzes the significance of differentiated management for overseas study 
enterprises, discusses the perspective of differentiation in formulating market strategies within the overseas 
study industry, and proposes specific countermeasures with an aim to provide impetus for the development 
of large, medium-sized, small, and micro-scale overseas study enterprises in this sector. 

1. Introduction 

The book "Management Practice" by Peter F. Drucker 
emphasizes that marketing and innovation are the two 
fundamental functions of any enterprise. Acer's founder, 
Shi Zhenrong, introduced the concept of the 'Smiling 
Curve' [1], suggesting that enterprises engaged in 
manufacturing operations tend to generate relatively 
decreased value creation. The utmost potential for value 
enhancement lies at both ends of the Smiling Curve, 
namely innovation and marketing. The international 
education sector serves as the "middleman" for 
facilitating overseas study policies and services across 
various nations. The pivotal role of marketing in 
enhancing the growth of added value for educational 
institutions engaged in international education cannot be 
overstated. The intense rivalry among large, medium, 
small, and micro enterprises has resulted in significant 
product and price homogenization, leading to frequent 
price wars. Therefore, in the intensely competitive 
market landscape, enterprises are faced with the pressing 
challenge of establishing a unique brand positioning. 
Consequently, differentiation has become a crucial 
aspect to address and overcome in order to succeed in 
this demanding environment. The concept of 
differentiation implies an organization's resolute 
dedication to securing a distinct position in a particular 
aspect that holds substantial value for consumers within 
the industry.  
 
 

2. The economic underpinnings, 
implications, and advantages of 
differentiation 

Companies that create a competitive advantage on the 
basis of differences can offer more revenue B than a 
competitor's product at the same or higher cost C. 
Differentiers can provide more consumer surplus than 
competitors while setting a higher profit margin [2]. 

As participants in economic activities that pursue 
profit as the fundamental value of enterprises, it is 
crucial to maintain a competitive advantage in the 
saturated market and accurately identify customers' real 
needs. This ensures that products and services can 
succeed and generate excess profits, which serves as the 
fundamental starting point for enterprise activities and an 
urgent problem to be addressed. The concept of target 
market strategy (STP) encompasses three fundamental 
elements: market segmentation (S), target market 
selection (T), and market positioning (P). The specific 
steps are shown in Table 1. 

Table 1. Implementation step of the STP theory [3] 

Market 
Segmentation 

Determine the method of market 
segmentation. Analyze and summarize 
the characteristics of market segments 

Targeting 
Evaluation of market segments. Choose 
the most appropriate market as your 
target market 

Position 
Positioning enterprises for the target 
market. Develop a marketing strategy and 
implement market positioning 

There are four reasons for opting for the 
differentiation strategy: 1) creating distinctive product 
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characteristics to stimulate consumers' desire for 
consumption; 2) enhancing product positioning, pricing, 
establishing brand advantages, and achieving profit 
growth; 3) reducing consumers' willingness to pay for 
uniqueness; 4) minimizing product substitutability and 
providing robust support for enterprises in capturing 
market segments.  

3. Case study on the implementation of 
a differentiation strategy [4] 

This study integrates the STP and SWOT frameworks to 
explore the application of differentiation strategies in 
enterprises of varying scales, encompassing typical 
differentiated market cases of large, small, medium, and 
micro overseas study enterprises [5]. 
 
 
 
 
 

3.1. Case analysis of New Oriental Future 
Overseas Study  

According to the STP theory, New Oriental's market 
positioning is primarily focused on the mid-range 
segment of study abroad [6]. In line with this strategic 
positioning, all branches and services of New Oriental 
predominantly offer prices within the mid-range 
spectrum to effectively cater to the needs of a wide range 
of consumers. The primary marketing approach focuses 
on generating online website traffic through 
telemarketing efforts, alongside offline activities like 
large-scale education expos, campus lectures, and 
intimate tea gatherings in commercial areas. The 
organization boasts dedicated departments for the United 
States, the United Kingdom & Hong Kong, Europe & 
Asia, and Malaysia. Students can choose from a diverse 
range of study abroad services including early childhood 
education programs, high school programs, 
undergraduate foundation courses, bachelor's degree 
programs at various levels (undergraduate or 
postgraduate), master's degree preparation courses, 
doctoral programs visiting scholar opportunities summer 
camps portfolio development assistance, and research 
projects. The specific steps are shown in Table 2. 

 
Table 2. Analysis of the future market situation 

Advantages:  
1.Enhanced brand awareness. 
2. Dominant market share. 3.Competitive pricing. 
4.Abundant financial resources, strategic 
geographical location, and convenient 
transportation infrastructure.  
5. Extensive and diverse product portfolio. 
6. Rich pool of international educational 
institutions and faculty resources. 

Disadvantages: 
1.The traffic data of new media platforms (e.g., 
Tiktok, Wotobuy, and Bilibili) is limited. 
2. Numerous existing and potential competitors are 
present in the market.s 

Opportunities: 
1. The national policies support. 
2. Support is provided to introduce excellent 
educational resources from foreign universities 
into domestic institutions. 
3. Collaboration between Chinese and foreign 
institutions in running schools is encouraged and 
supported. 

Challenges:  
1. Pricing lacks flexibility. 
2. The high-end boutique study abroad market 
needs to enhance its reputation and recognition.  
3. Having too many clients leads to standardized 
document templates. 
4. No involvement in Sino-foreign cooperative 
projects at present. 
5. Limited diversity in downstream partners' 
channels, inflexible commission regulations result 
in weak attractiveness for downstream channel 
partners. 

3.2. Case analysis of MEISHI 

The Beijing Meishi United International Education 
Consulting Co., Ltd. is a comprehensive industry chain 
service provider in China, specializing in delivering 
all-inclusive international education services to affluent 
elite families. According to the STP theory analysis, 
Meishi Education positions itself in the high-end market 
and focuses on providing high-end services across 
various sectors. Due to its upscale positioning and strong 

overseas faculty resources, it has gained favor from 
investors. Mishi's marketing strategy is based on a 
business cooperation model that integrates study abroad, 
insurance, and private banking. At the same time, 
Mercer also sells mid-range price products through 
third-party partners, even lower than those of New 
Oriental and other platforms, but the sales only 
accounted for 7.2%. The specific steps are shown in 
Table 3. 
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Table 3. Analysis of the future market situation 
Advantages:  
1. Mature business channels 
(study-abroad-insurance-banking). 
2. Strong foundation. 
3.Excellent American teaching staff. 
4. High level of services for younger students 
studying abroad. 
5.Well-established pricing system for products. 

Disadvantages:  
1. Low brand awareness.  
2. High prices. 

Opportunities: 
same as 3.1-1 

Challenges: 
1. The official website and cooperative channels 
exhibit a limited level of customer inclination 
towards live streaming.  
2. There is a lack of sufficient data on new media 
drainage.  
3. Expanding the market for mid-to-low-end price 
range products. 

 

3.3. Case analysis of edupath Overseas Study 
firm 

Edupath Study Abroad specializes in assisting students 
with applications to prestigious universities in the UK. 
Their unique selling points include personalized essay 
editing and interview coaching provided by both 
domestic and international mentors. According to the 
STP theory, English Road is positioned as a high-end 
study abroad brand in the UK. Being a regional small 
enterprise, its market strategy focuses on university 

cooperation. It has established deep partnerships with 
Sias College (the most expensive private second-tier 
college in Zhengzhou) and the International Education 
College of Industrial University. The main marketing 
methods include conducting IELTS training lectures and 
study abroad seminars on campuses while implementing 
a business cooperation model. Additionally, strategic 
collaborations have been formed with numerous 
third-party organizations to attract stable channel 
partners through commission rates higher than the 
market average. The specific steps are shown in Table 4. 

 
Table 4. Analysis of British market 

Advantages: 
1. University cooperation mode and 
channel expansion mode 
2. boss and employees graduated 
from world famous universities 

Disadvantages:  
low brand awareness 

Opportunities: 
same as 3.1-1 

Challenge:  
1. Poor retention data on the official 
network line 
2. Failure to explore the new media 
market 

 

4. Implementing differentiated market 
strategies in international enterprises 

4.1. Pay attention to the guidance of national 
policies 

Companies should consistently monitor and adapt to the 
evolving landscape of international and domestic study 
abroad policies, ensuring their knowledge is up-to-date 
and promptly launching innovative products. The 
dynamic nature of national policies can create lucrative 
market opportunities. Conversely, policy adjustments 
may also pose challenges to an industry's growth 
trajectory. 

4.2. Focus on the development of new 
information science and technology 

Enterprises should also always update the latest 
development of information technology. For example, 

the emergence of ChatGPT can greatly improve the 
efficiency of copywriting, and timely introduction of 
ChatGPT can save labor costs and provide better 
services for customers. TikTok, Xiaohongshu, BLIBLI 
and other new media popularization, so that more people 
know about studying abroad [7]. If overseas study 
start-ups can seize this opportunity and create a complete 
set of models, they can also stand out in the fierce 
competition. 

4.3. Find the right market positioning of 
enterprises 

If large enterprises wish to preserve their competitive 
edge, they must augment their brand influence and 
secure customer loyalty. They should also refine their 
products and services, endeavoring for each offering to 
possess a unique positioning and appeal. Small and 
medium-sized enterprises should thoroughly 
comprehend the market, become acquainted with the 
primary products of large brands, and avoid direct 
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competition with robust products that could escalate 
costs without yielding fruitful outcomes. Instead, they 
should prioritize meticulous market segmentation and 
leverage their inherent advantages to establish a distinct 
brand within a specific market segment.  

4.4. Focus on building corporate and personal 
brands 

Both enterprises and individuals, after identifying the 
appropriate market positioning, strive to develop a 
unique brand identity by establishing a robust reputation, 
offering competitive pricing, and maintaining 
high-quality products. This approach cultivates customer 
loyalty and fosters brand influence, ultimately 

4.5. Focus on the feedback effect of market 
differentiation 

Improving the application effect of differentiated 
management in enterprise management cannot be 
separated from user feedback. To analyze whether the 
products and services can achieve the desired effect in 
the market, to collect user feedback and scientific 
analysis, summarizes the problems, according to the 
feedback to deepen reform of production and sales, grasp 
the value of the products and services in the market, 
combined with the demand of consumers, innovative 
service concept, with differentiation management to 
indicate the direction of the future development of the 
enterprise. 

5. Conclusion 

User feedback is indispensable to enhance the 
effectiveness of differentiated management in enterprise 
management. In order to analyze whether a company's 
products and services can achieve expected results in the 
market, it is necessary to collect user feedback, conduct 
scientific analysis, summarize identified issues, and 
based on this feedback, deepen reforms in production 
and sales. By understanding the value of products and 
services in the market and aligning them with consumer 
needs, innovative service concepts are developed to 
guide future development directions for enterprises 
through differentiated management. 
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