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Amalgamation of Service Brand Value n Higher Education :

aM ar keting Per oective
L IU Jing-yan,L | Yu-hong
(School of Econamics and M anagament, Shijiazhuang Railway Ingtitute, Shijiazhuang 050043, China)

Absdtract: College, faculty and students, which actualize the higher education service brand by value a-
malganation, are the golden value triangle of service brand in higher education A useful gpproach o mple-

ment value analganation of college and students is srvicemarketing, Intemnal marketing isan instrunent o a-

chieve the value analgamation of college and faculty; The realization of value analgamation betveen faculty

and students ismainly by dint of interactive marketing, The sticking point of value analgamation of higher ed-

ucation service brand is to design service value chain
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