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Abstract

In the first two decades of the 21st century, China's economic structure has
transitioned towards high-quality development, allowing the service sector to gain
more expansive room for growth. The vocational education and training industry,
focusing on vocational qualification certification training and corporate
management training, is thriving. Services such as project management, human
resource management, and customized internal training for enterprises are
attracting increasing attention, bringing vast development opportunities to the

industry. With the homogenization of service products, the convergence of
operational models, and the continuous rise in marketing costs, industry

competition is becoming increasingly intense. Therefore, acquiring new clients
has become a key focus for all training institutions, while recommendations from
existing clients have become a relatively "shortcut." While research in the
marketing field has been extensive in areas such as product pricing, media
marketing, and customer relationship maintenance, the operational mechanism of
the process from initial service enjoyment, to willingness to recommend, and
ultimately to actual recommendation behavior is not entirely clear. Taking the
PMP training of Changeway Project Management as an example, this study
focuses on the research of the influencing mechanism of customer
recommendation willingness in vocational certification training.

Based on the Social Exchange Theory and Motivation Theory, this study
revolves around five variable factors: independent variable PMP teaching service
standardization, dependent variable customer recommendation intention,
mediating variables customer internal identity perception and customer
satisfaction, and moderating variable organizational reward regulation. A research
model is designed on the basis of existing studies. Through confirmatory factor
analysis and common method bias test, it verifies that the key variables studied in
this article have good discriminant validity, and the common method bias in the
data of this study is within an acceptable range. By designing questionnaires,
conducting surveys to collect sample data, and then analyzing the relevance of
valid data, the study uses hierarchical regression analysis to test the research
hypotheses, in order to examine the relationships among the variables influencing

customer recommendation intention.
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The results show that customers' internal self-perception has different effects
on different forms of recommendation behaviors, but customer satisfaction
simultaneously affects online and oftfline recommendation behaviors. External
motivation, namely organizational incentives, can increase customer's willingness
to recommend. The customer satisfaction resulting from standardized teaching
services and the perceived internal identity of the customer can also increase the
customer's willingness to recommend to a certain extent. However, organizational
incentives weaken the relationship between standardized teaching services and
willingness to recommend, and also weaken the effect of customer's perceived
internal identity on the willingness to recommend. Therefore, external
organizational incentive factors can enhance the customer's willingness to
recommend to a certain extent, and to some degree, will increase organizational
incentive factors, i.e., the role of internal motivation will be weakened by external
motivation in the process of customer's recommendation intention. This is a major
innovation in this study based on motivation theory.

The research findings verify the relationships among the variable factors
influencing customer willingness to recommend in vocational certification
training, supporting the importance of word-of-mouth marketing in vocational
certification training. Standardized teaching services influence customers' online
and offline recommendation intentions and behaviors through customer
satisfaction and customers' internal self-perception. The external organizational
rewards perceived by customers play a positive role in their willingness to
recommend. However, what is practically significant for corporate word-of-mouth
marketing is that there are several other factors that moderate and influence

customers' online recommendation intentions and behaviors.

Key Words: Standardized teaching services, Customer satisfaction, Perceived
internal identity, Organizational rewards, Willingness to recommend / Word of

mouth

v



|

BEONEN LR S B SRR — BUk, AR R OSCHR AR
2, WERPIASCRE B, WSS LB R . RS, KX
Ao WA FIFRoR AR . BB LN EITA RS HAEEA R

-3 G e S TR o2 PN 2 ) U P P IS DN
Bk R, BONWALEATI T R RS AR RS TRAE WAL RO
RIET, AR A 5 DS 2. A S a2, T
5 BMAMAE IR S 7 T A vk B AT, B AT B B R A B B A SR
AR E, SRR PRS2 M S 3t B el BN & .

HR EIEHE B RSB AT U BT SR L AR BB R e an et R
Jo iy SC PR 5 BACBIEAS B 7 [R)22 (R K 0ty SRR A G )t B
o, FREEABIMAM A BEE SRy, BRI AN R PRET R SCAH B (R S0 T R
—BUFH S AR

PR BRSO NE ELE B 1) S AL Z AR 5, AR BRI 5 19N
FEMRFA RS, MadEdE. B, BRENFE. ). Fnik
i, BE ZRAGEAE S NHELUSRE L A L RR ML R R AN
TR HIRE R B o

EE RN RN BERNACEE, #55 &1, (FRT L, BEUAK,
i S (R S RE R 7 8 NS — AR IR . AESREHIERE |, RGN,
—HHE RO BV, BREIE RSB, SEIEE. MEERNZ T, &
SR At AR B RS SR TE B AR TIE SR, S5 MR 7S

B A% B RRENE R 2 7 BN A . 7RI X =R e G R, AT
R EA, WGBSR, HRFRRABEAE, 25 A7 B E R, 2%
JRRK I B BRI Rp Y], A RS DIAFIG 12l I8 RIS AS TR s SC AT FL RE S AT
fEERES, AR, A mblEM . i B3PS REEE —
LB HTRIAT, AT ARGROSCIIBE FERCE AR 28, ISR P IR i, Rt
A ONIE

7K IEHE,  PRHE[F4T !

vi



B B i
AD S aCT « v ettt 111
Qualifying Panel and Examination Panel .......................... \%
B B vi
5 iX
Sl = > S iX
B A B 1
L L T o 1

L 2 W R R e 3

S e S 1 L A S 4
LA E B TS o e et e e e 6
LA TR H I 6
R Ly = - S 6

L S R o T o e 7

L 6 B TV B R T R AT . 9
LT WM R B A R 22 . 10

L 8 BB B 12
R PR ER IR . 14
2. BB 14

2 L L A AR . 14

2. L. BB R . 21

2. 2 BRI 23
2.2.1 FREEREMEAL 23

2. 2. B T 27

2.2.3 BEMINEING RSN . ..o 30

2.2.4 AMERAHARAEEN . 32

B R A BRI 35
3. L R 35

3. 2 Bt 35
3.3 MBI BT FAEER e 36
3.3.1 PMP RIS EMELR PHEE BB ERUE ... 36

3.3.2 B NIBAN MBI RUE . ..o 43

3.3.3 BEIMEENMANRUE . ... 48

3.3. 4 BANSMEAHARSE ISR R 57
EPUE BT BT At . 59
4ol T TV e 59
4.1.1 AR B . 59

4.1.2 MIRBEAGEIEWE ... 60

4.2 BT G a A 63

vii



4.2. 1 WuEtER 7ot S FEDAEMZERS: .. 63

4.2.2 HHRME T o 65

4,23 BRI . 69
4.3 B A T 73
BT BN e 75
T 1 = 75
5. 2 B T AN e 78
5.3 R 79
5.4 BEEHUR/EHRUR 80
o ' W 88
% R 105
R T N R, . 113

viii



&l H %

LG IRTEEARIE . ....oovoe ettt 11
[ 2 HE BT oo 36
[ 3. A B HE B NPS FEAE oo 51
] 4. 3RS B AT B AT IE] oo 52
[ SN TTBEETARFEII MG ..o 62
7] Ga. At AR Y BRI ASARI oo 69
7] 6b. £ A AR I BLEE AR I oo 70
* Hex

T LIBHEATE N BRI St 38
e 2IFMETE I3 AT TEE I oo 40
K 3B E B RS T AT FE I Moo 40
AR A TR oo 41
S = N Ny OO 62
T OB NE DTN T oo s 64
T SBBURE A RIAA BRI oo 65
R T GilL. e k- 78

X



