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On marketing strategy based on the Certified Public Accountant’ s service

WANG Wenrqing

(School of Business, Wuhan University, Wuhan 430071, China)

Abstract: The service of the CPA is an important system of market economy which guarantees the information

exoteric and candid in the economy action. As a professional service, it follows the normal marketing rules in

service industry. Meanwhile, the CPA’ s service has its own characteristics, such as reappearenceness, contract

particular, high-risk, participation variance and marketing limit. To sum up, in the CPA s service marketing,

China is in want of both theory and practical experience, because of CPA industry s history, market character

and consumers quality. Based on the analyses of CPA’ s service, the author puts forward his marketing strategy:

to establish overall service quality standard, and to implement CRM and differentiation.

Key words: Certified Public Accountant; CPA professional service; service marketing; marketing strategy



