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Abstract: In the context of economic globalization, with the rapid development of the Internet, the
competition among enterprises is becoming increasingly fierce. Enterprises are facing the
competition of local enterprises, but also facing foreign capital, and the increasingly changing needs
of people also make enterprises face many challenges. Based on the theory of customer delivered
value, this paper puts forward some suggestions and suggestions for small and medium-sized
enterprises to win the favor of customers, strive to develop in competition and win a place.
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