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Abstract. With the deep integration of finance and technology, financial inno-
vations continue to emerge, enriching financial products, and financial enter-
prises have put forward higher requirements for the job competencies and over-
all qualities of marketing personnel. Therefore, the reform of the "Financial
Service Marketing" curriculum is imperative. This paper utilizes Python crawl-
ing technology to collect 3,384 job postings for financial marketing positions
from Zhaopin.com, analyzing the geographical distribution, work experience,
and educational requirements. By extracting keywords related to job competen-
cies, it clarifies the demand for abilities. Based on these findings, the teaching
content is reconstructed. During the teaching process, relying on the Youmooc
teaching platform, a blended online and offline teaching mode is designed to
achieve linkage in teaching links. Additionally, a diversified assessment scheme
based on the entire learning process is implemented, incorporating the assess-
ment of practical abilities such as professional qualities. This scheme reflects
students' learning outcomes more comprehensively and timely, contributing to
the cultivation of composite financial marketing talents who meet market de-
mands.
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1 Introduction

With the deep integration of the financial sector and science and technology, financial
innovations continue to emerge, and the types of financial products have become
increasingly diverse[1]. Meanwhile, customer demands for financial products and
services have become more diversified, personalized, and intelligent. In order to
compete for market share and enhance customer satisfaction and loyalty, financial
enterprises are facing unprecedented competitive pressures. Against this market
backdrop, financial enterprises have imposed stricter and more comprehensive re-
quirements on the job competencies and overall qualities of marketing personnel.
Traditional marketing skills have become insufficient to meet the complexity and
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variability of the current market, with "being professional, good at communication,
understanding the market, and skilled in marketing" becoming the basic threshold for
those in financial marketing careers.

However, there are currently some problems in the teaching of the "Financial Ser-
vices Marketing" course, which makes it difficult to fully meet the market's demand
for financial marketing talents.On the one hand, the teaching form of the course
mainly focuses on theoretical teaching, lacking case analysis and practical sessions
that are combined with actual business scenarios. The alignment between the teaching
content and the requirements of job vocational abilities is insufficient[2]. As a result,
when students enter the workforce and face a complex market environment, they have
difficulty in correctly choosing and applying strategies. They are at a loss when deal-
ing with the marketing of specific products in actual work, and their abilities in
teamwork and communicating with clients are somewhat lacking.On the other hand,
the teaching resources of the course need to be enriched. The update of theoretical
content is rather slow and fails to reflect the rapid development of the financial indus-
try in a timely manner. The new marketing strategies, tools and platforms that con-
stantly emerge in the development of the industry are difficult to be comprehensively
introduced merely through textbooks[3].

In addition, the assessment content is not diverse enough, mainly focusing on theo-
retical examinations, and the practical assessment is insufficient[4]. This leads students
to pay more attention to the learning of theoretical knowledge while neglecting the
improvement of practical abilities.In response to the aforementioned issues, this study
aims to utilize Python crawling technology to scrape job information for financial
marketing positions on Zhaopin.com, extract job competency demands from corporate
job postings, and reconstruct teaching content accordingly. Simultaneously, relying on
the Youmooc teaching platform, a blended online and offline teaching mode and a
diversified assessment scheme based on the entire learning process are designed, in-
corporating assessments of practical abilities such as professional qualities. Through
these initiatives, the teaching quality of the "Financial Service Marketing" course will
be improved, cultivating composite financial marketing talents with high overall quali-
ties, solid professional knowledge, and excellent marketing skills to adapt to changes
in the demand for financial marketing talent in society and promote the sustained and
healthy development of the financial industry.

2 Research Methods

In this research, Python code was written to crawl and parse the job information of
financial marketing positions on the Zhaopin.com website by utilizing the requests
library and the BeautifulSoup library. After obtaining data in multiple aspects, statis-
tical analyses were carried out on regional distribution, work experience, and educa-
tional background requirements. Keywords in job descriptions were extracted and
classified to summarize the professional competency requirements. Based on these
findings, the teaching content was reconstructed, an online-offline hybrid teaching
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model was designed, and a diversified assessment scheme was developed and applied
to the course teaching practice.

2.1  Steps of Data Collection and Processing

Crawling the Job List Pages.

Use the requests library to send GET requests to obtain the HTML content of the
financial marketing job list pages on Zhaopin.com, and then parse it through Beauti-
fulSoup.

Traversing the Links of the DETAIL PAGES.

When parsing the HTML of the list pages, find the links of the job detail pages,
traverse these links to send requests, and extract detailed information such as the
working city, work experience requirements, educational background requirements,
and job requirements.

Data Cleaning and Organization.
Clean the extracted data, remove duplicate and invalid information, and organize it
into a format that is convenient for analysis.

2.2 Data Analysis Methods

Descriptive Statistical Analysis.

It is used to analyze data such as regional distribution, work experience, and educa-
tional background requirements, so as to understand the overall characteristics of fi-
nancial marketing jobs in these aspects.

Keyword Extraction and Analysis.

Use Python's file operations, jieba word segmentation and the Counter class to count
the frequency of keywords in job descriptions, extract keywords related to key ability
requirements after sorting, and summarize job ability requirements by classification.

3 The Practice of Blended Teaching Reform of the "Financial
Service Marketing'" Course from the Perspective of
Professional Competency Requirements

3.1 Deeply Mining the Professional Competency Requirements of Positions
Using Python Crawler Technology

In order to gain a more comprehensive understanding of the professional competency
requirements for financial marketing positions, this paper adopted Python crawler
technology to crawl 3,384 pieces of recruitment information for financial marketing
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positions from the Zhaopin.com website. In the crawling process, Python code was
written. The requests library was used to send GET requests to obtain the HTML
content of the list page of financial marketing positions on Zhaopin.com, and Beauti-
fulSoup was used to parse the HTML. During the HTML parsing of the position list
page, links pointing to the position detail pages were found. By traversing the detail
page links, requests were sent and detailed position information was extracted, in-
cluding information such as the working city, work experience requirements, educa-
tional background requirements, and position requirements.

From the perspective of the distribution of recruitment areas for financial marketing
positions across the country, Beijing, Shanghai, Guangzhou, and Shenzhen are hot
recruitment cities, with the number of recruitment information being 792, 1,000, 825,
and 767 respectively. These cities are far ahead in terms of the number of recruits and
have become "highlands" where financial marketing talents gather. Behind this phe-
nomenon is closely related to the booming economic conditions in these regions.
Among them, Shanghai is renowned as China's economic center and an international
financial metropolis, taking the lead in terms of the openness of the financial market,
the innovation of financial products, and the optimization of financial services, and
thus has a higher demand for financial marketing personnel.

It can be seen from Figure 1 that there are certain differences in the work experience
requirements for financial marketing positions in different cities. The recruitment de-
mands of Beijing, Shanghai, Guangzhou, and Shenzhen in the financial marketing field
have their own characteristics.

Overall, financial marketing positions have a relatively large demand for job seekers
with "no experience limit" and "1 - 3 years" of work experience, indicating that the
market welcomes newcomers and job seekers with some experience but not overly rich
experience.

Requirements for work experience in financial marketing positions
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Fig. 1. Requirements for work experience in financial marketing positions

It can be seen from the data in Figure 2 that enterprises in different cities have dif-
ferent educational background requirements for financial marketing positions. Among
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them, the demand for junior college and undergraduate degrees dominates, accounting
for 46.7% and 39.8% respectively, and the requirements for other educational back-
grounds are relatively fewer. The differences in educational background requirements
among different cities may be related to local economic development, industrial struc-
ture, employment market and other factors.

Educational requirements for financial marketing positions
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Fig. 2. Educational Requirements for Financial Marketing Positions

It can be found from the above data that there is a relatively large demand for junior
college and undergraduate graduates in financial marketing positions. About half of the
positions don't have high requirements for work experience, which are quite suitable
for such graduates. Therefore, junior colleges and undergraduate institutions should
focus on the requirements for job vocational abilities in the teaching process and deep-
ly integrate the cultivation of relevant vocational abilities into the teaching process, so
as to improve students' job competence and employment competitiveness.

In order to understand the competency requirements of each position more intui-
tively, this paper used Python to extract some of the keywords with the highest repeti-
tion rates from the position description information of each position. Firstly, the file
operation function of Python was used to read the position description information for
which word frequency statistics were to be conducted. Then, jieba was used for word
segmentation to obtain a word list, and the Counter class was used to count the occur-
rence times of each word. In order to obtain the words with the highest frequency, the
Counter object was sorted, and the keywords with high frequency rankings were out-
put. After sorting, the frequency distribution of keywords is shown in Figure 3.
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Frequency Distribution of Keywords for Financial Marketing Position Abilities
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Fig. 3. Frequency Distribution of Keywords for Financial Marketing Position Abilities

Based on the frequency distribution of the above keywords, this article has focused
on the core competencies of financial marketing positions and summarized them as the
following core competencies:

Customer Orientation: The keyword "customer" has the highest frequency, reaching
1,686 times. This indicates that in financial marketing positions, it is crucial to have a
deep understanding of customer needs, provide high-quality customer service, and
effectively manage customer relationships. It enlightens practitioners to always put
customers first and continuously improve their customer service skills, such as actively
listening to customers' opinions, quickly responding to customers' questions, and accu-
rately recommending suitable products, so as to enhance customer satisfaction and
loyalty and thus lay a solid foundation for personal career development.

Marketing Professional Competencies: The keywords "marketing" and "sales" fol-
low closely with frequencies of 1,630 times and 1,470 times respectively, highlighting
the importance of solid marketing professional knowledge and sales skills. Practition-
ers need to be proficient in various marketing theories and skillfully use various mar-
keting tools and channels, such as online marketing platforms and offline promotional
activities. Meanwhile, they should possess excellent sales negotiation and deal-closing
abilities in order to achieve excellent results in their positions and obtain promotion
opportunities.

Market Insight: The frequency of the keyword "market" is 1,463 times, meaning
that financial marketing personnel must closely follow market dynamics and possess
sharp market insight. They should be able to timely understand market trends, the situ-
ation of competitors, and changes in industry policies, so as to formulate effective
marketing strategies, win advantages for enterprises in market competition, and also
win recognition and development space for themselves in the workplace.

Team collaboration and Communication: The relatively high frequencies of the
keywords "team" (1,034 times) and "communication" (841 times) show that financial
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marketing work usually requires close cooperation with team members, and good
teamwork and communication skills are indispensable[5]. Practitioners should be good
at cooperating with colleagues from different departments to jointly complete market-
ing projects. At the same time, they should be able to express their ideas clearly and
accurately, understand the needs of others, avoid communication barriers, and improve
work efficiency and quality, which is crucial for the smooth progress of career devel-
opment.

Service Awareness and Maintenance Ability: The frequencies of the keywords "ser-
vice" (981 times) and "maintenance" (1,000 times) suggest that financial marketing
personnel should have a strong sense of service and pay attention to the long-term
maintenance of customer relationships. They should not only provide high-quality
service during the sales process but also continuously follow up after sales, solve cus-
tomer problems, and improve customer experience, so as to establish a good personal
and corporate brand image and accumulate a good reputation for career development.

Product Recommendation Ability: The frequency of the keyword "product" (926
times) reflects the importance of having an in-depth understanding of the characteris-
tics, advantages, and risks of financial products. Through in-depth research on prod-
ucts, better recommendations of suitable products can be made to customers.

Innovation, Planning, and Analysis Abilities: The appearance of keywords such as
"promotion" (806 times), "planning" (577 times), and "analysis" (783 times) indicates
that in the highly competitive field of financial marketing, innovative thinking and
planning abilities are the keys to standing out. Practitioners need to continuously ex-
plore new marketing promotion methods and event planning schemes to attract cus-
tomers' attention and improve marketing effects, so as to achieve breakthroughs and
development in their career paths. Meanwhile, through data analysis, marketing effects
can be evaluated, market opportunities can be discovered, and a basis can be provided
for optimizing marketing strategies, which helps to enhance personal value and career
competitiveness in enterprises.

3.2 Reconstructing Teaching Content According to Position Competency
Requirements

Based on the extraction and classification of position competency requirements men-
tioned above, this paper has reconstructed the teaching content of the "Financial Ser-
vice Marketing" course. It mainly includes three theoretical modules, namely under-
standing financial products, financial marketing market segmentation and positioning,
and financial marketing customer management, as well as a financial marketing sim-
ulation training module. Moreover, it has been further refined into the teaching con-
tent of each chapter. The specific ideas can be seen in Figure 4.
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Fig. 4. Ideas for Reconstructing the Course Content of "Financial Service Marketing"

Through the design of this teaching content, the teaching content of each module
closely matches the corresponding professional competencies. It can ensure that while
students are learning theoretical knowledge, they clearly understand how to apply this
knowledge to practical work, which helps to improve students' employment competi-
tiveness. The financial marketing simulation training in Module 4 comprehensively
applies the theoretical knowledge learned in the previous three modules through prac-
tical contents such as marketing strategies, plan formulation, and simulation presenta-
tions. This can not only deepen students' understanding of theoretical knowledge, but
also exercise students' marketing professional ability, cultivate soft skills such as team
spirit and communication ability, enabling students to adapt to the work requirements
of financial marketing positions more quickly after graduation[6].

3.3  Design of the Online-Offline Blended Teaching Mode

In response to the problems existing in the traditional teaching of this course, this
paper has designed the online-offline blended teaching mode shown in Figure 5. This
mode relies on the school's UMOC online learning platform, emphasizing the close
connection and mutual promotion among the three links of pre-class, in-class, and
after-class, forming a closed-loop system. Through the effective linkage of these three
links, seamless connection between online and offline is achieved.
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Fig. 5. Design of the Online and Offline Blended Teaching Model for the "Financial Service
Marketing" Course.

1)Pre-class.

Before class, teachers upload learning resources (including course learning PPTs,
teaching videos, etc.). The learning resources can incorporate actual cases of industry
development, industry news, and cutting-edge lectures to truly enrich the teaching
content. Meanwhile, it can ensure that the teaching content is closely related to the
actual situation of industry development and keeps pace with the times. Learning tasks
are released in the pre-class quiz module on the UMOC platform. On the UMOC plat-
form, students can understand the learning content and arrangements in advance
through the guidance of pre-class guidance, preview the learning resources, think about
the introduction cases of the pre-class quiz before class, and try to think about and
solve problems.

2)In-class.

Before class, teachers check students' pre-class preview and pre-class quiz situa-
tions. Combining the problems existing in students' pre-class learning, teachers con-
duct targeted knowledge explanations in class and adopt various teaching forms, such
as simulated marketing projects, customer interviews, and market research, to effec-
tively improve students' practical operation abilities. Students can participate in learn-
ing and interaction in multiple forms, including answering questions in class, partici-
pating in online classroom discussions on UMOC, group presentations, and scenario



Teaching Reform of “Financial Service Marketing” 77

simulations. They also test the learning effect through in-class quizzes and summarize
the main knowledge points of this class after the class ends.

3)After-class.

Students consolidate the knowledge points learned in class through case analysis of
after-class homework, conduct extracurricular extension through after-class expansion
learning, and internalize the classroom knowledge in connection with actual cases.
Teachers understand students' mastery by checking the completion of students' af-
ter-class homework and conduct targeted explanations in the next class.

3.4 Diversified Assessment Design Based on the Whole Process

In response to the problems of insufficiently diverse assessment content and inade-
quate practical assessment in traditional teaching, this paper has optimized the design
of course assessment to comprehensively, objectively and accurately evaluate stu-
dents' mastery of financial service marketing knowledge, the application of practical
skills and professional competencies under the blended teaching mode, ensuring that
the assessment results can reflect students' potential in actual financial service mar-
keting work.

The course adopts a combination of process assessment and final assessment. The
process assessment includes learning attitude, online learning participation, and stage
assessment. The composition of the course grade is as follows: learning attitude (10%)
+ online learning participation (20%) + stage assessment (30%) + final assessment
(40%). Among them, the learning attitude includes class attendance and class partici-
pation. The assessment indicators for online learning participation cover the compre-
hensive score situation of online unit tests, the completion status of online discussions,
and the scores of after-class assignments. The stage assessment is conducted in the
form of offline written examinations to examine students' comprehensive understand-
ing and application abilities of financial services marketing knowledge in specific
learning stages, laying the foundation for the improvement of subsequent practical
skills and helping to discover in a timely manner the weak links in students' knowledge
mastery and adjust teaching strategies. At the end of the term, combined with the fi-
nancial marketing simulation training, for example, simulating financial institutions to
carry out new wealth management product marketing activities, students will be
grouped to formulate marketing strategies, conduct market positioning, carry out cus-
tomer relationship management and other operations, and conduct actual simulation
presentations. The assessment indicators include the rationality of marketing strategies,
the feasibility of marketing plans, team collaboration, and the effect of simulation
presentations, comprehensively examining students' abilities in strategy formulation,
plan implementation, team collaboration, and presentation in actual marketing scenari-
os. It is a comprehensive evaluation of students' practical skills and directly reflects
whether students have the practical abilities to adapt to the work of financial marketing
positions.
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4 Conclusions

In the context of the in-depth integration of finance and technology and intensified
market competition, financial enterprises have raised their requirements for the abili-
ties of marketing personnel[7]. However, the traditional teaching model emphasizes
theory over practice and has limited teaching resources, which cannot highly meet the
job requirements for students' vocational abilities. Therefore, the curriculum reform of
"Financial Services Marketing" is extremely urgent.This article uses web crawler
technology to explore the job ability requirements and clarifies the characteristics of
financial marketing positions in terms of regions, experience, and educational quali-
fications, as well as the key ability requirements regarding the market, products, cus-
tomers, and professional qualities. Based on this, the teaching content is reconstructed
to form four modules that combine theory and practice, which helps to enhance stu-
dents' employment competitiveness.During the teaching process, an online and offline
hybrid teaching model is adopted, relying on the UMOC platform to achieve effective
linkage before, during, and after class, enrich teaching resources, and improve stu-
dents' practical operation and interaction abilities. The optimized assessment design is
comprehensive and objective, combining process and final assessment, paying atten-
tion to students' various performances, and accurately evaluating students' knowledge
mastery, skill application, and vocational ability development.

Overall, this hybrid teaching reform from the perspective of vocational ability re-
quirements has improved the "Financial Services Marketing" course in multiple as-
pects and helps to cultivate high-quality interdisciplinary talents in the field of financial
marketing. The methods such as the reconstruction of teaching content oriented by
vocational ability requirements and diversified assessment design in this hybrid teach-
ing reform model have certain universality. For example, in related courses such as
marketing and enterprise management, the research ideas of this study can be bor-
rowed. According to the characteristics of their respective courses and industry re-
quirements, specific ability requirement analysis methods and teaching content can be
adjusted to implement hybrid teaching reform.When different types of educational
institutions implement this reform model, they need to make adjustments according to
their own resources, student characteristics, and teaching goals. Higher vocational
colleges may pay more attention to the cultivation of practical skills and can increase
investment in the practical training session; comprehensive universities can give full
play to their advantages in theoretical depth and interdisciplinary studies to further
expand the breadth and depth of teaching content.
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