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The Theoretic Connotation of Strategic Mar keting and

Analysis of Applied Problem in Our Country

JIAO Xiao-ho
(Anhui Universty of Finance & Economices ,Bengbu Anhui 233000 ,china)

Abgtract : The srategic marketingisanimportant research readmin the areaof marketing snce 80’ sin the 20 century. It isaresult that adapt the ex-
terior environment and is inevitable choice of competition. Compared with the traditiond tactic marketing, The strategic marketing pay attention to the
wholl , overdl and long - term result of the marketing activity , pay attention to the busness environment and emphase the integration of marketing mix

and factor. Thus, most enterprisesin our country have no strategic thought and lack of strategic formulation. Under the pressure of competition ,the
bud ness practice must be guided by the theory of strategic marketing.
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