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ome factors and components of contemporary customer lock-in marketing theory , thus traditiond marketing theory based on marketing subsection is
ill important. This paper has andyzed the function of traditiond marketing strategy in contemporary and the essence as well , and probed the tactic of
how to utilize the marketing subsection to meet the need customer lock-in strategy.
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Sudy of Dairy Products Supply and Demand Forecast in China

ZHANG Yu, L | Chuanrwei , XU Xiangfeng, YAN G Guanglin
(Northeagt Agricultura Universty , Harbin 150030 ,China)

Abstract : The authors andyzed ortsof effect factorsfor Chinese dairy consumption. The key of dairy products consumption low wasfound. It isa
long-term and strategic task d <. The authors adopted double-log model and panel estimation to forecasting and andyzing the ration between dairy prod-
ucts supply and demand in China. The results showed that the baance of dairy products supply and demand will been destroyed in thefuture. Inorder
to stimulating the dairy products consumption, the reasonable supply and demand structure of livestock products should been set up as soon as possble
in China
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The Influence on New Products Devel opment by the Asymmetry
and Dynamics of the Customer’ s Requirements

L IU Jianrsen
(Business School of Nanjing University ,Nanjing 210008 ,China)

Abstract : With the andyssof the asymmetry and dynamicsof the cusomer’ s requirements, this paper dasdfies the attributes of productsin view of
the customer’ s requirements as must-be, one-dimendon and attractive requirements and provides a new perspective for product innovation based on
combination of this casdfication with the changes of the cusomer’ s requirements, competitive product strategy and product life cycle theory.
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