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Criticism on the Mar keting Management : the Summary of Its Background and Process
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Abstract : On the centurys end, the western scholars have raised to the marketing management criticism high tide, and the domestic scholars
have a o initiated the big discusson on which the relation between the marketing management and the relational marketing. Marketing manage-
ment criticism not only hasits profound practice and the theory background, but al so has the European and American scholar s widespread par-
ticipation. Moreover the different stage presents the different characteristic. This phenomenon had reflected the people s change on practice
change, and refracted the marketing research paradigm indication of thefisson and the conformity. Thusit isextremely valuable to researchit.
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