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Research on a Three-dimensional Customer Relationship-based Mar keting
Strategy Positioning Modd for High-tech Product

Zhang Yunpeng ,Zhang Sha,Zhao Hong
(Management School , Graduate University of Chinese Academy of Sciences,Beijing 100080 ,China)

Abstract : High-tech products in different life cycles have different characteristics Based on this, as well as different customer classfications,
this paper anayzes marketing strategiesfor high-tech products according to various driving factorsof customer loyaty , and builds the marketing
strategy positioning model for high-tech products, which provides a new perspective and approach to make customer relationship-based market-

ing strategies for high-tech enterprises
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Empirical Analysis on Consumption Structure Trend of Livestock Products of
Urban and Rural Residentsin Zhejiang Province

L u Wencong ,Me Yan
(School of Management ,Zhejiang Universty , Hangzhou 310058 ,China)

Abgtract : Based on the extended linear expenditure system (EL ES) model and the relevant data,this paper empirically analyzes the changes and
trends of consumption structure of livestock products of urban and rura resdentsin Zhegjiang province. The result shows that the urban res-
dents' pork consumption takes on the tendency to decline while the demand for milk increases,the rural resdents income elasticity of demand
for poultry productsis the largest and the income elasticity of demand for milk is the least.
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