EH B AR E MG A LIENESR - BURFE SR — B B SER HEIR I E S i 7%
== s (SMKEAEEH ARIZBRRGEREER))
B Fr (SRR FEEH ZEEEY)
faE TERS 2 (LI MEBR S 2R DR 2 38 A SR P B 2 B A B A R A AR BRI SR 5L | - #5HY
TEREEH AR EME XN CRERFIRITEHENIVHEREE - £  (KIBESH
BB TR R 1B 2 2 38 AR SR PR RN R B T TR - e AN R TESE ~ BAG
BRI » e T B fEny AReH s -
R | T - BRI - S RSRE
Title The Meaning, Actuality and Strategy about the Implementation of
systematical empowerment in Marketing System: An Empirical Research
Based on the Survey Data from Chinese Enterprises
Author(s) Tao Jing, Dan Chen
Abstract | After establishing the systematical empowerment theory framework and the
model of relationship between marketing system enpowerment and
marketing performance,this article argues that the implementation of
systematical empowerment in enterprise marketing system has important
practical significance for improving maketing peformance.Furthermore, on
basis of empirical research,we attempt to point out the actuality and
deficiency about the marketing system empowerment of domestic
enterprises. Finally, some enforcement strategy of systematical
empowerment in marketing system are proposed.
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