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A Prospective Analysis of Marketing Theory and Practice

JIN Xiao - tong, WANG Tian — xin, WANG He - feng
( Business School , Jilin University , Changchun 130012 , China)
Abstract; Since the 21st Century, marketing theory and practice have been accelerating the pace of development. This
paper combines the evolution of marketing theory and practice, shows up the best indicators representing the develop-
ment track of marketing theory, puts forward the frontier issues and new ideas on the basis of the latest research results
of Chinese and foreign marketing academics, and illustrates the important values of rethinking classical marketing theory

and emerging marketing practice in the hope of benefitting the innovation of marketing theory and the development of
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marketing practice.
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