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Fig.1 Customer value and purchasing proceeding
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[ Abstract |

competence appraisal method, based on client value theory and conformity marketing theory, chooses five
p pp ry y g ry

Marketing competence is part of corporation competence. This paper, applying corporation

appraisal indexes, i. e. marketing achievement competence, marketing information competence, marketing
strategy competence, marketing policy competence and marketing execution competence to establish marketing
competence appraisal model, then studies the appraisal method.
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