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CHAPTER 1

THE ROLE® OF MARKET
RESEARCH®

The Objective of Our Study

The central task of the Chinese people in the new era? is

to quadruple® the gross industrial and agricultural output®
from 1979 to the end of century®, In other words, to concen-
trate® their efforts on economic development. In order to at-
tain® this goal, the Chinese government has formulated® a se-
ries of economic policies. They are generally classified into
three types, namely, revitalization® of domestic economy, e-
conomic reform” and opening to the outside world. In the past
ten years of economic reform, the remarkable® achievements®
in the economic field have engaged the earnest® attention of
both the east and the west, as the economic growth rate in this
period of economic reform has proved the Chinese capability of
fulfilling its ambitious® plan of economic development on time

or ahead of schedule. ®
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Instead of the rigid® centralised planning system, China
has undertaken® economic reform to practice a planned com-
modityeconomy, which embodies an integration of planned e-
conomy with market regulation.® On the whole, production
and circulation® of goods should be managed, promoted and
developed under the macroeconomic control® of the state, in
order to en=ii: steady, sustained® and well-coordinated?® de-
velopment of the national economy. At the grassroots® level,
most of the cnterprises, industrial, commercial, and what
not, are subject to market regulation, even though a number
of big enterprises which produce essential commodities cru-
cial® to China’ national economy and people’s livelihood are

% plans. In

run according to the government’s mandatory
short, the law of value™ should be observed® in economic ac-
tivities.

By and Large®, managers and directors of enterprises
should take up the responsibility of producing the goods
geared” to the market demands. Accordingly they should be
very attentive to the changes in market situation, otherwise
they will be, in all probability, out of running®. since
Bankruptcy® Law has been put into effect® in China. In a nut-
shell®, an enterpreneur®, if he wants to be successful, must

understand and grasp the correct marketing concept® and keep
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close watch over the changes in market demands as they all
know that product economy no longer exists and has been re-
placed® by planned commodity economy.

At present it becomes a truism® that to be a good manag-
er, he must be proficient at exercising micro-economic con-
trol®, whereby he can run the enterprise efficiently to get the
optimal® economic returns. For this reason he ought to be able

® and be knowledgeahle®

to master the marketing techniques
about the marketing research. He should be imbued® with the
new concept that managers should produce what they can sell
rather than sell what they can produce. In line with® this im-
portant principle®, they should transform® their undertak-
ings? from plan-oriented® into market-oriented industries.
This is the only way they can succeed in their management®.
Even when some commodities are subject to mandatory plans,
the managers cannot afford to lose sight® of the changes in
market situation. It is especially so, when their products are
made for export, because competition® in international market
is very keen®. If they fail to upgrade® their products to meet
the needs of consumers, they will soon lose the chance to get a
foothold® in international market.

Now and in the near future; China needs to import a large

amount of advanced technology and equipment® for its mod-
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