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On cultural marketing concept
ZHU Teo
(ChineseDeparment, Sichuan College of Arts and Science  Sichuan D azhou 635000, China)
Abstract: This paper uses ocial and behavioral science research method to analyze and study the divergent reasons for the defi-
nition of present cultural marketing, ensure cultural marketing o belong to a concept—a Pecial idea, i e , the concept is inven-
ted by researchers based on the demand The definition of the concept has the characteristics of era, correpondence, targeting
and individuality The author points out that this definition develops fran conceptualization to operation, i e , the research of

this definition should trandfer fram discrimination o positivisn.
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