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Study of Marketing Platform Design of Enterprise Dominant High—Tech
Development Zones

Yuan Haoxiang,Gu Feng
(Antai Evonomics and Management School ,Shanghai Jiaotong University , Shanghai China,200052)

Abstract:Since the introduction of the reform and opening policy, China has established 53 state—level high—tech development
zones, whose establishments effectively promoted the develop ment of high—tech industries and made great contribution to local
economy. This paper, mainly focusing on the enterprise dominant high—tech zones, discusses the features of such high—tech
zone, demonstrates the necessity of reasonable marketing platform,and provides suitable marketing modes for different
development periods.
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