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Change analysis for modern commercial corporation’s core business affairs
NIE Yan-hua,ZHANG Yu-ming
(Bohai University, Jinzhou 121013, China)

Abstract ; Traditionally, commercial corporation meets the need of customers through studying the commodity and accord-
ing to the information the amount and price of the commodity order and storage will be renewed. Netwark brings the new eco-
nomic model, which has begun to change people’s living habit and behavior. Customers more and more take part in the business
process and become key factors of marketing for modermn commercial corporations. Modern information technique can make
things possible through studying the customers needs so as to keep the loyal customer group. Modem commercial corporation’s
core business affairs must be changed from studying commaodity to studying customers.
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