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The Evolution and Development of Marketing:
A Perspective of the History of Marketing Thought

XIA Chun-yu DING Tao
( School of Business Administration Dongbei University of Finance and Economics Dalian 116025 China)

Abstract: The paper explores the influence of economics on the origin and development of marketing
thought. In early period marketing was a branch of economics and developed in two directions. One was mac—
roscopic marketing research originated from institutional economics the other was marketing management that
had its theoretical resources in neoclassical microeconomics. The opposition of the two economics paradigms
leads to the final separation of the two marketing paradigms. Macroscopic marketing research occupies the ma—
instream when economics was dominated by institutional school and marketing management represents the ma—
instream of marketing when neoclassical school dominates the economics field. Macromarketing is facing devel-
opment opportunities with the revival of institutional economics.

Key words: Institutional Economics; Macromarketing; Neoclassical Microeconomics; Marketing Manage—
ment; History of Marketing Thought

Board Characteristics Financial Restatement and Corporate Value: An Analysis
Based on Occurrence of Accounting Errors

LI Bin' ZHANG Jun-Rui’ MA Chen’
(1. School of Economics and Finance Xi‘an Jiaotong University Xian 710061 China;
2. School of Management Xi‘an Jiaotong University Xian 710049 China)

Abstract: With the occurrence of accounting errors of listed companies in the China A-share stock market
through 20022010 as the research object we study the relationships between board characteristics financial
restatement and corporate value based the occurrence of accounting errors. We find that board size and fre—
quency of board meetings show significantly positive correlations with the possibility of financial restatements
board independence and shareholding of board show significantly negative correlations with the possibility of fi—
nancial restatements. These results indicate that board characteristics have great significant impacts on finan—
cial restatements. We also find that financial restatement samples have significantly lower corporate value than
the matched samples which indicates that the behavior of financial restatement has serious economic conse—
quences.

Key words: Financial Restatement; Board Characteristics; Corporate Value; Occurrence of Accounting
Errors

The Impact of SLCP on Collection of Non-timber Forest Products

HAN Xiu-hua' > LIANG Yi-cheng’ LI Shu-zhuo'
(1. Institute of Population and Development Xi‘an Jiaotong University Xi‘an 710049 China;
2. School of Economics and Management Chang’an University Xi‘an 710021 China,
3. Department of Biology Stanford University)

Abstract: The Sloping Land Conversion Program ( SLCP) is one of the largest payments for environmental
service ( PES) programs in the world and this paper focuses on the different impacts of the program on collec—
tion of non-imber forest products ( NTFP) using sustainable livelihood approach and household survey data
from Zhouzhi County China. Participating in the program reduces the collection of NTFP only for those house—
holds without non-farm labor supply constraints since the program provides payments for them and free their
on-farm labor as well therefore those participants can shift labor to non-farm labor markets; while the program
has not significant effect on the collection of NTFP for households unable to shift their labor to non-farm sectors
due to market imperfections and poor asset endowments.

Key words: Ecocompensation Policy; Rural Household Model; Non-agricultural Constraint; Dependence
on Resource Livelihood
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