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(Research Note)

A Consideration on the New Definition of Marketing by AMA(2007)

Yukio NASU

1.Introduction

2.Marketing redefined by AMA in 2007

3.Discussions on AMA’s 2004 Marketing Definition

4.Ploblems of 2004 Marketing Definition

5.Conclusion

The definition of marketing was re-changed by American Marketing Association (AMA) in October,
2007. The meaning of new definition and its relative position is analyzed.
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Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and
exchanging offerings that have value for customers, clients, partners, and society at large.
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Marketing is an organizational function and a set of processes for creating, communicating, and deliv-
ering value to customers and for managing customer relationships in ways that benefit the organization
and its stakeholders.
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Marketing is the activity, conducted by organizations and individuals, that operates through a set of
institutions and processes for creating, communicating, delivering, and exchanging market offerings
that have value for customers, clients, marketers, and society at large.
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(1) AMADES

(AMA DT & T % 4Kl 2 D e 5%)

Marketing includes those business activities involved in the flow of goods and services from pro-
duction to consumption. (19354E E3%)

(HAGER) =771 v 73, REIOHBICEDLM LT — 2O 2 HEGH)
EELHDOTH S,

(Marketing is) the performance of business activities that direct the flow of goods and services
from producer to consumer or user. (19484F « 604F % 7%

(HAFER) =774 v 73, EEFEDPSHBEED L2 VIFFHAIL, @b IOV — ¥ 20l
N& DT 14 DRFEIEH DFITTH 5,

(Marketing is) the process of planning and executing the conception, pricing, promotion, and dis-
tribution of ideas, goods and services to create exchanges that satisfy individual and organization-
al objectives. (19854F % %

(HAGEFR) =774 v 71, MARHMBO BN AWML S €2 MEAET L7202, 747
47, Bt — 2o b, MitkiE, A, il 2 5t LERT 58 TH S,

Marketing/ an organizational function and a set of processes for creating, communicating, and

9) Theodore N. Beckman, William R. Davidson, Marketing, eighth edition, Ronald Press Co., 1967,p.3
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delivering value to customers and for managing customer relationships in ways that benefit the
organization and its stakeholders. (20044F & 3%)
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Marketing is the activity, set of institutions, and processes for creating, communicating, delivering,
and exchanging offerings that have value for customers, clients, partners, and society at large.
(20074F 5E &

(AARFER) =774y 7 eid, g KEA S— 1 F—, HEeKIZE > Tlifio & % 2
PeW) 2 Bl - (20E - BOE - Z|TL2DDFHEHTHY, —EOHE, TLTT2 LA THS,
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(2) IMADEFE (19904F)
=T TA 7R REBICMMOMEE (1) A7a— vl (2) 1I27h, BE (3)
EOMBEIFEZ1F DS NELFES %@ L TT) THAE D720 OREWIEE) (4) TH b,
A (1) 8F - B - TR oY, Hkk L2 a5,

(2) ENAAORZ, 3t BRBEEBEOERL
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(FEFEI) Marketing refers to the overall activity(1) where businesses and other organizations,
(2)adopting global perspective, (3)creative markets along with customer satisfaction(4) through
fair competition.

Note (1) It refers to integrated and coordinated activities of research, product, price, promotion,
distribution, customer relation, environmental activity, among others, which are directed
toward both inside and outside of the organization.

(2) Including institutions and groups in the field of education, medicine, administration, and
SO on.

(3) View paying respect for the society, culture, and natural environment.

(4) Basing upon mutual understanding with users, clients, business associations, individuals,
regional residents, employees, members, and all parties concerned.
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