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Abstract

The objective of this paper is to explain evolution of marketing definition of The American Marketing
Association (AMA). It starts with a brief discussion of history of defining marketing, then chronological
presentation of AMA’’s definition of marketing. The paper later elaborates on evolution of marketing definition
based on 5 criteria, i.e. nature of marketing, boundary of marketing, participants of marketing, and outcome and
stakeholders of marketing activities. It focuses on the weaknesses of AMA’s 2004 definition of marketing,
which makes marketing narrow and on the strengths of AMA’s 2007 definition, which broadens marketing.
This paper also presents a few most recent critiques of marketing professionals on AMA’s 2007 marketing
definition. It concludes that the chronic controversy between academic and practical marketers might be ended
if practitioners recognize the link between their interests and public interests. In the case of Thailand, the King
which is one of the three pillars of the nation is the most important factor abridging those interests. This paper’s
major contribution is to make Thai society recognize profound benefit of conducting constructive marketing
activities. This will in turn establish standard for appropriate marketing practices, which is an alternative to

enable Thailand to get through current crisis and to establish her new society.

Keywords: Marketing, Marketing Definition, AMA
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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” (AMA 2008, Definition
of Martketing)
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“Marketing is the process in a society by which the demand structure
for economic goods and services is anticipated or enlarged and
satisfied through the conception, promotion, exchange, and physical
distribution of such goods and services”

(Marketing Staff of The Ohio State University, 1963)
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“..marketing is clearly a subject of much broader scope
than...functions or...activities commonly identified as marketing
responsibilities in individual companies...such view are partial and
can only be properly understood and evaluated only with reference
to the broader process of which they are part.” (Marketing Staff" of
The Ohio State University, 1963)
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“Marketing is ideas and actions that generate increasingly profitable

market share” (Schwartz, Tsadik, and Maddox, 2008)
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“Marketing is the performance of business activities that direct
the flow of goods and services from producers to consumers”

(Wilkie and Moore, 2007)
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“Marketing is the process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods, and services to create
exchanges that satisfy individuals and organizational objectives” (Wilkie and

Moore, 2007)
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“Marketing is organizational function and set of processes for
creating, communicating, and delivering value to customers and for
managing customer relationship in ways that benefit organization

and its stakeholders” (Zinfhan and Williams, 2007)

Fanessutlannw I8hmsamadumihiivesesdng g3ty Hilseneudienguvesnssuaums
Tumsasiassenalss loninsenumvesgndvevessnsgsne udamnmsdemssugndi s ledawa
Usz TominSogaimiiuing 7&7?1/1714513i‘)”ﬂmsdmay@mﬂ'nfu Iitrugnd wenwIniimsaandaiiunsuaums
TumsuSmsanuduiustugnduie liinadse Temisuearns qsny uasnguiiiam I8anude Tasasa

y

AUBIANT (§37) 1L 9
Howmsama luilgiu da/semaldilel] we 2550 @.a. 2007) ilanwn

“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”

(AMA, 2008)
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“How are they going to extend that to social at large?” (Schwartz et al, 2008)
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MANUINN 1

“Economics is the study of choice under conditions of scarcity” (Hall

and Lieberman, 20017)

“Psychology is the scientific study of the behavior of individuals and

their mental processes” (American Psychological Association, 2005)

“Sociology is the scientific study of society dealing with group
behavior, the relationship among men, and the factors entering into

and ensuing from these relationships” (Lee, /969)
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