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LR EOILR (B, ) X, WEATHBLIOY 0 - =771 Y 7IhkAc
WFZERREZ SR Lze S5I0, =7 74 ¥ 7 OIS FIROI K, FEEFIRLRO B I %
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1 | J. of Marketing Research J. of Marketing J. of Marketing Research
2 | J. of Consumer Research J. of Marketing Research J. of Marketing
3 | J. of Marketing J. of Consumer Research Marketing Science
4 | Marketing Science Int'l]. of Research in Marketing J. of Consumer Research
5 | Management Science Marketing Science Management Science
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10 | Marketing Letters European J. of Marketing J. of Consumer Psychology
11 | J. of Personality & Social Psychology | Management Science J. of Business Research
12 | J. of the Acad. of Marketing Science | J. of Advertising Research Int'l]. of Research in Marketing
13 | J. of Advertising J. of Advertising Marketing Letters
14 | J. of Advertising Research Industrial Marketing Management | Advances in Consumer Research
15 | J. of Business Research Advances in Consumer Research J. of Advertising Research
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£33 TAVD - 7—=FT712 7% (AMA) IC&BY—FT 10 TEEDEE

1M EDE (1935412 AMA DRI & TH 22K~ =7 7 4 v FEHEMEBAHE, 19604F (2 KR
Marketing is the performance of business activities that direct the flow of goods and services from
producer to consumer or user.

[TEEHEDPOHEED LRTERIIHL, it —ECRA0MNE FD) 2 HEFHOETTH
%]

19854 D 72 3%

Marketing is the process of planning and executing conception, pricing, promotion and distribution of
ideas, goods and services to create exchanges that satisfy individual and organizational goals.
(=774 v7ik, MALHBROBELERSES L) BMEMET L2720, 7TAT7 - B - ¥
— VU AOMSIE, ik, FYuE— a3y, @A - 75570 ATHD .

20044F D 5 5%

Marketing is an organizational function and a set of processes for creating, communicating and delivering
value to customers and for managing customer relationships in ways that benefit the organization and its
stakeholders.

[—=r T4 v 7bid MBLIOZFORAT A 7RV EY— (FIERRE) 2o THEIEONDL L9,
A0 LA 2 803 - (0% - kL, BE L OMRZERT 27200, MmEETHY, —Ho
TuYATH 5]

20074E D EF

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.

[R—r 74 y7&id, B, KEA, N— =, HEEEIE S THIED H 2 40 & 85 - (5% -
Bl - KT 2720 DFETH Y, —HOBIENHEE, 2L TTu LA THb.]

Hi) AMA OF—2LR—TV XY EREATL, OARERZMEL 72,

(2) WFFRIEENCXT S 2 BT &l

AREITIE, BIZERER T 70 —F OMGL - LRSS 72 5 FTRIESIC O W TRRT & 7227
LARZEH 2D & FEBRBEOZLIE, TRETTRZEV. BIZ1E, B OBS MRS, %
IS ] e 22 BF 28 R BRI 1 7 AP R &\ o 72 TORZFITH§ 5 MR, & 51213,
RFZBI D2HEEMROMBINZ ESWEOD Y IR 2 RITLBOTWS, TH L7
WEBORRKEBRWICEVET 25, THUIMIZRIGENIN 3 2 HHFE LA L D bk L < Mbh
L0 ZETHD, FAOMEEEIL, KF (FEPSOMMSE), B (KU : FRAS
oBi4), TRIIAEE WERE-BEPL0%ES) E050b0THL, BHELMIEEEOMEI
BHEAADZ L, WEONEIZEZ T, ZOHMEMEZRDLFEN—FMELIITTHY, 4
%, ROXHHREIRDLNETHA I,

BLIC, TNIEBBARDOIETHLY, FHMIEIKTH Do MIREEORE SITHEG- 2R %,
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