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Marketing includes those business activities involved in
the flow of goods and services from production 1o

consumption, (19355 E#)

Marketing is the performance of business activities that
direct the flow of goods and services from producer 1o

consumer or user.(19485F - 605 ERE)

Marketing is the process of planning and executing the
conception, pricing, promotion, and distribution of ideas,

goods and services 10 create exchanges that satisfy
individual and organizational objectives.(19855EE¥)
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MarKketing is an organizational function and a set
of processes for creating, communicating, and
delivering value 1o customers and for managing
customer relationships in ways that benefit the

organization and its stakeholders, (20045EE¥E)

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,

(20075 EH)
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Marketing is the core business philosophy which
directs the processes of identifying and fulfilling
the needs of individuals and organizations through
exchanges which create the greatest possible
value for all parties 1o the exchange,

(19995F7EH)
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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,
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"The purpose of the business is 1o create customers’

PROBN=REOEETHS l

U

[ BRNEROEHOEIROBEFNGHREE ]

l l

{ T=rT17 ] { 1/R—>ay ]
thiPfi: Drucker[1954], REERTHRSM1987], 42-51X—SoBICHEER., (@




~

@3 AppleOATBR2FIRBE R~ T« +4/ R—a%)

)

) iPod




C% AppleQQATRB 2 (V—rT 17 +4 /1 R—a%)

p =

iPhone & iPad

EmOn
EEEE
Fawl

mE
'“F: ! g !'-"'II-E# neET




S BEAST (=TT 4/R8—5a%)

I m
HBLOTCTS

pEBrRcasnc [l | Ill
TiLE-ELTHilie i I
HBLLITLTS | b

r L] |
R
“ﬁn’:: MEEBHI

Dl T T
@ SEERARE
5

-

st O

-
e e
& 0t
BT l‘i""""llll'l!
¥ ARLYTLTS

HRLLICED

W Z e

g e
il

vedia




@1 B3 ?—r T 7R 23-ROMR THOE(L

Marketing & Brand
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