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Interpretation Theory over a New Definition and the Latest
Theory of Marketing

— The marketing world with abrupt change and critical thinking —
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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.

O I~=F 74 7Lz Mk AT — 2RV — FERRE) 2L o
THiE %5 X )12, BB LTIEZ AlIE - {2 - 2L, E L O
PR Z R L 720 35720127 b N 2 I 2 EB & €0 —HEOBIETH
%ol (FEHFR)

HAIZ, 19854 DEFRE A TAHATHAL )

Marketing is the process of planning and executing conception, pricing,



promotion, and distribution of goods, ideas, and services to create exchanges that
satisfy indivisual and organizational objectives.
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Marketing refers to the overall activity where businesses and other organizations,
adopting global perspective, create markets along with customer satisfaction
through fair competition.
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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 to the exchange.
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