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Mn our view, in 2004, the AMA made an unfortunate decision to
narrowly define marketing as a managerial activity focused totally on,
and essentially conducted for, the benefit of the firm (and the firm’s
definition of “its stakeholders”). It was our reaction and that of many
others that the AMA’s 2004 definition was actually a definition of
“marketing management,” not of the larger field of marketing itself.
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Mn a relatively short period (three years), the AMA transformed its

definition to an inclusive view of marketing that, while still recognizing

the central role of managerial practices, also recognizes the larger domain

and perspectives of others in the field, as well as marketing’s broader role

and responsibility to offer value for customers, clients, partners, and
society at large. ]
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