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Abstract:

This paper discusses the need to build up a new innovative marketing strategy with a focus on Japanese companies in the
information society. The impact of social media technologies has influenced consumer behavior and conventional marketing
approach. As a concept for the chain of consumer behavior in marketing theory AIDMA as legacy model and AISAS as modified
one. Today’s social media era cannot be explained by traditional marketing theory therefore new marketing theory configuration is
awaited. “Relationship marketing” is one of solution for next generation’s marketing approach but usage of social media in both
Japanese enterprise and consumer are affected under Japanese way of thinking. On the other hand, social media makes majority
polarization bias and it also requires a change of up to now marketing methodology. This paper aims the appropriate consideration

for product development process to be changed from “technology based operation centric cycle” to “hypothesis testing cycle”
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