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In this study, | considered marketing accountability from a standpoint of
management accounting for marketing. Marketing accountability is a system of explaining responsibility in
giving details of marketing activities. These days, a top management team emphasizes on efficiency and
accountability. So company members have to understand a cost-benefit performance in marketing activities.

In a study of management accounting for marketing, it has undergone change in recent years. There are
two major reasons for the change. One is “ Relevance Lost” written by H. T. Johnson and R. S. Kaplan.
The other is e-commerce. Marketing ROl and income statement by customer segments are useful as marketing
metrics. They are useful to enhancing marketing accountability in a company.
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