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[Reading Instructions]

Dear Students

This book has been written to help you avail the chance to gain insider's knowledge of the
marketing techniques applied in the real-world. Lesson you will take from reading this book
will make you more marketable, because you will learn how to solve the kind of un-textbook
problems you will find in the real-world business. The aim of this text is to help students
bridge the gap between the theory and practice of marketing.

Marketing is seen as a dominant management philosophy, a systematic thought process, and
an integrated set of techniques focused on customer needs and aspirations. Anyone planning
to work as a marketing manager needs a basic understanding of general marketing philosophy
and principles in order to market product effectively. This book is designed to be read by
those starting out their careers in marketing. This knowledge will provide the basis for further
study of specific aspects of marketing, such as marketing research, advertising, and
international marketing, which cannot be covered fully in a basic textbook of this nature.

We request the students to take few minutes in the beginning to look through the book.
Students are also advised to note the objective and introduction at the beginning of each of
the lessons that tell you what you find. The objectives also tell you what you should
remember to succeed in this course. You are also advised to take sufficient interest in the
exercises given to you in different units.

Approach of this Text

In this text, we have tried to include a large number of real world examples in order to
demonstrate how the concepts and knowledges are applied by the marketers in developing
and implementing strategies. Throughout the course, we will cast you in many decision-
making roles ranging from starving students to corporate executives.

Structure of this Textbook

This book is presented in thirteen units. This structure is designed to follow a logical
development of the subject but, as every manager will understand, marketing is a circular
rather than a linear process. Attempts have been made to design each of the units as self
explanatory with the intention that teachers and students can fit the units into whatever
pattern the logic of their courses suggests.

Assignment Materials

One of the distinctive features of this text is the nature and variety of its assignment materials.
We find that students can learn much from one another. This concept, often called
collaborative learning which really works.



At the end of each lesson, there are some Multiple Choice Questions and some Descriptive
Questions. Multiple choice questions will help you for your self evaluation and descriptive
questions are for written answer. Some activities have also set in most of the lessons.
Activities are short assignments, usually focusing on a single concept. They are designed to
illustrate those concepts quickly and clearly. You also may find them similar to the types of
exercises your tutor uses on exams.

I took every possible attempt to make this book as understandable and enjoyable as possible.
To do this, the work of many marketing text writers have been borrowed liberally to whom I
express my gratitude. I have particularly consulted Dr. Philip Kotler's Marketing
Management book rigorously for which I am indebted to him. I would like to thank to those
who have generously given me their valuable time and suggestion in the process of writing
this text. In conclusion, I am indebted to my beloved wife 'Rina’ and two little cute daughters
'Angelica’ and 'Nora' who provided me with the motivation, time, and support for which I
could finish writing this book.
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