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Marketing Management A South Asian
Perspective 14th Edition
This edition presents marketing management concepts in a traditional format and includes many
real-world examples, emphasizing topics such as international marketing, ethics, cross-functional
teams and quality. Integrating competitive rationality throughout the text, the book also covers
strengthening customer relations by outshining the competition in customer satisfaction, finding
more efficient and less costly ways to deliver the same customer benefits and service, and
improving general decision making implementation skills.
"Reflecting the latest trends and issues, the new Europe, Middle East & Africa Edition of
Business Marketing Management: B2B delivers comprehensive, cutting-edge coverage that equips
students with a solid understanding of today's dynamic B2B market. The similarities and
differences between consumer and business markets are clearly highlighted and there is an
additional emphasis on automated B2B practices and the impact of the Internet."--Cengage
website.
This user-friendly textbook offers students an overview of each aspect of the marketing process,
explored uniquely from the value perspective. Delivering value to customers is an integral part of
contemporary marketing. For a firm to deliver value, it must consider its total market offering –
including the reputation of the organization, staff representation, product benefits, and
technological characteristics – and benchmark this against competitors' market offerings and
prices. Principles of Marketing takes this thoroughly into account and ensures that students
develop a strong understanding of these essential values. The book also looks in detail at the
impact of social media upon marketing practices and customer relationships, and the dramatic
impact that new technologies have had on the marketing environment. Written by a team of
experienced instructors, Principles of Marketing is an ideal companion for all undergraduate
students taking an introductory course in marketing.
Ideal for courses in International Marketing at the undergraduate and graduate levels. This
marketing casebook demonstrates the diversity of marketing problems faced by organizations
operating in Asia. The cases focus on industrial and consumer marketing issues and cover 16
countries.
Services Marketing:
Theory and Practice
Strategic Marketing Issues in Emerging Markets
Marketing Management: A South Asian Perspective

This book is appropriate as a core textbook for Marketing Management in Post Graduate
programmes including MBA. The text provides right from the basics in Marketing to Analysis
and Application of Strategic Tools in Marketing Management. CORE FEATURESStructure :
Six parts with 20 chaptersObjective: Make the readers to understand marketing theory &
concepts and prepare them as tomorrow's marketing managers, academicians etc.,Style: Simple
and lucid style to understand theory and concepts with live corporate examples.Focus: As core
text book to post graduate students-MBA, M Com, M A, M Tech etc.Delighting Features (Value
Addition)V Each part underlies a specific objective.v Each chapter starts with a marketing
profile of leading corporate house with web address. This enables the reader to understand what
is a corporate house, what are their businesses, what are their marketing and operating
philosophies,v Summary of each chapter makes the reader to grasp the chapter contents with
easy effort.v Each chapter has questions for discussion, preparing the students well for
examination.v Each chapter ends with practical exercises for critical analysis and thinking which
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makes the reader to think critically.v Case Studies lead the reader to improve his/her analytical
skills and practical knowledge.
"Marketing is the first truly integrated print and electronic learning package for introductory
marketing modules. It comprises: a textbook packed with learning features, combining authority
and a lively and engaging writing style and a diverse range of electronic resources matched
perfectly to the content of the textbook, available on the book's Online Resource Centre and
instructors' DVD."--BOOK JACKET.
Appropriate for capstone undergraduate and graduate courses.The first edition of Marketing
Management: An Asian Perspective was published when Asia was experiencing rapid and
sustained growth. In mid-1997, Asia began to suffer financial and economic troubles which
quickly turned into a crisis. A major key to Asia's recovery is the further development of
customer-oriented marketing.
Of interest to both academics and practitioners who assist in making Shariah-centric strategies,
this work is particularly important as Asia holds a major percentage of Islamic assets in South
Asia, Southeast Asia, and the Middle East, with new opportunities opening in Central Asia.
The Indian Context
Strategic Marketing Management in Asia
Managing Start-ups for Success
Unleashing E-Commerce for South Asian Integration
MARKETING MANAGEMENT
Beginning of 21st century, there is various facet of marketing. The fundamental of marketing is
utilized in every aspect. The marketing trends are making the marketers assimilate the
innovations into marketing realities. The definitive impact is seen in the market place. Today
companies are using the mode of application of innovations in product solution for the customer
problems. Marketing is changed a lot from 1960’s. The fundamental topics such as
segmentation, targeting, positioning still used by companies though there are new contemporary
trends in marketing. Service market has grown significantly in this liberalized economy.
Customers look for experiences while consuming. Customer lifestyle has changed substantially.
New Indian customers graduating for nuclear family values, owning number of brands, having
shopping experiences in retail outlet, flying in Airline, watching movies in multiplexes, food in
good restaurant, pleasant stay in good hotel and health checkup in healthcare centers are
becoming ices, properties, persons, places, events, information, ideas or organization is of
interest to everyone. Customer feedback is implemented by the companies. Even the companies
are tracking how many customers are clicking on what in webpage, and how many
advertisements they are seeing. It makes marketers plan their market offerings. India's image
now that it is able to provide services for the products augurs well for the country. Every chapter
in this book explains in detail about fundamentals, challenges and contemporary issues. This
book represents relevant topics for insightful marketing for the new century.
This book looks at customer value creation through marketing decisions and analyses the critical
phases of theoretical and methodological advancements in solving certain problems and
customer-centric issues that firms face. The chapters highlight how theories have been borrowed
from sociology, psychology and economics to understand phenomena such as customer
preferences and decision-making, and how operations research and statistical tools have been
applied to take optimal decisions on marketing-related issues such as channel management and
pricing. The volume covers an array of topics including marketing orientation, consumer
behaviour, and marketing mix comprising the elements of product, price, promotion and place.
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The articles offer both methodological and theoretical contributions, and also discuss some key
results of implementation of marketing strategies by various firms. This book will be of interest
to researchers and students of marketing, consumer behaviour, business management,
economics, finance, international marketing, services marketing and international business.
With a view to continue the current growth momentum, excel in all phases of business, and
create future leadership in Asia and across the globe, there is a felt need to develop a deep
understanding of the Asian business environment, and how to create effective marketing
strategies that will help growing their businesses.
Despite the fact that experts acknowledge the importance of the emerging markets, there is a
dearth of real case studies specially focussed on marketing issues. This case study book
addresses that need. It is also important and timely in providing a framework for instructors and
researchers (both academic and industry) to understand the dynamics occurring in emerging
markets. This book is composed of long and short real cases with varying complexity in
different sectors including airlines, hotel, fashion, etc. These will cover issues which are unique
to the emerging markets (including the BRIC countries) to understand the dynamics occurring in
these countries. With its case studies, collection of questions, and real-life marketing examples,
this book offers unique benefits to marketing students and educators across the world. A musthave for every marketing course module.?
New Growth, Trends, and Developments
Communication Strategies for Corporate Leaders
Quantitative Methods for Business (Book Only)
Researching Marketing Decisions
Consumer Behaviour in Asia

Asia is no longer simply the continent to which the world turns for outsourcing
and off shoring of production, leaving retailing to Western countries. Asia now
contains many of the world’s largest markets plus many emergent markets as
well. North America is fast ceding ground to China as the world’s largest
economic power. Europe has been able to make productivity gains from trade,
fiscal and monetary harmonization to remain globally competitive while Africa,
whose nations practice free trade, is largely ignored both in terms of forgiving
debt and providing further credit. Each chapter of this volume details the
characteristics of an individual market in Asia and demonstrates the challenges
that marketers are likely to face in these environments. Covering not just
production or consumption but trade as it is practiced now, this book outlines the
new norms, conventions and service performance levels that these markets
demand.
Marketing Management: A South Asian PerspectivePearson Education
IndiaStrategic Marketing Management in AsiaCase Studies and Lessons across
IndustriesEmerald Group Publishing
An introduction to marketing concepts, strategies and practices with a balance of
depth of coverage and ease of learning. Principles of Marketing keeps pace with
a rapidly changing field, focussing on the ways brands create and capture
consumer value. Practical content and linkage are at the heart of this edition.
Real local and international examples bring ideas to life and new feature 'linking
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the concepts' helps students test and consolidate understanding as they go. The
latest edition enhances understanding with a unique learning design including
revised, integrative concept maps at the start of each chapter, end-of-chapter
features summarising ideas and themes, a mix of mini and major case studies to
illuminate concepts, and critical thinking exercises for applying skills.
This book presents a collection of articles addressing a range of marketing
strategies unique to emerging economies. It describes the component of strategic
and tactical marketing, including the marketing mix, segments and targeting,
product and market orientation, employing the Internet and social media,
penetration and loyalty strategies and innovation, and other strategy issues in the
marketing context. In addition, the book focuses on creating, communicating, and
delivering customer value to emerging market consumers through diverse
marketing strategies, processes, and programs in the context of emerging
markets’ dynamics, consumer diversity, and competitors. Bringing together
contributors from industry and academia to explore key marketing issues
prevalent in India and other emerging economies, the book offers a unique and
insightful read for a global audience. "This book, edited by Dr. Atanu Adhikari,
offers important analytical and managerial insights into consumer behavior, firm
strategy, market dynamics and marketing instruments (price, promotion,
distribution and product). While marketing and management disciplines have
developed useful empirical generalizations, the context is critical. This book does
exactly that -- place the generalized results in the context of emerging markets
and India. Accordingly, this is a valuable resource for scholars and practitioners."
-- Dr. Gurumurthy Kalyanaram, Professor, City University of New York, USA and
Tata Institute of Social Sciences, Mumbai, India; US Editor, International Journal
of Learning and Change; and President, MIT South Asian Alumni Association
"This book is a must-read for anyone interested in marketing to less-developed
countries. While the focus of the chapters is on India, the lessons learned can be
generally applied. The 32 chapters represent comprehensive coverage of nearly
every topic related to marketing with many examples. Any manager interested in
doing business in emerging markets, Professors who want a better knowledge of
these markets, or students who want an excellent reference should acquire this
book." -- Dr. Russell S. Winer, William Joyce Professor of Marketing, Stern
School of Business, New York University, USA.
Case Studies and Lessons across Industries
Marketing Management in Asia
Marketing Management
Principles Of Marketing: A South Asian Perspective, 13/E
Global Marketing Management
World economics and the industrial environment has recently created a fertile
ground for the creation of new enterprises and start-ups. This book skilfully
identifies the challenges of building a new business venture from an idea to a
marketable product. It highlights • Robust methods for keeping up with
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innovation; • Designing new ways to grow, improve and market your product; and
• Managing the changes in the business environment, market dynamics and
other uncertainties. The volume is rich with examples and case studies of many
small and large businesses. It further reflects on the business and
entrepreneurship ecosystem, the challenges and opportunities in India,
entrepreneurship and women, e-commerce, the new generation of
entrepreneurs, and exit strategies for entrepreneurs. An essential guide for
entrepreneurs and professionals working in business management and
marketing communications, as well as scholars of business administration and
financial sciences, this book by an industry expert offers many new and practiced
approaches, examples and lessons for innovative thinking and breaking new
ground in business.
Information technology (IT) is an essential core of the economy today.
Corporations and governments worldwide rely on it to drive their core strategy
and develop and execute business models. Amounting to over 3.7 trillion US
dollars of worldwide spending, the growing significance of the IT industry in the
global economy is now well established. Hence, it is crucial to understand the
marketplace within which it exists, and this book presents a systematic analysis
of the processes, techniques, and methods involved in IT sales and marketing. In
Selling IT, the book: Integrates a large IT provider’s selling process with the
enterprise user’s IT buying process to highlight the nuances of selling, marketing,
and developing IT solutions that create value for customers. Discusses various
key concepts such as value-based IT selling, business case for IT acquisition,
vendor evaluation and management, account and customer relationship
management, customer segmentation, and techniques for customer acquisition
and retention. Analyses the challenges and opportunities involved in selling
digital IT and examines the evolution of jobs and careers based on the changed
IT landscape. Includes lesson plans, case studies, and chapter-wise practice
questions to support teaching and learning. The book boasts a robust theoretical
foundation supported by a clear exposition of concepts and management
theories. It will be of benefit to professionals using organisation-mandated selling
processes. Young executives with a technology background looking for a sales
and marketing career in the IT industry can also effectively use this book. It will
also be an essential read for scholars and researchers in B2B marketing, IT
consulting, technology sales, and digital transformation.
The second edition of Services Marketing, with an enhanced conceptual
foundation, meets this requirement of students, managers and marketing
professionals. The enhanced pedagogy and coverage in this edition in
conjunction with the lucid and pithy style of the author make this book perfect for
students of business administration, commerce and management.
The concept of Halal defines what adheres to Islamic law and is so
comprehensive that it goes beyond food to include processes. The Halal industry
has allowed many business firms a competitive advantage and is integral in its
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support for industries from food, tourism, banking and hospitality to medical. This
book gives an overview of what Halal is in logistics and supply chain
management, and discusses related issues and challenges in Southeast Asia.
The book also examines Halal logistics and supply chain in reference to global
trends and practices. It attempts to integrate theoretical and methodological
aspects of Halal logistics and supply chain study in different geographical areas
across industries. This will be a useful reference for those who wish to
understand the Halal ecosystem and Halal logistics supply chain development.
Marketing Management Asian Perspective
Business Marketing Management
An Indian Prospective
Implications for the Global Market
Marketing Cases from Emerging Markets
Far reaching changes have been taking place in the Indian economy
during the recent past, consequent to the opening up of our economy
through globalization policies. The floodgates have been thrown open
to allow international competition for manufactured goods as well as
services, making it a question of survival of the fittest in any
industry. In the present highly competitive economy, which can be
called a buyer’s market, it is the customer who wields full power. He
can make or wreck a company. No wonder that the collective battle cry
from sales and marketing people, retailers, wholesalers and
advertising wizards alike is now ‘serve the customer’ or ‘Delight the
customer’. The customer who was considered the ‘king’ is now treated
almost like ‘God’, emulating the highly successful marketing people of
Japan.
This report is part of a broader work program on shaping a more
positive narrative on regional integration in South Asia. It is a
follow-up to a recent flagship report published by the South Asia
Region of the World Bank, A Glass Half Full: The Promise of Regional
Trade in South Asia. E-commerce is dramatically changing the way goods
and services are transacted nationally, regionally, and globally. It
facilitates international trade by reducing the cost of distance and
remoteness and can be more inclusive of underrepresented groups such
as women, small businesses, and rural entrepreneurs. Intraregional
trade in South Asia is still below its potential, and the region lags
behind other parts of the world in activating the potential benefits
from e-commerce. Adopting a novel yet practical approach, this report
explores how e-commerce can be boosted to deepen intraregional trade
in South Asia. It examines the main transacting models in the digital
space and the channels through which e-commerce helps reduce
transactions costs for firms and consumers. It considers the
regulations, as well as the regulatory gaps, affecting private sector
participation in e-commerce, focusing on data privacy, consumer
protection, delivery, cybersecurity, market-access regulations, and
digital payments. Finally, the report presents recommendations for
regulatory reforms that could enhance e-trade, especially in a
regional context and as a possible platform for greater global
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engagement by South Asian firms. The scale of these recommendations
ranges from the modest, such as allowing cross-border payments and
streamlining the customs regime, to the more ambitious, such as
allowing the operation of regional e-commerce platforms and
liberalizing related cross-border logistics services.
This print textbook is available for students to rent for their
classes. The Pearson print rental program provides students with
affordable access to learning materials, so they come to class ready
to succeed. For undergraduate and graduate courses in marketing
management. The gold standard for today's marketing management student
The world of marketing is changing every day -- and in order for
students to have a competitive edge, they need a text that reflects
the best and most recent marketing theory and practices. Marketing
Management collectively uses a managerial orientation, an analytical
approach, a multidisciplinary perspective, universal applications, and
balanced coverage to distinguish it from all other marketing
management texts out there. Unsurpassed in its breadth, depth, and
relevance, the 16th Edition features a streamlined organization of the
content, updated material, and new examples that reflect the very
latest market developments. After reading this landmark text, students
will be armed with the knowledge and tools to succeed in the new
market environment around them.
Success in the Asian market is crucial to many firms. Yet many
marketing strategies are based on a 'western' perspective of what
consumers want and respond to. In Consumer Behaviour in Asia , the
authors argue that Asian culture is so fundamentally different to
Western Culture that existing consumer behaviour concepts cannot be
applied to Asian consumers. In this book the authors outline and
explain these differences and put forward modifications to many wellknown consumer behaviour concepts. Consumer Behaviour in Asia shows
how firms need to modify their marketing strategies in such areas as
segmentation, positioning and the marketing mix in order to
successfully penetrate these markets.
Halal Logistics and Supply Chain Management in Southeast Asia
Marketing
The Asian Marketing Casebook
An Indian Perspective
Operations Management

Communication is key to success in every aspect of life and ever so in a competitive
business environment. This book examines managerial communication from seminal
theoretical and demonstrative vantage points through interdisciplinary
amalgamation of sciences and the liberal arts. It presents new paradigms of
managerial communication in the form of manoeuvres that can act as game changers
in tug-of-war business situations, including difficult negotiations, conflicts and
interpersonal dissonance that characterise the day-to-day corporate workplace tenor.
This volume: Develops persuasion strategies based on argumentation tactics derived,
for example, from legal cross-examination. Introduces problematisation and
deconstruction as effective communication tools into mainstream managerial
discourse. Employs Harvard Business School cases to demonstrate problem-solving
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skills, which will further serve as guide to writing business reports, plans and
proposals. Positions business writing methods as taxonomical tenets that can help
tackle complex business scenarios. Draws business diagnostic procedures from
diverse fields such as Sherlock Holmes from popular culture, and Jared M. Diamond
from ecology. This book will be a significant resource for business communication
practitioners, especially corporate managers and leaders, sales and marketing
professionals, and policymakers. It will be of interest to teachers and students alike, in
business communication, organization behaviour, human resource management and
marketing communications. It will act as a useful aid for classroom efficacy for
teachers and academics.
An essential how-to guide for companies doing business Asia Pacific Despite the
growing economic importance of the Asia Pacific region, Western firms remain
underrepresented. To remedy this situation, Western firms must approach their
operations in Asia strategically, by questioning many of the traditional assumptions
of Western business. While Japan has been the subject of much Western scrutiny, the
other nations in the region̶South Korea, Taiwan, Singapore, the Philippines,
Malaysia, Hong Kong, Indonesia, China, and Thailand̶have been virtually
overlooked. Strategies for Asia Pacific, the culmination of two decades of research
and direct professional experience, is written to provide Western companies with a
hands-on approach to doing business in Asia Pacific. The authors first define the
region's key characteristics, its role in the world economy, and key features of market
and consumer behavior. The book then turns to an overview of the competitive
market for developing business there, outlining what is required to design and
manage joint-ventures. The final chapters examine the prospective pitfalls in
managing Asia Pacific operations and the human resource issues associated with
such operations before concluding with projections for future trends in the
development of the region.
This is the 14th edition of 'Marketing Management' which preserves the strengths of
previous editions while introducing new material and structure to further enhance
learning.
Description For Principles of Marketing courses that require a comprehensive text.
Help students learn how to create value through customer connections and
engagement In a fast-changing, increasingly digital and social marketplace, it s
more vital than ever for marketers to develop meaningful connections with their
customers. The Principles of Marketing, An Asian Perspective provides an
authoritative, comprehensive, innovative, managerial, and practical introduction to
the fascinating world of marketing in and from Asia. It helps students master
today s key marketing challenge: to create vibrant, interactive communities of
consumers in Asia who make products and brands an integral part of their daily lives.
To help students in Asia understand how to create value and build customer
relationships, the Asian Perspective presents fundamental marketing information
within an innovative customer-value framework. This textbook makes learning about
and teaching Asian marketing easier and more exciting for both students and
instructors by providing a variety of vignettes, up-to-date corporate examples, and
relevant case studies.
Sales and Distribution Management
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Economic and Financial Integration in South Asia
Strategies for Asia Pacific
Tourism Marketing
Principles of Marketing, An Asian Perspective
This book analyses the current state and potential of economic and financial
integration in South Asia, which has emerged as one of the most dynamic regions
of the world. It looks at how regional convergences and cooperation would
reinforce ties amongst the diverse economies of South Asia in the changing global
economic landscape. Drawing on empirical research, the book looks at the degree
of economic and financial integration in South Asia, which according to the World
Bank includes the least integrated regions in the world, and explores the
fundamental factors that drive integration amongst these countries. It offers
important insights into the financial landscape of the region, as well as the
dynamics of the interlinkages in the banking system, the stock markets, and the
debt markets. The book examines the role of bilateral trade in augmenting
regional economic ties, the opportunities for growth these will foster, and the
major challenges and roadblocks for the leaders of the region. It also provides an
overview of China’s role in South Asia’s financial integration and the
interdependence of these economies for economic opportunities, macroeconomic
and financial stability, jobs, sustainable growth, and inclusive development.
Detailed and insightful, this book will be of great interest to investors and
regional policymakers. It will also be of interest to researchers and students of
economics, public and foreign policy, finance, international relations, and South
Asia studies.
Though India has become a lucrative market for various companies, the unique
characteristics of its market throw up a variety of challenges. Sales and
Distribution Management: An Indian Perspective aims to understand these
challenges. Building on an understanding of the consumer decision process, the
book defines the roles of marketing and selling strategies. Secondly adopting a
customer-centric approach to sales and distribution management, the book deals
with making strategic decisions keeping the end consumer in mind and making
operational decisions keeping the channel member and the sales force in focus. It
highlights the importance of behavioural transactions in completing a sale and
also discusses the service orientation required for selling different products. With
its unique approach, generalized frameworks, elaborate research and extensive
data analysis, this book will be of immense value to sales and distribution
professionals of the Indian corporate sector and marketing departments of
national and multinational companies in India. It is a highly recommended
reading for students and teachers in Indian business schools studying Sales
Management and Distribution Management.
Global Marketing Management, 8th Edition combines academic rigor,
contemporary relevance, and student-friendly readability to review how
marketing managers can succeed in the increasingly competitive international
business environment. This in-depth yet accessible textbook helps students
understand state-of-the-art global marketing practices and recognize how
marketing managers work across business functions to achieve overall corporate
goals. The author provides relevant historical background and offers logical
explanations of current trends based on information from marketing executives
and academic researchers around the world. Designed for students majoring in
business, this thoroughly updated eighth edition both describes today's
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multilateral realities and explores the future of marketing in a global context.
Building upon four main themes, the text discusses marketing management in
light of the drastic changes the global economy has undergone, the explosive
growth of information technology and e-commerce, the economic and political
forces of globalization, and the various consequences of corporate action such as
environmental pollution, substandard food safely, and unsafe work environments.
Each chapter contains review and discussion questions to encourage classroom
participation and strengthen student learning.
Develop a strong conceptual understanding of the role that quantitative methods
play in today's decision-making process. Written for the non-mathematician, this
applications-oriented text introduces today's many quantitative methods, how
they work, and how decision makers can most effectively apply and interpret data.
A strong managerial orientation motivates while actual examples illustrate
situations where quantitative methods make a difference in decision making. A
strong Problem-Scenario Approach helps you understand and apply mathematical
concepts. Important Notice: Media content referenced within the product
description or the product text may not be available in the ebook version.
Handbook of Research Methods for Marketing Management
Selling IT
Text and Cases
A Contemporary Perspective
Entrepreneurship in Difficult Times

"Covers the core concepts and theories of production and
operations management in the global as well as Indian context.
Includes boxes, solved numerical examples, real-world examples
and case studies, practice problems, and videos. Focuses on
strategic decision making, design, planning, and operational
control"--Provided by publisher.
This new volume addresses the growing interest to understand
tourism and hospitality in Southeast and South Asia, two regions
that have seen tremendous growth in international tourists in
recent years. It explores the current development of hospitality
and tourism industry in the regions of Hong Kong, Macao and
Taiwan as well as other key countries in Southeast and South
Asia. The Hospitality and Tourism Industry in ASEAN and East
Asian Destinations: New Growth, Trends, and Developments
provides updated findings and case studies that highlight
opportunities and issues of tourism and hospitality development
in ASEAN. Chapters cover such diverse topics as: Online
marketing strategies Sustainable hospitality development
Diversification efforts of the tourism industry Innovations in
independent hotels Wildlife tourism in urban destinations The
Vietnamese national park system Consumers’ positive and negative
images of certain destinations Much more While academicians will
benefit from the updated research findings summarized by the
respected scholars, hospitality professionals will also find the
book a valuable source of information as the chapters delve into
the most recent topical and industry focused issues.
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Asia is no longer simply the continent to which the world turns
for outsourcing and off shoring of production, leaving retailing
to Western countries. Asia now contains many of the world's
largest markets plus many emergent markets as well. North
America is fast ceding ground to China as the world's largest
economic power. Europe has been able to make productivity gains
from trade, fiscal and monetary harmonization to remain globally
competitive while Africa, whose nations practice free trade, is
largely ignored both in terms of forgiving debt and providing
further credit. Each chapter of this volume details the
characteristics of an individual market in Asia and demonstrates
the challenges that marketers are likely to face in these
environments. Covering not just production or consumption but
trade as it is practiced now, this book outlines the new norms,
conventions and service performance levels that these markets
demand.
Taking a multidisciplinary approach, this comprehensive Handbook
comprises contributions from international researchers of
diverse educational and research backgrounds. Chapters present
methodological issues within marketing research, sharing the
researchers’ experiences of what does and does not work, as well
as discussing challenges and avenues for innovation.
A Value-Based Approach
Principles of Marketing
The Science of Selling, Buying, and Deal-Making
Advances in Islamic Finance, Marketing, and Management
Marketing Management in Asia.
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