
Preface

Organisati ons of varied type engage in diverse set of marketi ng acti viti es 
to sati sfy customer needs and wants. Marketers aim to create bett er 
customer value and to build profi table customer relati onship, which 
results into constantly evolving marketi ng acti viti es striving to fi nd 
creati ve soluti ons to complex market needs. Organisati ons that can 
develop a compelling value propositi ons, can att ract and grow target 
customers and reap the rewards in terms of larger market share, 
profi tability and fi nally customer equity.

Marketers decide the set of features to design into a new product or 
service, the prices to at which to off er products or services for sale, and 
the amount of spend on promoti on via adverti sing, internet or mobile 
marketi ng.  The explosive growth of social networking media in the 
backdrop of increasing popularity of internet is rapidly changing the ways 
in which companies market their products and services. 

Organisati ons are also fi nding out and adopti ng the marketi ng practi ces 
supporti ng the marketi ng decisions which allows them to address 
consumer and organisati on needs on the one hand and preserve and 
enhance the ability of future generati ons to meet their needs on the other 
hand. Sustainable marketi ng and holisti c marketi ng are, therefore, the 
new norms of marketi ng and are the need of the hour.

The present text ti tled ‘Principles of Marketi ng’ is writt en with the intent 
to bring understanding on various aspects of marketi ng practi ces. The 
book provides deep insights into the core concepts of marketi ng based on 
extant literature, examples and cases. All the cases and examples are in 
Indian context, and are appropriately used as a support to the text. The 
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book caters to the course requirements of graduate studies in marketing 
(B. Com Hons. and B. Com as per CBCS) along with the requirements of 
the professional courses. Also, those practicing in the field of marketing 
will find the book relevant for conceptual understanding. 

Realizing that there is a dearth of books by Indian authors especially 
at graduate level which give complete and clear understanding on this 
subject, this book is the compilation of our knowledge about marketing 
and is presented before you for your assessment and use as a student or 
as a teacher. Though, it took us unexpectedly long time period to bring 
this book, but we are (happy and) satisfied and confident that this book 
will certainly hold an edge over the texts available in the market.

Prof. Dr. Kavita Sharma
Dr. Swati Aggarwal
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