
This book comprehensively delves into Marketing Management concepts with 
Asian perspective but at the same time enough illustrations are covered for readers to get 
international orientation of marketing. SEA (South East Asia) countries provide huge 
opportunities for books written exclusively with Asian perspective and this book does 
that in a very practical way by including Insight-Series on all important aspects dealt in 
each chapter. The Insight Series has three facets i.e. Case Insight, Market Insight & 
Research Insight. A case insight gives a real- life situation including companies having 
operations in SEA, which provides a platform for students to discuss possible solutions. A 
Market Insight gives examples whereby students can apply Marketing Theory to practice 
to well known brands / products. A Research Insight provides links to relevant research 
articles for a broader understanding of the concepts. Apart from this another very 
relevant aspect for students is 'Skills For Employment' provided at the end of each 
chapter. This helps students in assessing themselves for a particular job profile and 
mapping the gaps for them to upgrade.

The book also puts emphasis on non- traditional or non-conventional approach 
to marketing i.e. moving towards Relational, Not-for-profit, digital, and postmodern 
marketing, rather than marketing based on 4 Ps. The book aptly covers the advances in 
technology & social web and its effects on marketing practices.

Chapter 1 explains how marketing is different in the business-to-consumer 
(B2C), business-to-business (B2B), and services marketing sectors.B2B has its origin in 
Industrial Marketing but due to emergence of services in a big way and evolution of CRM, 
companies have started looking towards end to end solutions and hence the present day 
form is enterprise marketing. MSMEs have also given a big boost to B2B marketing.

Chapter 6 brings about the difference between market segmentation and 
product differentiation. It is extremely important to understand that product 
differentiation is a part of segmentation in terms of creating an unique image to compete 
out with other brands present in a segment. This is true for products across all types of 
categories and industries. Since the advent of modern marketing practices, sustainable 
product differentiation is the most robust form of competitive advantage.

Chapter 9 gives insight in to government regulated pricing issues and how 
internet has started affecting pricing in the newly evolved consumer-to-consumer (C2C) 
market. When it comes to pricing of certain product categories where government holds 
monopoly or has a major stake or the industry is highly regulated, setting price is a very 
complicated issue and it becomes imperative to have a sound understanding of such 
environments as it affects the decision making process for marketing programmes. 
Pricing of petrol / diesel / CNG gas is a case in point. 

Chapter 13 explains the importance of logistics and that of retailing & 
wholesaling as a very important aspect of distribution channel. Globalisation has been on 
the rise and geographical boundaries have started blurring in a big way. The increased 
volume of trade amongst nations has given a big fillip to logistics sector. The shifting 
demographics have also been responsible for evolution of retailing in a big way.

Chapter 16 talks about relationship marketing, wherein concepts like customer 
relationship lifecycle and CRM are dealt with. CRM has taken off in a big way because of 
critical nature of key account management and rise of services sector. Companies often 
do cardinal mistakes of intruding into consumer privacy and unethical trading of 
customer databank.

Chapter 17 gives insight into not-for-profit environments. In emerging 
economies across the globe this sector has suddenly become big but the proportionate 
benefits to haves-not in the society are not visible. This calls for greater stakeholder 
engagement policies and social audit.

Chapter 18 on digital marketing gives insight into key areas of digital marketing 
investment: internet advertising, email marketing, search marketing, social web, gaming 
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