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Preface

This Fourth Edition of Marketing Management — Text and Cases: An Indian Perspective brings together
the purpose and strengths of earlier editions into one unified and enriched preface. The book was
originally created to fill a critical gap in marketing literature: the absence of textbooks that explain
marketing concepts within the Indian context. While many global books offer valuable insights, they do
not fully address the unique characteristics, challenges, and opportunities present in the Indian market.
This edition continues to build on that foundation, emphasizing Indian products, Indian companies, local
market conditions, and examples from both national and multinational firms operating in the country.

India’s economy has witnessed significant transformation over the years. Growing incomes,
expanding consumer aspirations, increasing competition, liberalized policies, and the steady entry of
multinational brands have reshaped the marketing environment. The shift from a sellers’ market to a
buyers’ market has made customer value, innovation, and strategic marketing more important than ever.
Today, the success of a business depends greatly on how effectively it understands consumer needs and
implements its marketing functions.

In this rapidly changing environment, access to reliable, timely, and relevant information has
become essential. Marketing research has therefore evolved into a crucial decision-making tool. With
abundant data available through business journals, economic dailies, research publications, and expert
analyses, marketers can now make more informed decisions. This edition draws extensively from such
sources and incorporates updated examples, insights, and discussions to reflect the realities of the Indian
business world.

Case methodology, a widely used approach in management education, continues to be a vital
component of this edition. Cases allow students and practitioners to apply theoretical concepts to real
business situations. They encourage analytical thinking, problem diagnosis, and decision-making based
on factual evidence. In this edition, the case studies have been further revised, expanded, and aligned
with current market trends to provide richer learning experiences.



iv Preface

This Fourth Edition also integrates improvements drawn from years of feedback from teachers,
students, professionals, and reviewers. The content has been thoroughly revised and expanded to include
new chapters, updated exercises, and modern applications that address emerging marketing practices and
technologies. Our goal remains to offer a comprehensive, practical, and relevant resource for students of
MBA, M.Com., MBE, BBA, BBS, B.Com., PGDBM, PGDMM, and for industry practitioners seeking
deeper marketing insights.

We extend our sincere gratitude to all who contributed to the development of this edition. Their
valuable suggestions and support have helped make this book more refined, more relevant, and more
beneficial. We remain committed to continuous improvement and welcome further feedback for
enhancing future editions.

Dr. R.L. Varshney
Dr. S.L. Gupta
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