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There is no dearth of books on marketing, but the book is an Improvement over others in
the sense that it is truly written from Indian Perspective. It includes most of the examples
from India and all Cases are from Corporate India. The Style is logical. Most of the
questions are application oriented and their answers have also been given. Lot of time has
been invested in preparation of Questi j | lons,
Essay type of questions and also other Application Oriented Short Questions. | am sure the
students and teachers would find the book useful. B 5 | i

Dr. Rajendra P. Maheshwari, a 1971 product of Rajasthan University, after teaching at
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Management and Corporate Accounting. He has written a number of research papers in
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