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PREFACE 

As per Peter Drucker, every business has only two functions, viz; 

Marketing and Innovation. Marketing as a concept has American 

Origin. Symbolically, we can say that it entered India, with the 

formation of the first Management institute/program. 

Written in a user-friendly way to ensure the information is accessible, 

Introduction to Basic Marketing Concepts is ideally suited to 

students that are faced with time-pressures yet need to gain a 

comprehensive understanding of the main concepts of marketing.The 

authors focus only on the points that are needed to be able to understand 

the theory, without the entanglement of additional information. This 

ensures students do not have to wade through non-essential information 

to get to grips with the subject. A balance between basic marketing and 

strategic concepts makes it suitable for all levels. Each chapter contains 

a series of vignettes to illustrate the theory, with e-marketing perspective 

evident throughout and a Web-based resource that accompanies the text. 

Marketing is indeed an ancient art; it has been practiced in one form or 

the other, since the days of Adam and Eve. Today, it has become the 

most vital function in the world of business. Marketing is the business 

function that identifies unfulfilled needs and wants, define and measures 

their magnitude, determines which target market the organization can 

best serve, decides on appropriate products, services and programmes to 

serve these markets, and calls upon everyone in the organization to think 

and serve the customer. Marketing is the force that harnesses a nation's 

industrial capacity to meet the society's material wants. It uplifts the 

standard of living of people in society. 
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