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Preface

This book intends to provide an overview of marketing thought and practice for students
new to marketing, for students on short introductory marketing courses, and to anyone who
needs a quick grasp of the subject. It aims to deliver a clear and concise presentation of the basic
principles of marketing. It employs the “4Ps” with a managerial approach, and in a manner
echoing the dynamic markets in the light of globalization and the wide use of Internet.

Marketing does not exist in a vacuum it is a vibrant, sometimes energy-sapping profession
that is full of exciting examples of success and failure. Moreover, marketing practitioners need
to understand the changes that are taking place in the environment. The dividing lines between
online and traditional are no more, it’s time to take a holistic approach to marketing. Today
there are more ways to identify, target, and stay connected with your customers than ever.
Online marketing has evolved from an afterthought to being the forefront and driver of overall
strategy.

When we set out to write this book, we were faced with many possible goals and
emphases. We could have devoted to the theoretical development in the field of marketing and
tentatively covered the mainstream ideas, surveying studies up to the current state-of-the-art. Or
we could have focused on the the applicable methods and approaches required for the market
analysis and marketing campaign, making proved marketing techniques available for marketers’
reference. Or we could have purely concentrated on interpreting and introducing the latest
advancement. We know, however, from years of teaching experience and the great textbooks
available that none of the above goals might be easy. Although we give attention to all this

areas, we choose to write a book that reflects the reason for our own enthusiasm for marketing
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this is a book about people as well as marketing, showing how systematic investigation of
marketing can shed new light on previous intractable research questions in approaching market,
technically, the people. J

This book is not the work of one person, and we would like to acknowledge the people
who have helped. We are grateful to the forerunners who led the way and shared their insights.
Our thanks also goes to researchers and scholars constantly contributing to the ever-changing

subject, keeping a close watch and expanding the scope of marketing.

Wang Xingjun
October, 2014
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