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This edition presents marketing management concepts in a traditional format and includes many real-world examples, emphasizing topics
such as international marketing, ethics, cross-functional teams and quality. Integrating competitive rationality throughout the text, the book
also covers strengthening customer relations by outshining the competition in customer satisfaction, finding more efficient and less costly
ways to deliver the same customer benefits and service, and improving general decision making implementation skills.
This volume brings together the insights of theories of management and marketing to give an original, alternative view of the organizational
dynamics of globalizing Asian New Religious Movements (NRMs) and established religions. It also provides insights into the way the
traditional religions are fighting back as they lose numbers to NRMs and are forced to adopt innovative proselytizing strategies and a new
global mindset. In order to develop this path-breaking theoretical perspective on globalizing Asian religions, eleven authors in this collection
have recast their original empirical data on individual Asian religions to focus on the way these organizations are managed in an overseas or
global context, by examining the structure, organizational culture, management style, leadership principles and marketing strategies of the
religious movements they had hitherto studied from the perspective of the sociology of religion, or religious studies. Others have adopted a
national, regional or global focus in relation to the transnational reach of specifically Japanese religions in North and South America, the EU
and Africa. The book examines strategies for global proselytization in a variety of local ethnographic contexts, and thus contributes to the
scholarly work on the "glocalisation" of religions.
In a short time span, social media has transformed communication, as well as the way consumers buy, live and utilize products and services.
Understanding the perspectives of both consumers and marketers can help organizations to design, develop and implement better social
media marketing strategies. However, academic research on social media marketing has not kept pace with the practical applications and
this has led to a critical void in social media literature. This new text expertly bridges that void. Contemporary Issues in Social Media provides
the most cutting edge findings in social media marketing, through original chapters from a range of the world’s leading specialists in the area.
Topics include: • The consumer journey in a social media world • Social media and customer relationship management (CRM) • Social
media marketing goals and objectives • Social media and recruitment • Microblogging strategy And many more. The book is ideal for
students of social media marketing, social media marketing professionals, researchers and academicians who are interested in knowing more
about social media marketing. The book will also become a reference resource for those organizations which want to use social media
marketing for their brands.
Consumer interaction and engagement are vital components to help marketers maintain a lasting relationship with their customers. By
developing positive relationships with consumers, businesses can better maintain their customers’ loyalty. Diverse Methods in Customer
Relationship Marketing and Management is a critical scholarly resource that examines how marketing has shifted to a relationship-oriented
model. Due to this, there is an increased need for customer relationship marketing and management to emerge as an invaluable approach to
strengthening companies and the customer experience. Featuring coverage on a wide range of topics such as relational marketing
technology acceptance model, and consumer buying behavior, this book is a vital resource for marketing professionals, managers, retailers,
advertising executives, academicians, and researchers seeking current research on the challenges and opportunities in customer relationship
marketing and management.
This book analyses the current state and potential of economic and financial integration in South Asia, which has emerged as one of the most
dynamic regions of the world. It looks at how regional convergences and cooperation would reinforce ties amongst the diverse economies of
South Asia in the changing global economic landscape. Drawing on empirical research, the book looks at the degree of economic and
financial integration in South Asia, which according to the World Bank includes the least integrated regions in the world, and explores the
fundamental factors that drive integration amongst these countries. It offers important insights into the financial landscape of the region, as
well as the dynamics of the interlinkages in the banking system, the stock markets, and the debt markets. The book examines the role of
bilateral trade in augmenting regional economic ties, the opportunities for growth these will foster, and the major challenges and roadblocks
for the leaders of the region. It also provides an overview of China’s role in South Asia’s financial integration and the interdependence of
these economies for economic opportunities, macroeconomic and financial stability, jobs, sustainable growth, and inclusive development.
Detailed and insightful, this book will be of great interest to investors and regional policymakers. It will also be of interest to researchers and
students of economics, public and foreign policy, finance, international relations, and South Asia studies.
This book is appropriate as a core textbook for Marketing Management in Post Graduate programmes including MBA. The text provides right
from the basics in Marketing to Analysis and Application of Strategic Tools in Marketing Management. CORE FEATURESStructure : Six parts
with 20 chaptersObjective: Make the readers to understand marketing theory & concepts and prepare them as tomorrow's marketing
managers, academicians etc.,Style: Simple and lucid style to understand theory and concepts with live corporate examples.Focus: As core
text book to post graduate students-MBA, M Com, M A, M Tech etc.Delighting Features (Value Addition)V Each part underlies a specific
objective.v Each chapter starts with a marketing profile of leading corporate house with web address. This enables the reader to understand
what is a corporate house, what are their businesses, what are their marketing and operating philosophies,v Summary of each chapter makes
the reader to grasp the chapter contents with easy effort.v Each chapter has questions for discussion, preparing the students well for
examination.v Each chapter ends with practical exercises for critical analysis and thinking which makes the reader to think critically.v Case
Studies lead the reader to improve his/her analytical skills and practical knowledge.
This book aims to uncover the hidden and unexploited power of leveraging from the concept of brand and brand building for B2B marketers. It
focuses on the need of B2B marketing from the point of view of Indian markets and economic conditions at home. With extensive discussions
on the three most respected corporate brands in India—Tata, Larsen & Toubro and Infosys—the author demonstrates how these companies
have created value through brands and how their branding initiatives are benchmarks in their journey to success.

Far reaching changes have been taking place in the Indian economy during the recent past, consequent to the opening
up of our economy through globalization policies. The floodgates have been thrown open to allow international
competition for manufactured goods as well as services, making it a question of survival of the fittest in any industry. In
the present highly competitive economy, which can be called a buyer’s market, it is the customer who wields full power.
He can make or wreck a company. No wonder that the collective battle cry from sales and marketing people, retailers,
wholesalers and advertising wizards alike is now ‘serve the customer’ or ‘Delight the customer’. The customer who
was considered the ‘king’ is now treated almost like ‘God’, emulating the highly successful marketing people of Japan.
There is a growing interest in firms’ adoption of ethical and social marketing approaches among academics and
practitioners alike. Ethical Marketing is the application of ethics into the marketing process, and Social Marketing is a
concept that seeks to influence a target audience for the greater social good. Ethical and Social Marketing in Asia
examines this so-far unexplored area, investigating why differing cultures and consumption behaviours require different
emphasis in different markets. The diversity of the Asian countries provides a perplexing environment to the development
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and management of ethical and social marketing. The belief that bottom line profits is enough for a company, is often not
favourably viewed by Asian countries emphasising collective, social and long term benefits for the people and country.
Due to these interesting characteristics and complexities, the study of ethical and social marketing in Asia is a timely
topic. The first chapters introduce Ethical Marketing in Asia, followed by case studies of how the approach is used across
14 diverse economies, geographically based on ‘clusters’; North East, (China, Taiwan, Japan, South Korea), South East
(Singapore, Malaysia, Thailand, Vietnam, Cambodia, the Philippines, Indonesia) and South Asia (India, Pakistan,
Bangladesh). The second part discusses Social Marketing using the same sequence of regions and economies and the
third part explores the unique link to Fairness Management in Asia, followed by a conclusion. explores the nature of
ethical and social marketing from an Asian perspective discusses current ethical and social marketing researches and
practices in different areas, industries, commercial and non-commercial sectors serves as an invaluable resource for
marketing academics and practitioners requiring more than anecdotal evidence of different ethical and social marketing
applications compares and contrasts unethical situations covering important aspects related to ethics, society and
fairness includes an interesting mix of theory, research findings and practices
This book looks at customer value creation through marketing decisions and analyses the critical phases of theoretical
and methodological advancements in solving certain problems and customer-centric issues that firms face. The chapters
highlight how theories have been borrowed from sociology, psychology and economics to understand phenomena such
as customer preferences and decision-making, and how operations research and statistical tools have been applied to
take optimal decisions on marketing-related issues such as channel management and pricing. The volume covers an
array of topics including marketing orientation, consumer behaviour, and marketing mix comprising the elements of
product, price, promotion and place. The articles offer both methodological and theoretical contributions, and also discuss
some key results of implementation of marketing strategies by various firms. This book will be of interest to researchers
and students of marketing, consumer behaviour, business management, economics, finance, international marketing,
services marketing and international business.
Information technology (IT) is an essential core of the economy today. Corporations and governments worldwide rely on
it to drive their core strategy and develop and execute business models. Amounting to over 3.7 trillion US dollars of
worldwide spending, the growing significance of the IT industry in the global economy is now well established. Hence, it
is crucial to understand the marketplace within which it exists, and this book presents a systematic analysis of the
processes, techniques, and methods involved in IT sales and marketing. In Selling IT, the book: Integrates a large IT
provider’s selling process with the enterprise user’s IT buying process to highlight the nuances of selling, marketing, and
developing IT solutions that create value for customers. Discusses various key concepts such as value-based IT selling,
business case for IT acquisition, vendor evaluation and management, account and customer relationship management,
customer segmentation, and techniques for customer acquisition and retention. Analyses the challenges and
opportunities involved in selling digital IT and examines the evolution of jobs and careers based on the changed IT
landscape. Includes lesson plans, case studies, and chapter-wise practice questions to support teaching and learning.
The book boasts a robust theoretical foundation supported by a clear exposition of concepts and management theories. It
will be of benefit to professionals using organisation-mandated selling processes. Young executives with a technology
background looking for a sales and marketing career in the IT industry can also effectively use this book. It will also be an
essential read for scholars and researchers in B2B marketing, IT consulting, technology sales, and digital transformation.
This is a basic text in International Marketing, a major knowledge area for students of management studies. This book
attempts to make learning of the nuances of the subject easy and enjoyable for students. International trade, economic
free trade zones, embargoes on exports, and tariff and non-tariff barriers that the companies face overseas form a major
part of the book. In addition, the role of international organizations under the guidance of the United Nations has been
given its due importance.
Marketing Management: A South Asian PerspectivePearson Education IndiaMarketing Management Asian
PerspectivePrinciples Of Marketing: A South Asian Perspective, 13/EPearson Education IndiaStrategic Marketing
Management in AsiaCase Studies and Lessons across IndustriesEmerald Group Publishing
This book offers a fresh perspective on understanding how successful business strategies are crafted. It provides insights
into the challenges and opportunities present in changing Asian business environments. Concepts are presented through
models and frameworks. These are illustrated through case studies showcasing a broad spectrum of Asian businesses,
ranging from manufacturing to logistics planning to retailing and services. Readers will be able to understand the
problems faced by Asian companies, and to apply useful conceptual tools to formulate effective strategies in solving
them.
For undergraduate and graduate courses in marketing management. The gold standard for today’s marketing management student. Stay on
the cutting-edge with the gold standard text that reflects the latest in marketing theory and practice. The world of marketing is changing
everyday–and in order for students to have a competitive edge, they need a textbook that reflects the best of today’s marketing theory and
practices. Marketing Management is the gold standard marketing text because its content and organization consistently reflect the latest
changes in today’s marketing theory and practice. The Fifteenth edition is fully integrated with MyMarketingLab and is updated where
appropriate to provide the most comprehensive, current, and engaging marketing management text as possible. MyMarketingLab™ not
included. Students, if MyMarketingLab is a recommended/mandatory component of the course, please ask your instructor for the correct
ISBN and course ID. MyMarketingLab should only be purchased when required by an instructor. Instructors, contact your Pearson
representative for more information. MyMarketingLab is an online homework, tutorial, and assessment product designed to personalize
learning and improve results. With a wide range of interactive, engaging, and assignable activities, students are encouraged to actively learn
and retain tough course concepts.
An introduction to marketing concepts, strategies and practices with a balance of depth of coverage and ease of learning. Principles of
Marketing keeps pace with a rapidly changing field, focussing on the ways brands create and capture consumer value. Practical content and
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linkage are at the heart of this edition. Real local and international examples bring ideas to life and new feature 'linking the concepts' helps
students test and consolidate understanding as they go. The latest edition enhances understanding with a unique learning design including
revised, integrative concept maps at the start of each chapter, end-of-chapter features summarising ideas and themes, a mix of mini and
major case studies to illuminate concepts, and critical thinking exercises for applying skills.
Asia is no longer simply the continent to which the world turns for outsourcing and off shoring of production, leaving retailing to Western
countries. Asia now contains many of the world’s largest markets plus many emergent markets as well. North America is fast ceding ground
to China as the world’s largest economic power. Europe has been able to make productivity gains from trade, fiscal and monetary
harmonization to remain globally competitive while Africa, whose nations practice free trade, is largely ignored both in terms of forgiving debt
and providing further credit. Each chapter of this volume details the characteristics of an individual market in Asia and demonstrates the
challenges that marketers are likely to face in these environments. Covering not just production or consumption but trade as it is practiced
now, this book outlines the new norms, conventions and service performance levels that these markets demand.
' Worldwide Casebook in Marketing Management comprises a large collection of case studies in marketing and business management. It
covers a huge array of decision-making areas and many different industries ranging from computers, petrol retailing and electronic gaming to
drinks, fashion, airlines and mobile communication. The worldwide cases are all related to many well-known brands and corporations like
British Airways, Red Bull, Nintendo, Google, Microsoft, Cacharel, etc. Contents:Introduction to Case AnalysisConsumer Behaviour:San
Pellegrino (Italy)Nintendo Wii (Japan)Zara (Spain)Branding:Lenovo (China)Red Bull (Austria)SingTel (Singapore)Marketing
Communication:Foster''s (Australia)Google (The US)Walkers (The UK)TAG Heuer (Switzerland)Cirque du Soleil (Canada)Retailing:Currys
(The UK)Cold Storage (Singapore)Marketing Programming:Microsoft (The US)National Australia Bank (Australia)Acer (Taiwan)Kerry
(Ireland)Siemens (Germany)ING (Holland)Electrolux (Sweden)Strategic and Global Marketing:British Airways (The UK)Grundfos
(Denmark)Petrobras (Brazil)Accor (France) Readership: Graduate students and researchers who are interested in marketing management.
Key Features:Comprises of a large collection of case studies in marketing and managementCovers many different industries, well-known
brands and companiesOffers studies on new trends and innovative marketing conceptsKeywords:Marketing Management;Innovation;British
Airways;Red Bull;Nintendo;Google;Microsoft;Cacharel'
Debates about public expenditure in the agricultural sector have reopened in many developing and emerging economies because of high
budget deficits and changes in public opinion. As a result, agricultural policy in many of these countries is beginning to take a more marketoriented approach to agrarian problems, most notably through the introduction of contract farming. This book explores the policy issues
around contract farming and its transformative potential and addresses the lack of empirical research on this topic by focusing on South Asia:
principally India, Bangladesh and Nepal. The book first addresses the effects of contract farming (vertical coordination) on productivity, food
security indicators (yield, consumption expenditures, prices), employment and input usage. Then it draws lessons from the South Asian case
studies on the impact of institutional changes, like contract farming, on income and food security of smallholder households. The core of the
book includes case study chapters on several commodities that are produced under contract farming, including vegetables and fisheries in
Bangladesh, low-value crops in Nepal and coffee in India. Other chapters also explore contracts, storage, input usage and technical efficiency
in these cases. This book serves as an essential guide to academics, researchers, students, legislative liaisons and think tank groups
interested in agrarian issues, agricultural economics and agricultural policy in emerging economies and particularly in South Asia.
This book critically analyzes the role of corporate social responsibility (CSR) in achieving sustainable development in emerging economies. It
brings together recent developments, effective frameworks, business models, and strategies adopted by companies and looks at how they
contribute to sustainable business growth. The volume discusses diverse themes such as green marketing for promoting sustainable
development; digitization and sustainability concerns; communication strategies for CSR; ethical standards in Indian advertising; microfinance
as an instrument for achieving sustainable development; the role of CSR in the Skill India initiative; and CSR activities of Indian listed
companies. It also provides solutions to challenges in achieving sustainable development goals at local and global levels. Drawing on indepth case studies, the book will be an essential read for corporate professionals, students, and researchers of CSR, management studies,
development studies, business studies, economics, environmental studies, green marketing, and sociology. It will also be relevant for policy
makers, NGOs, public and private sector corporations, and consultants in sustainability reporting, business ethics, and sustainable
development.
Marketing Management, Student Edition focuses on the essential concepts and tools necessary to answer important Marketing Management
questions. A concise visually compelling textbook with a suite of valuable online assets, Marketing Management, Student Edition is an
effective new approach to teaching and learning Marketing Management. Important Notice: Media content referenced within the product
description or the product text may not be available in the ebook version.

Despite the fact that experts acknowledge the importance of the emerging markets, there is a dearth of real case studies
specially focussed on marketing issues. This case study book addresses that need. It is also important and timely in
providing a framework for instructors and researchers (both academic and industry) to understand the dynamics
occurring in emerging markets. This book is composed of long and short real cases with varying complexity in different
sectors including airlines, hotel, fashion, etc. These will cover issues which are unique to the emerging markets (including
the BRIC countries) to understand the dynamics occurring in these countries. With its case studies, collection of
questions, and real-life marketing examples, this book offers unique benefits to marketing students and educators across
the world. A must-have for every marketing course module.?
A new approach to learning the principles of management, MGMT 2 is the second Asiaa Pacific edition of a proven,
innovative solution to enhance the learning experience. Concise yet complete coverage supported by a suite of online
learning aids equips students with the tools required to successfully undertake an introductory management course.
Paving a new way to both teach and learn, MGMT 2 is designed to truly connect with today's busy, tech-savvy student.
Students have access to online interactive quizzing, videos, podcasts, flashcards, case studies, games and more. An
accessible, easy-to-read text along with tear out review cards completes a package which helps students to learn
important concepts faster. MGMT 2 delivers a fresh approach to give students what they need and want in a text.
This book presents a radical rethinking of Border Studies. Framing the discipline beyond conventional topics of spatiality
and territoriality, it presents a distinctly South Asian perspective – a post-colonial and post-partition region where most
borders were drawn with political motives, ignoring the socio-cultural realities of the region and economic necessities of
the people. The authors argue that while securing borders is an essential function of the state, in this interconnected
world, crossing borders and border cooperation is also necessary. The book examines contemporaneous and topical
themes like disputes of identity and nationhood, the impact of social media on Border Studies, trans-border cooperation,
water-sharing between countries, and resolution of border problems in the age of liberalisation and globalisation. It also
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suggests ways of enhancing cross-border economic cooperation and connectivity, and reviews security issues from a
new perspective. Well supplemented with case studies, the book will serve as an indispensable text for scholars and
researchers of Border Studies, military and strategic studies, international relations, geopolitics, and South Asian studies.
It will also be of great interest to think tanks and government agencies, especially those dealing with foreign relations.
Beginning of 21st century, there is various facet of marketing. The fundamental of marketing is utilized in every aspect.
The marketing trends are making the marketers assimilate the innovations into marketing realities. The definitive impact
is seen in the market place. Today companies are using the mode of application of innovations in product solution for the
customer problems. Marketing is changed a lot from 1960’s. The fundamental topics such as segmentation, targeting,
positioning still used by companies though there are new contemporary trends in marketing. Service market has grown
significantly in this liberalized economy. Customers look for experiences while consuming. Customer lifestyle has
changed substantially. New Indian customers graduating for nuclear family values, owning number of brands, having
shopping experiences in retail outlet, flying in Airline, watching movies in multiplexes, food in good restaurant, pleasant
stay in good hotel and health checkup in healthcare centers are becoming ices, properties, persons, places, events,
information, ideas or organization is of interest to everyone. Customer feedback is implemented by the companies. Even
the companies are tracking how many customers are clicking on what in webpage, and how many advertisements they
are seeing. It makes marketers plan their market offerings. India's image now that it is able to provide services for the
products augurs well for the country. Every chapter in this book explains in detail about fundamentals, challenges and
contemporary issues. This book represents relevant topics for insightful marketing for the new century.
The ultimate objective of this book is to help you prepare for the 21st Century and become an effective manager
overseeing global marketing activities in an increasingly competitive environment. This book is the first to offer a true
global, as opposed to multinational perspective on marketing. This global approach also presents marketing in a cross
functional approach to the business operation. This edition addresses the reaction to the recent 1998 Asian financial
crisis and how these dramatic changes and their effect on the rest of our global economy. Also, based on European
countries trying to create a unified European economy, the prominent event of the introduction of a common European
currency, the Euro, on January 1, 1999 has impact world wide. Issues surrounding these events are covered at length.
The second edition of Services Marketing, with an enhanced conceptual foundation, meets this requirement of students,
managers and marketing professionals. The enhanced pedagogy and coverage in this edition in conjunction with the
lucid and pithy style of the author make this book perfect for students of business administration, commerce and
management.
ALERT: Before you purchase, check with your instructor or review your course syllabus to ensure that you select the
correct ISBN. Several versions of Pearson's MyLab & Mastering products exist for each title, including customized
versions for individual schools, and registrations are not transferable. In addition, you may need a CourseID, provided by
your instructor, to register for and use Pearson's MyLab & Mastering products. Packages Access codes for Pearson's
MyLab & Mastering products may not be included when purchasing or renting from companies other than Pearson; check
with the seller before completing your purchase. Used or rental books If you rent or purchase a used book with an access
code, the access code may have been redeemed previously and you may have to purchase a new access code. Access
codes Access codes that are purchased from sellers other than Pearson carry a higher risk of being either the wrong
ISBN or a previously redeemed code. Check with the seller prior to purchase. -- Stay on the cutting-edge with the gold
standard text that reflects the latest in marketing theory and practice. Marketing Management is the gold standard
marketing text because its content and organization consistently reflect the latest changes in today's marketing theory
and practice. Remaining true to its gold-standard status, the fourteenth edition includes an overhaul of new material and
updated information, and now is available with mymarketinglab-Pearson's online tutorial and assessment platform.
0133764044 / 9780133764048 Marketing Management Plus 2014 MyMarketingLab with Pearson eText -- Access Card
Package Package consists of: 0132102927 / 9780132102926 Marketing Management 0133766721 / 9780133766721
2014 MyMarketingLab with Pearson eText -- Access Card -- for Marketing Management
This casebook complements and accompanies Philip Kotler and Gary Armstrong's Principles of Marketing by providing 37 cases
on Asian companies operating in Asia and/or outside Asia, as well as about non-Asian companies operating within Asia.
With a view to continue the current growth momentum, excel in all phases of business, and create future leadership in Asia and
across the globe, there is a felt need to develop a deep understanding of the Asian business environment, and how to create
effective marketing strategies that will help growing their businesses.
Marketing Management is designed to cater to syllabi requirements of courses on marketing. Steeped in the core concepts of
marketing, the text nonetheless incorporates the latest trends in marketing and showcases many of the path breaking efforts by
marketers in recent past. This thoroughly revised 6th edition includes discussion on most widely discussed topics in the subject in
recent past. Alongside, the text captures the core concepts comprehensively and follows an application-based approach. Salient
Features: • New cases on leading new age organizations such as Hotstar, Oyo, Airbnb, Netflix, Amazon Prime, Uber etc. • New
sections on digital marketing, social media marketing, defining brand etc. • Updated and detailed coverage on marketing
environment, retail business model, distribution management, organization buying behavior etc. • More engaging and logically
driven revised chapter structure • Thoroughly revised chapters focusing on how markets have evolved in recent past
4.7. Money Laundering in the Light of Islam -- 4.8. Conflicting Concepts of Conventional Profit Maximization and Hoarding in Light
of Islam -- 4.9. Discrepancy in Policy and Practice -- 5. Conclusion -- 6. Limitation and Future Research Directions -- References -Appendix -- Chapter 8 Structural Mix of Credit Portfolios in Islamic Banking System: Evidence from a South Asian Economy -- 1.
Introduction -- 2. Literature Review -- 2.1. Comparative Analysis of IBs AND CBs -- 2.2. Credit Portfolios -- 2.2.1. Sources of
funding for banks -- 2.2.2. Significance of a dynamic credit mix for an emerging market -- 2.2.3. Nature of credit portfolios in
banking sector -- 2.2.4. Classifications of credit portfolios -- Banking Sector of Pakistan -- 3. Research Methodology -- 4. Findings
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-- 5. Conclusion -- References -- Appendix -- Section II: Islamic Marketing -- Chapter 9 Islamic Marketing: Compatibility with
Contemporary Themes in Marketing -- 1. Introduction -- 2. The Evolution of Marketing -- 3. Sustainability, Ethics, and Islamic
Marketing -- 4. Conclusion and Recommendations -- References -- Chapter 10 Profiling Islamic Banking Customers: Does Product
Awareness Matter? -- 1. Introduction -- 2. Literature Review -- 2.1. Overview of Islamic Banking -- 2.2. Islamic Banking
Products/Services -- 2.3. Awareness of Islamic Banking Products -- 2.4. Demographic Variables and Awareness of Islamic
Banking Products -- 2.4.1. Gender -- 2.4.2. Age -- 2.4.3. Religion and ethnicity -- 2.4.4. Education -- 2.4.5. Occupation -- 2.4.6.
Income -- 3. Methodology -- 4. Analysis and Results -- 4.1. Demographic Profile of the Respondents -- 4.2. Awareness of Islamic
Banking Products -- 4.3. Hypothesis Testing -- 5. Conclusion -- 6. Implications, Limitations and Future Research -- References
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