BOOK REVIEW
	Title:
	Marketing Cases with Emphasis on International Business

	Authored By:
	Principal, Hailey College of Banking & Finance, University of the Punjab, Lahore Pakistan,
Email: kamjadsaeed@yahoo.com www.kamjadsaeed.edu.pk 
[image: image1.jpg]


Member Governing Council, International Federation of Accountants (IFAC) (1997-2000),  President, South ASIAN Federation of Accountants (SAFA) (1997), President, Institute of Cost and Management Accountants of Pakistan (1997-2000), President, Association of Management Development Institutions of South Asia (AMDISA) (1993-96), Pro Vice-Chancellor University of the Punjab, Lahore (1994-1996), Founder Director, Institute of Business Administration (IBA), University of the Punjab, Lahore (1973-1996).

	Published By:
	Khawaja Publications 230-C, TECH Society, Canal Bank Road, Lahore-54590. Price Rs. 150. pp 232, Email: info@khawajapublications.com


	


The traditional method of teaching is the lecture method. The case study method, first developed by law school is now used as a powerful tool by business schools and management development for developing analytical skills relating to decision making. 
The book is intended to be a text book with business schools for their marketing courses. Edited by Prof. Dr. Khawaja Amjad Saeed, Founder Director of the IBA, University of the Punjab, Lahore, who has written a number of books on management, economy of Pakistan, corporate financial reports, mercantile laws, auditing and other subjects relating to financial and cost and management accounting, it contains case studies by 22 scholars, and is divided into four sections. The first section introduces the details of the case study method, the second section the export scene of Pakistan and the third includes actual cases and the fourth in-corporate teaching notes on 19 cases. A case is a written description of an enterprise, an event or situation containing information about its history, content, and problems that are identified and which are then analyzed to arrive at a decision regarding the advisable course of action, or for evaluation and research. It may or may not be taken from a real life situation. It has several advantages over the traditional methods of teaching but also has its limitations in that it is much more time consuming and there is a general lack of trained teachers for the job. The case study method was first used in 1871 in the teaching of law. The book is self contained as it gives complete history of the case study method and comprehensive guidelines about how to prepare cases for teaching and research purposes as well as how to analyze the case in both its macro and micro aspects. Several technical tolls are needed for case analysis and these include the financial tolls of liquidity, solvency and profit ratios and break even analysis, and the project evaluation tolls of Return o investment (ROI), net present value (NPV) and so on. These are enumerated with their formulas, definition and other details. Thus even a Non-professional can at least get an idea of what it takes to appraise business. In Pakistan there are several impediments in the use of case study method e.g. no single institution exists plying a national role in collecting case material, lack of trained teachers and reluctance of firms to make available information lest they be involved in tax evasion, litigation and other problems. Several suggestions have been given in the book e.g., that a case clearing service institution be set up in Pakistan under the overall supervision of Higher  Education Commission (HEC) and enlightened Organizations be approached to provide information for writing and developing cases for study and research purpose. In fact, even the Organizations are likely to benefit from this.
The case study method not only develops decisions making skills but also stimulates learning. However, the students are warned to distinguish between areas where generalizations are possible ad where they are not. Section two covers Pakistan’s export problems and gives valuable export data. Suggestions on how to increase exports are included. At present Pakistan’s main exports are raw materials or low value added products. Some of the cases studied pertain to actual firms operating in the manufacturing, service, construction and other sectors. Should new plants or technology be acquired under a given set of conditions, how to increase productivity, face challenges from competitors, manage change, develop an effective marketing strategy, etc. are some of the questions covered in the case studies. An interesting study pertains to two pipe manufacturers, whose product quality and prices are the same, but one of them has already bribed their way to success and are fully backed by government officials who benefit from their largess, when they tender for government organizations, their main customers. The question is how the other firm should deal with their competitors in this situation of unethical and unfair competition. Thus most of the cases illustrate a complex interplay of financial, technical, marketing and human relations forces. Most of the cases are about Pakistani industries and other enterprises but some studies pertain to Bangladesh. We congratulate the editor and urge the readers in general and students and executives in export marketing to benefit from it. 







