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David Dwight, Terry Grapentine, David Soorholtz : Critical Thinking for Marketers, Volumel: Learn How to
Think, Not What to Think before purchasing it in order to gage whether or not it would be worth my time, and all
praised Critical Thinking for Marketers, Volume I: Learn How to Think, Not What to Think:

All marketing actions, whether preceded by formal or informal decision-making processes, are based on what


http://f3db.com/pub/links.php?id=B01NBFW2YW

philosophers call Idquo;arguments.rdquo; An argument is a set of related statements comprising premises and a
conclusion. ldeally, premises give an audience good reasons for accepting your argumentrsguo;s conclusion. In
marketing, these Idguo;conclusionsrdquo; are normative decisions about what an organization should do, for example,
raise prices by five percent, add a new sales territory or, perhaps, change the marketing communications mix to invest
more in digital and lessin print. The premises are the rational e behind why the organization should take such actions.
Critical Thinking for Marketers: Learn How to Think, Not What to Think provides information and guidelines on not
only how to develop good arguments, but also what it means to develop a good argument. For example, the book
describes two basic kinds of argumentsmdash;deductive and inductivemdash;and how to examine whether such
arguments are Ildquo;goodrdqguo; or not. To do this, the book explains 60 logical fallaciesmdash;or errorsin
reasoningmdash;that marketers should avoid. Additionally, the authorsrsquo; several ldquo; Think Betterrdquo;
discussions examine how fields such as philosophy, behavioral economics, and marketing theory have informed the
principles of critical thinking in marketing.



