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on the book, Krzysztof Obłój provided me with support and encouraged me to

continue with what I had started. I also wish to thank all the people who shared

advice, guidelines and support with me. I want to express my gratitude to

Professor Henryk Sterniczuk from University of New Brunswick, Michael

Thomas, Andrew Cropper, David Chapman, Kasia Nizińska PhD and many
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David Chapman claims that we discover the principles of marketing through
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