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have $200 billion buying power by 2017, and $10 trillion over their lifetimes — and yet 
industries across the board are struggling to garner their attention.
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9789363869943	 Kausik	 Customer Relationship Management, An AI-driven Approach | New | IM | e | k	 715

9789390395491	 Kagan, Singh	 Digital Marketing: Strategy & Tactics | IM | e | k	 669

9789354243370	 Kotabe	 International Marketing 8e, An Indian Adaptation | IM | e | k	 1039

9788177226225	 Kumar	 Customer Relationship Management: Concepts & Application 	 469

9789357466097	 Kumar, Rehman, 	 Integrated Marketing Communication in Digital Age | IM | e | k	 1049 
	 Rahman

9788126567126	 Lawley	 Product Management for Dummies | e	 909

9789354249891	 Lionell 	 From Data to Stories : An end to end guide to Storytelling with Data Comics 	 539 
		  for the absolute beginner	

9788126558438	 Miller	 Inbound Marketing for Dummies  | e	 739

9788126542000	 Mohapatra	 E-Marketing  | IM | e | k	 679

9788126567355	 Mosley	 Employer Branding for Dummies 	 839

9788126569175	 Padveen	 Marketing to Millennials for Dummies 	 539

9789351197751	 Sathyapriya	 Marketing Research  | e	 449

9789357461825	 Singh	 Export and Import Management: Text and Cases, 2ed  | BS | e | k	 1059

9789388991186	 Singh	 Social Media Marketing for Dummies, 4ed | e	 639

9789354641206	 Sheth	 Marketing Theory | e | k	 939

9788126555024	 Sheth	 The Howard–Sheth Theory of Buyer Behavior  | k	 1659

9788126563296	 Vajre	 Account-Based Marketing for Dummies | e	 529

OPERATIONS MANAGEMENT
9789354640179	 Black, Singh	 Business Statistics 10ed: For Contemporary Decision Making, 	 1189 
		  An Indian Adaptation | IM | BS | e | k	

9788126560875	 Charan	 The Amazon Management System 	 1049

9788126564996	 Fradin	 Successful Product Design and Management Toolkit  | e | k	 1065

9788126550807	 Gopalan	 Project Management Core Textbook, 2nd Indian ed, w/cd | IM | e	 1139

9789350045091	 Jain	 Production and Operations Management  | e | k	 699

9788126519071	 Kulkarni	 Quality Control  | e | k	 859

9789357467971	 Mangan, Singh	 Global Logistics and Supply Chain Management, 4ed, An Indian Adaptation | IM | e | k	 1059

9788126543946	 Marchewka 	 Information Technology Project Management, 4ed, ISV  | IM | e	 869

9789354641176	 Meredith, Scott M. 	 Project Management, 11ed, An Indian Adaptation | IM | BS | e | k	 1099 
	 Shafer, Anbanandam

9788177221916	 Mohanty	 Supply Chain Management (Theories & Practices) 	 399

9788126525065	 Montgomery	 Statistical Quality Control: A Modern Introduction, 6ed    | IM 	 1049

9788126556380	 Mote	 Operations Research  | IM | e | k	 849

9788126571062	 Portny     	 Project Management for Dummies, 5ed 	 639

9788126563791	 Prasad	 Fundamentals of Business Analytics, 2ed, w/cd  | IM | BS | e | k	 1019
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9789363863262	 Reid, Sanders, Padhi	Operations Management: An Integrated Approach, 8ed, 	 1035 
		  An Indian Adaptation | New | IM | e | k	

9789354644092	 Russell, Saddikuti	 Operations and Supply Chain Management, 10ed, An Indian Adaptation | IM | BS | e | k	 1189

9789354645792	 Sanders, Padhi	 Supply Chain Management, 3ed, An Indian Adaptation | e | k	 1059

9789354246326	 Sharma	 Statistic for Business and Economics : Using Microsoft Excel & 	 1049 
		  Powered by IBM-SPSS, 3ed | e	

9789354243431	 Vijayaraghavan	 Supply Chain Analytics | IM | BS | e | k	 1059

ORGANIZATIONAL BEHAVIOUR
9789351192459	 Gupta	 Organizational Behaviour: Design, Structure and Culture, 2ed, w/cd  | e	 449

9789351191810	 Raju	 Organizational Behaviour, w/cd  | e	 395

9789354242847	 Uhl-Bien, Dash	 Organizational Behavior, 13ed, An Indian Adaptation | IM | e | k	 1059

9789354642593	 Uppal	 Contemporary Organizational Behavior | e	 969

STRATEGIC MANAGEMENT
9789354243387	 Aaker, Islam	 Strategic Market Management, 11ed, An Indian Adaptation | IM | e | k	 949

9789357469975	 Bradshaw, Kumar	 AI Strategy to Execution | e	 1069

9789357466356	 Brinkmann, 	 Introduction to Sustainability, 2ed, An Indian Adaptation | e | k	 1059 
	 Bhamoriya

9789357462075	 Dyer, Batra	 Strategic Management, 4ed: Concepts and Cases, An Indian Adaptation | IM | e | k	 1039

9789354645945	 Grant, Jose, 	 Contemporary Strategy Analysis, 11ed, An Indian Adaptation | IM | BS | e | k	 1079 
	 Yayavaram,  
	 Pallathitta

9788126559633	 Pearlson	 Strategic Management of Information Systems  | IM | e	 899

9788177226706	 Srinivasan	 Strategic Retail Management 	 399

9789357468640	 Tiwari, Swarup	 Design Thinking, A Comprehensive Textbook| New | IM | BS | e | k	 745

FINANCE
9789357461559	 Arora	 Credit Risk Analytics with R | IM | e	 1059

9789354642135	 Arora	 Financial Risk Analytics: Measurement, Management and Examples in R | IM | e | k	 949

9789390395637	 Arora	 Financial Risk Management | IM | e | k	 829

9789351191001	 Bapat	 Marketing of Financial Services, w/cd  | e	 999

9789357461115	 Batra	 Accounting and Finance for Non-Finance Managers | IM | e | k	 1189

9789351194286	 Desai	 Investment Management (Security Analysis and Portfolio Management) | e	 499

9788126528141	 Elton	 Modern Portfolio Theory and Investment Analysis, 8ed  | IM | e	 1019

9788126569885	 Epstein	 Trading for Dummies, 4ed | e	 529

9788126569182	 Fairhurst	 Financial Modeling in Excel for Dummies | e	 689

9788126541621	 Ghosh	 End Users’ Guide to Risk Management and Derivatives     | e | k	 1039

9789357466059	 Goel	 Corporate Governance: Theory and Practice | IM | e | k	 959

9788126562930	 Jones	 Investments, 12ed, ISV: Principles and Concepts  | IM | e	 1089

9788126554768	 Kapil	 Financial Management, w/cd  | IM | e | k	 949

9789354246036	 Kapil	 Financial Valuation and Modelling | IM | e | k	 1129

9788126568253	 Kapil	 Mergers and Acquisitions: Valuation, Leveraged Buyouts and 	 1099 
		  Financing, 2ed  | IM | BS | e | k	

9788126558575	 Kidwell	 Financial Institutions, Markets and Money  | e	 1049

9788126522828	 Krantz	 Investment Banking for Dummies, 2ed | e	 959
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9789354644177	 Mohanty	 Financial Analytics | IM | e | k	 1089

9788126515929	 O’Hanlon	 FinTech for Dummies | e	 909

9788126519446	 Panda	 Understanding Microfinance  | e | k	 859

9789357460231	 Parameswaran	 Fixed Income Securities | e | k	 1039

9789388991131	 Parameswaran	 Fundamentals of Financial Instruments | e	 909

9789354645648	 Parrino	 Fundamentals of Corporate Finance, 5ed, An Indian Adaptation | IM | e | k	 1099

9788177227130	 Parthasarathy	 Corporate Governance: Principles, Mechanisms & Practice  | e | k	 899

9789390395576	 Rai	 Finance for Managers and Entrepreneurs | e | k	 949

9789351194293	 Rao	 Financial Engineering, Risk Management & Financial Institutions, w/cd  | e	 499

9789357460576	 Saxena	 The 00001 CFO: Digital Finance Transformation in the age of x + AI | e | k	 1419

9788194780427	 Shah	 Financial Management, 3ed | e	 699

9788126564071	 Shanmugham	 Financial Services, 2ed  | e | k	 939

9789357460880	 Shapiro, Hanouna, 	 International Financial Management, 11ed, An Indian Adaptation | e | k	 1149 
	 Seal

9788126569366	 Srivastava	 Investment Management  | IM | e | k	 949

9789357460477	 Taillard	 Corporate Finance for Dummies, 2ed	 959

9789357463546	 Veronesi, 	 Fixed Income Securities : Valuation, Risk, and Risk Management, 	 1049 
	 Parameswaran 	 An Indian Adaptation | IM 	

ACCOUNTING
9788126575701	 Arora	 Financial Accounting : Fundamentals, Analysis and Reporting  | IM | BS | e | k	 879

9789357461115	 Batra	 Accounting and Finance for Non-Finance Managers | IM | e | k	 1189

9789351191902	 Bhatia	 Cost Accounting  | e	 495

9789357460446	 Boyd	 Cost Accounting for Dummies, 2ed	 959

9789389872552	 DT Editorial Services	Tally.ERP 9 with GST in Simple Steps	 499

9789390078844	 DT Editorial Services	Tally.ERP 9 and GST in Simple Steps, Hindi ed	 349

9789363863835	 Farmer, Fredin, Baag	Cost Accounting with Integrated Data Analytics, 	 1249 
		  An Indian Adaptation | New | IM | e | k	

9789354640872	 Jiambalvo, 	 Managerial Accounting, 7ed, An Indian Adaptation | IM | BS | e | k	 1159 
	 Srinivasan

9788126551262	 Kimmel	 Financial Accounting, 7ed, ISV  | IM | e	 1159

9788126556373	 Singh	 Management Accounting: Concepts and Strategic Costing Decision  | IM | e | k	 869

9788126564347	 Weygandt	 Accounting Principles, 12ed, ISV  | IM	 1129

ECONOMICS
9789354249136	 Besanko, 	 Microeconomics, 6ed, An Indian Adaptation | IM | e | k	 1159 
	 Chakraborty

9789363863446	 Bradley	 Essential Mathematics for Economics and Business, 4ed , An Indian Adaptation | New 	 1059

9789354644078	 Dranove, Besanko, 	 Economics of Strategy, 7ed, An Indian Adaptation | IM | e | k	 1129 
	 Rameshan

9789363865778	 Hill, Griffiths, 	 Principles of Econometrics, 5ed, An Indian Adaptation | New | IM | e | k	 1079 
	 Lim, Sharma

9789354247170	 Salvatore,Sharma	 International Economics, 13ed, An Indian Adaptation | IM | BS | e | k	 1149

9789354640285	 Samuelson, Kar	 Managerial Economics, 9ed, An Indian Adaptation | IM | e | k	 999

9789354640759	 Truett, Rani	 Managerial Economics: Analysis, Problems, Cases, 8ed, 	 1029 
		  An Indian Adaptation | IM | e | k	
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for Dummies SERIES 
LANGUAGE

9788126534647	 Christensen	 German for Dummies, 2ed  | e	 479

9788126547548	 Kaufman	 Russian for Dummies, 2ed 	 539

9788126539697	 Sato	 Japanese for Dummies, 2ed | e	 639

9788126534661	 Schmidt	 French for Dummies, 2ed 	 849

9788126534654	 Wald	 Spanish for Dummies, 2ed	 849

MARKETING
9788126554355	 Barnes	 Customer Experience for Dummies | e	 589

9788126572656	 Bullock	 Salesforce Marketing Cloud for Dummies  | e	 749

9789357462013	 Dahl	 Advertising For Dummies, 2ed	 959

9788126567010	 Deiss	 Digital Marketing for Dummies | e	 889

9788126534623	 Diamond	 Digital Marketing All-In-One for Dummies | e	 959

9788126544387	 Genco	 Neuromarketing for Dummies 	 529

9788126569908	 Helgeson	 CRM for Dummies 	 529

9788126576586	 Herman	 Instagram For Business for Dummies  | e	 539

9788126562671	 Kent  	 SEO for Dummies, 7ed     | e	 749

9788126558438	 Miller	 Inbound Marketing for Dummies  | e	 739

9788126538751	 Mortimer	 Marketing for Dummies, 3ed 	 379

9788126567355	 Mosley	 Employer Branding for Dummies 	 839

9788126569175	 Padveen	 Marketing to Millennials for Dummies 	 539

9788126554393	 Sauro	 Customer Analytics for Dummies  | e	 849

9788126543106	 Schmuller	 Statistical Analysis with Excel for Dummies, 4ed | e	 849

9789363864061	 Singh	 Marketing with AI For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9789388991186	 Singh	 Social Media Marketing for Dummies, 4ed | e	 639

9788126562992	 Sudol	 Affiliate Marketing for Dummies | e	 849

9788126563296	 Vajre	 Account-Based Marketing for Dummies | e	 529

9788126551286	 Warner	 Social Media Design for Dummies 	 539

BUSINESS
9789357460507	 Baker	 Decision Intelligence for Dummies	 959

9788126541461	 Burton	 Business Skills All-In-One for Dummies 	 529

9788126552269	 Burghall	 Lean Six Sigma Business Transformation for Dummies | e	 539

9789357460453	 Canavor	 Business Writing For Dummies, 3ed	 959

9789354245763	 Chishti	 Gamification Marketing for Dummies | e	 749

9789363865679	 Cohen	 Critical Thinking Skills For Dummies, 2ed (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9789363863224	 Curtis	 Creating a Business Plan For Dummies, 2ed  (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126554416	 Jones	 Decision Making for Dummies  | e	 849

9788126569991	 Leete	 OpenOffice.org for Dummies 	 479

9788126538768	 Lloyd	 Performance Appraisals & Phrases for Dummies 	 219

9788126563821	 Kao	 Salesforce for Dummies, 7ed | e	 749
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9788126554683	 Marr	 Key Performance Indicators for Dummies | e	 539

9788126543779	 Muehlhausen	 Business Models for Dummies | e	 429

9788126571062	 Portny	 Project Management for Dummies, 5ed 	 639

9788126550470	 Pryce-Jones	 Running Great Meeting & Workshops for Dummies 	 319

9789363865020	 Roberts	 Business Writing with AI For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9789357460408	 Reiman	 Soft Skills for Dummies	 949

9788126576128	 Rose	 Enterprise Agility for Dummies  | e	 639

9788126542475	 Schlachter	 Critical Conversations for Dummies 	 269

9788126577064	 Schlachter	 Increasing Your Influence at Work All-In-One for Dummies  | e	 749

9789363861138	 Scheps  	 Business Intelligence For Dummies | New 	 959

9788126570843	 Taylor	 Business Coaching & Mentoring for Dummies, 2ed 	 639

9788126550487	 Thomas	 Business Networking for Dummies | e	 329

9788126543977	 Underwood	 Competitive Intelligence for Dummies 	 489

9789363867987	 Waddy	 Selling Online For Dummies  (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126529858	  Zeller 	 Success Habits for Dummies   | e	 749

FINANCE
9788126526345	 Bassal	 Swing Trading for Dummies, 2ed | e	 739

9789354643507	 Bradley	 ESG Investing for Dummies	 899

9789388991155	 Danial	 Cryptocurrency Investing for Dummies | e	 849

9788126569885	 Epstein	 Trading for Dummies, 4ed | e	 529

9788126569182	 Fairhurst	 Financial Modeling in Excel for Dummies | e	 689

9789357460385	 Kent	 Bitcoin for Dummies, 2ed	 959

9788126522828	 Krantz	 Investment Banking for Dummies, 2ed | e	 959

9789357460330	 Logue	 Hedge Funds for Dummies, 2ed	 959

9789357460491	 Mladjenovic	 Currency Trading For Dummies, 4ed	 959

9788126515929	 O’Hanlon	 FinTech for Dummies | e	 909

9788126504466	 Solomon	 Ethereum for Dummies  | e	 1059

9789357460477	 Taillard	 Corporate Finance for Dummies, 2ed	 959

9789357460415	 Tyson	 Mutual Funds for Dummies, 8ed	 959

9789357460347	 Wild	 Exchange-Traded Funds for Dummies, 3ed	 959

HUMAN RESOURCE MANAGEMENT
9789357460378	 Biech	 Training & Development for Dummies, 2ed	 959

ACCOUNTING
9789357460446	 Boyd	 Cost Accounting for Dummies, 2ed	 959

ANALYTICS
9788126558223	 Anderson	 Statistics for Big Data for Dummies  | e	 749

9788126567935	 Bari	 Predictive Analytics for Dummies, 2ed  | e	 799

9788126543281	 Hurwitz	 Big Data for Dummies  | e	 749

9789354645778	 Hyman	 Microsoft Power BI for Dummies | e	 959
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9788126533367	 Jagare	 Data Science Strategy for Dummies | e	 749

9788126504442	 Karlins	 Adobe Analytics for Dummies  | e	 849

9788126559688	 Marr	 Big Data for Small Business for Dummies | e	 529

9789390466078	 Monsey	 Tableau for Dummies | e	 909

9789388991209	 Mueller	 Data Science Programming All-in-One for Dummies | e	 1059

9788126524938	 Mueller	 Python for Data Science for Dummies, 2ed  | e	 849

9788126573455	 Nelson	 Microsoft Excel Data Analysis for Dummies, 3ed | e	 849

9789354643323	 Sostre	 Web Analytics for Dummies	 849

9788126504244	 West	 People Analytics for Dummies  | e	 849

TECHNOLOGY
9789363861633	 Baker	 ChatGPT For Dummies | New 	 849

9789363864733	 Baker	 Generative AI For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126577040	 Beaver	 Hacking for Dummies, 6ed  | e	 849

9789363860384	 Blum	 SQL Essentials For Dummies  (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126576005	 Blum	 PHP, MySQL & JavaScript All-in-One for Dummies  | e	 959

9789390466733	 Bluttman	 Microsoft Excel Formulas & Functions for Dummies, 5ed | e	 889

9789354245787	 Burd	 Android Application Development All-In-One for Dummies, 3ed | e	 949

9788126568147	 Burd	 Java for Dummies, 7ed	 749

9788126570867	 Burd	 Beginning Programming with Java for Dummies, 5ed	 799

9788126557868	 Burton	 Android App Development for Dummies, 3ed  | e	 849

9789354245770	 Deane	 CCSP for Dummies with Online Practice | e	 959

9788126550517	 Deroos	 Hadoop for Dummies | e	 739

9789363865426	 Diamond	 Writing AI Prompts For Dummies  (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126523207	 Dionisio	 Microsoft Project 2019 for Dummies | e	 749

9788126577637	 Dulaney	 Linux All-In-One for Dummies, 6ed  | e	 909

9788126550548	 Feiler	 iOS App Development for Dummies 	 539

9788126553495	 Freeman	 DevOps for Dummies  | e	 739

9788126530779	 Guthals	 GitHub for Dummies | e	 749

9789357460392	 Gookin	 Troubleshooting & Maintaining PCs All-in-One for Dummies, 4ed	 959

9788126570553	 Hurwitz	 Cloud Computing for Dummies, 2ed | e	 909

9788126527755	 Laurence	 Blockchain for Dummies, 2ed  | e	 799

9788126575992	 Layton	 Scrum for Dummies, 2ed   	 749

9788126569151	 Lowe	 Java All-in-One for Dummies, 5ed 	 749

9789363865785	 Lowe	 Java Essentials For Dummies  (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New	

9788126576043	 Lowe	 Networking All-in-One for Dummies, 7ed  | e	 909

9788126560448	 McDaniel	 SAS for Dummies, 2ed 	 739

9789363869448	 McFedries	 HTML & CSS Essentials For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9789363866775	 McFedries	 JavaScript Essentials For Dummies  (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126576012	 McFedries	 Web Coding & Development All-in-One for Dummies  | e	 849
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9789357460422	 McManus	 Raspberry Pi for Dummies, 4ed	 959

9788126577071	 Mealy	 Virtual & Augmented Reality for Dummies  | e	 849

9789363862692	 Minnick	 Coding with AI For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126570850	 Mueller	 AWS for Developers for Dummies 	 639

9789363861749	 Mueller	 Artificial Intelligence For Dummies, 3ed (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126576104	 Mueller	 Artificial Intelligence for Dummies  | e	 859

9788126575251	 Mueller	 Beginning Programming with Python for Dummies, 2ed  | e	 799

9788126574742	 Mueller	 C# 7.0 All-in-One for Dummies  | e	 849

9788126563050	 Mueller	 Machine Learning (in Python and R) for Dummies  | e	 909

9788126529988	 Mueller	 Deep Learning for Dummies | e	 859

9788126555383	 Paz	 Salesforce Service Cloud for Dummies  | e	 529

9788126534500	 Perrott	 Windows Server 2019 & PowerShell All-in-One for Dummies | e	 949

9789363868090	 Pierson	 Data Science Essentials For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9789357460460	 Rathbone	 Windows 11 for Dummies	 949

9788126575732	 Scarpino	 Machine learning with TensorFlow for Dummies  | e	 849

9788126575312	 Schmuller	 R Projects for Dummies  | e	 639

9789363868397	 Schmuller	 Statistical Analysis with R Essentials For Dummies (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9789388991216	 Shovic	 Python All-in-One for Dummies | BS	 1019

9789363868618	 Shovic	 Python Essentials For Dummies (Exclusively Distributed by Atlantic  
		  Publishers & Distributors | New 	

9788126575299	 Smith	 Adobe Creative Cloud All-in-One for Dummies, 2ed  | e	 849

9788126562138	 Steinberg	 Cybersecurity for Dummies | e	 849

9788126534494	 Taylor	 SQL All-In-One for Dummies, 3ed | e	 959

9788126562183	 Vries	 R Programming for Dummies, 2ed 	 939

9788126559602	 Warner	 Microsoft Azure for Dummies | e	 849

9789357460439	 Weverka	 Microsoft Office 2021 All-in-One for Dummies	 959

9789357460361	 Weverka	 Microsoft Office 365 All-in-One for Dummies, 2ed	 959

9788126568789	 Wilson	 WordPress All-in-One for Dummies, 4ed | e	 1059

9788126528882	 Withee	 Microsoft SharePoint for Dummies | e	 739

9789357460354	 Mueller	 MATLAB for Dummies, 2ed	 959

MS EXCEL
9788126562305	 Alexander	 Microsoft Excel Power Pivot & Power Query for Dummies	 879

9788126575282	 Alexander	 Excel Macros for Dummies, 2ed  | e	 639

9789390466733	 Bluttman	 Microsoft Excel Formulas & Functions for Dummies, 5ed | e	 889

9788126564477	 Carlberg	 Microsoft Excel Sales Forecasting for Dummies, 2ed 	 639

9788126558964	 Harvey	 Excel 2016 for Dummies 	 849

9788126573455	 Nelson	 Microsoft Excel Data Analysis for Dummies, 3ed | e	 849

9788126578559	 Wang	 Microsoft Office 2019 for Dummies  | e	 849

9788126559084	 Weverka	 Microsoft Office 2016 All-In-One for Dummies | e	 849
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SELF HELP
9788126534241	 Abram	 Keto Diet for Dummies | e	 749

9789388991162	 Alidina	 Mindfulness for Dummies, 3ed 	 749

9788126544974	 Alloway	 Training Your Brain for Dummies 	 329

9788126514052	 Arden	 Improving your Memory for Dummies 	 539

9788126553266	 Bair	 Blogging for Dummies, 7ed | e	 849

9788126538744	 Bodian	 Meditation for Dummies, 3ed 	 429

9788126533572	 Bryant	 Self - Hypnosis for Dummies 	 539

9788126544981	 Burn	 Personal Development All-In-One for Dummies, 2ed 	 529

9788126536498	 Burton	 Confidence for Dummies, 2ed 	 279

9788126545971	 Carr	 Social Collaboration for Dummies 	 479

9788126538737	 Chritton	 Personal Branding for Dummies 	 689

9789363865679	 Cohen	 Critical Thinking Skills For Dummies, 2ed (Exclusively Distributed by  
		  Atlantic Publishers & Distributors) | New 	

9788126526086	 DeCarlo 	 Resumes for Dummies, 8ed   | e	 749

9788126568796	 Dummies	 Career Development All-in-One for Dummies | e	 639

9788126543021	 Elkin	 Stress Management for Dummies, 2ed 	 429

9788126545346	 Evans	 Counselling Skills for Dummies, 2ed 	 429

9788126536528	 Fitton	 Twitter for Dummies, Pocket ed 	 109

9788126532315	 Garvey	 Running a Restaurant for Dummies, 2ed       | e	 739

9788126535873	 Henderson	 Dad’s Guide to Pregnancy for Dummies 	 379

9788126562473	 Hills	 Cognitive Psychology for Dummies | e	 539

9788126569892	 Horne	 3D Printing for Dummies, 2ed 	 529

9788126535880	 Jarvis	 Pregnancy for Dummies, 2ed 	 379

9788126563265	 Kantar	 Bridge for Dummies, 4ed 	 529

9788126554041	 Kennedy	 Feng Shui for Dummies, 2ed   | e	 739

9788126543762	 Kennedy	 Job Search Letters for Dummies 	 429

9788126536504	 Kuhnke	 Body Language for Dummies, 2ed 	 539

9788126538706	 Kuhnke	 Persuasion & Influence for Dummies 	 379

9788126554430	 Lafay	 Drones for Dummies  | e	 959

9789363861718	 Mugabi	 Sustainable Fashion For Dummies  (Exclusively Distributed by  
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