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PREFACE

Dynamic . . . Exciting . . . Challenging . . . and Surprising! The 21st century is an
extraordinary time for instructors, students, and managers to be involved in the field
of marketing. Customer Relationship Management (CRM), virtual advertising,
multichannel retailing, eCRM, cashless vending, everyday fair pricing, experience
marketing, data mining, and brand equity are just a few of the many indications that
marketing is racing into a new era. At the same time, many traditional elements of
the discipline such as segmentation, new-product development, and pricing are grow-
ing in importance and use. The combination of the contemporary and the traditional
elements of marketing create a truly exceptional topic to study and understand. We
appreciate the opportunity to share our enthusiasm for the field with you and
welcome you to your introduction to marketing!

The Fifth Canadian Edition of Marketing is the result of a detailed and rigorous
development process designed to provide customer value in several ways. First, we
continue to use the active-learning approach that has been the foundation of our pre-
vious editions. Second, we have incorporated many new examples, tools, and design
elements that are consistent with the learning styles of today’s students. Third, we
have added, deleted, and modified topics and content based on our own expertise
and the advice of many knowledgeable reviewers. Finally, we have invested in the
most effective of the many evolving educational technologies. Overall, the Fifth
Canadian Edition of Marketing represents our efforts to guarantee the high quality
of previous editions and to continue our tradition of growth and improvement.

We are gratified by the growing interest in our approach to the study of market-
ing. Feedback from students and instructors continues to reinforce our pedagogical
style. We hope that you will enjoy the text and your exploration of the knowledge,
skills, and tools of the marketing discipline!

DISTINCTIVE FEATURES OF OUR APPROACH

The innovative pedagogical approach we developed through our own classroom
experiences was introduced in the first edition in 1991. While each new edition has
offered new content, cases, and examples to reflect changes in the marketing disci-
pline and the marketplace, the distinctive features of our approach have remained as
the foundation of the text and the supporting supplements. The features that you may
recognize from previous editions and that are prominent in this edition include:

* An easy-to-read, high-involvement, interactive writing style that engages
students through active learning techniques, timely and interesting examples,
and challenging applications.

* A vivid and accurate description of businesses and marketing professionals—
through cases, exercises, and testimonials—that allows students to “personal-
ize” marketing and identify possible career interests and role models.

¢ The use of extended examples, involving people making marketing decisions,
that students can easily relate to text concepts and that emphasize a decision-
making orientation.

¢ Comprehensive and integrated coverage of traditional and contemporary scholarly
concepts illustrated through relevant practitioner-related literature.

* A rigorous pedagogical framework based on the use of learning objectives,
concept checks, key terms and concepts, chapter summaries, and supportive
student supplements such as the Student CD-ROM and Study Guide.



Preface

* A package of support materials to accommodate a wide variety of instructor
teaching styles and student learning styles.

Feedback from many of the instructors and students who have used our text and
package in the past has encouraged us to build on these strengths as we developed
the Fifth Canadian Edition of Marketing.

NEW AND REVISED CONTENT

* The Role of the Internet and Technology in Marketing Today: Marketing,
Fifth Canadian Edition, recognizes that the Internet and other digital technologies
provide us with powerful new tools that can greatly enhance communication
and commerce. From cover to cover, Marketing integrates coverage of
e-Commerce topics such as e-marketplaces, dynamic pricing, viral marketing,
permission marketing, personalization, multichannel retailing, eCRM, collabo-
rative filtering, file sharing and peer-to-peer communication, cyberservices,
Internet appliances, interactive television, online secondary data sources, and
virtual advertising.

* New Chapter 21: Implementing Interactive and Multichannel Marketing:
This new chapter provides a framework for how to think about and implement
marketing strategy in an Internet/Web-enabled marketspace. Emphasis is placed
on interactive marketing practice and the growing application of multichannel
marketing. Students will also find this chapter of interest because they will see
how important it is for companies to forge collaborative channel relationships
to improve their global market competitiveness.

* Consumer Behaviour and Organizational Behaviour Chapters Earlier in
Text: In response to reviewer feedback the global markets chapter has been
moved to follow the behaviour chapters allowing earlier coverage of these key
chapters (now Chapters 5 and 6).

* Increased Emphasis on Customer Value and Customer Relationship
Management (CRM): Chapter 1 presents an enhanced emphasis on customer
value CRM, the role of brands and how they make firms accountable to
consumers, new products, the breadth of marketing and how it is used by many
types of organizations, and a complete update of Rollerblade’s marketing program.

* Updated Overview of the Marketing Environment: Chapter 3 now includes
a discussion of Napster’s dramatic impact on the music industry; an introduction
to current electronic business technologies including the Internet, the World
Wide Web and e-Commerce; and the latest demographic and cultural trends
affecting the Canadian marketplace.

* Updated Consumer Behaviour Coverage: Chapter 5 includes new examples
related to the stages of the consumer-decision process; new discussions of
customer satisfaction and retention and marketing strategies for high- and
low-involvement products; and discussion of Canadian psychographic systems,
including the Goldfarb segments and the Thirteen Tribes (Adams).

* New Organizational Buying Coverage: Chapter 6 features new sections on
online buying in organizational markets, e-marketplaces, and online auctions.

* Updated Global Markets Coverage: Chapter 7 includes discussions of the
emergence of a networked global marketspace, Canada’s competitiveness in the
global market, the influence of the World Trade Organization on the global rules
of trade between nations, and important differences in the economic infrastructures
of China, India, Eastern Europe, and the countries of the former Soviet Union.
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ORGANIZATION

Preface

« Expanded Coverage of Marketing Research Technology: Chapter 8 opens
with an exciting example—the Lord of the Rings movie trilogy—and introduces
up-to-date and comprehensive coverage of online databases and Internet
resources. The chapter also includes new discussions of creative research tech-
niques such as ethnographic research, the hiring of “cool hunters” to identify
important cultural trends, and new coverage of Internet and fax survey tech-
niques, data mining, and the impact of research on marketing actions.

» Expanded Segmentation, Positioning, and Customization Material: Chapter 9
includes coverage of the mass customization of shoes at Customatix.com,
Apple’s segmentation strategy, the chocolate milk positioning challenge, and
updated coverage of product-market grids.

« Updated Coverage of Brand Equity: Chapter 11 now includes the Customer-
based Brand Equity Pyramid, which helps explain the relationship between
brand awareness and how consumers think and feel about a brand. This helps
students understand how the added value of a brand name gives a product
competitive and price advantage.

« Updated Services Marketing Material: Chapter 12 has been updated to
include the Eight Ps of services marketing, a framework for managing services.
The chapter also introduces the concept of experience marketing.

» Updated Channels Coverage: Chapter 15 includes new material and examples
related to multiple channels of distribution, strategic alliances, vertical marketing,
exclusive distribution, slotting allowances, and satisfying buyer requirements
that show students how marketing channels are a necessity as a company builds
sustainable market value.

« Updated Supply Chain and Logistics Coverage: Chapter 16 features current
examples, such as “Dell Computer Corporation: A Responsive Supply Chain,”
and “Wal-Mart, Inc.: An Efficient Supply Chain,” and current topics, such as
“Information’s Role in Supply Chain Responsiveness and Efficiency.” Reverse
logistics are used to explain the role of supply chains and logistics management
in marketing and how a firm balances distribution costs against the need for
effective customer service.

* Updated Retailing Coverage: Chapter 17 offers a new discussion of Tim
Hortons, a successful retail marketer, updated coverage of the global expansion
of many retailers and e-tailers, and popular retail formats such as franchising.
In addition, the chapter provides coverage of important new technologies,
including cashless vending systems and interactive television shopping, as well
as new concepts, such as everyday low pricing and multichannel retailing.

» Updated Advertising Coverage: Chapter 19 now includes virtual advertising,
interactive television, satellite radio, as well as Internet advertising. Up-to-date
examples of the latest forms of promotion, including sweepstakes, product
placement, and online coupons are also provided.

» Appendixes C and D have been moved to the Online Learning Centre (OLC)
to allow for easy updates.

The Fifth Canadian Edition of Marketing is divided into five parts. Part 1, “Initiating
the Marketing Process,” looks first at what marketing is and how it creates customer
value and customer relationships (Chapter 1). Then Chapter 2 provides an overview
of the strategic marketing process that occurs in an organization—which provides a
framework for the text. Appendix A provides a sample marketing plan as a refer-
ence for students. Chapter 3 analyzes the five major environmental factors in our
changing marketing environment, while Chapter 4 provides a framework for including
ethical and social responsibility considerations in marketing decisions.
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Part 2, “Understanding Buyers and Markets,” first describes, in Chapter 5, how
individual consumers reach buying decisions. Next, Chapter 6 looks at organizational
buyers and how they make purchase decisions. And finally, in Chapter 7, the nature
and scope of world trade and the influence of cultural differences on global
marketing practices are explored.

In Part 3, “Targeting Marketing Opportunities,” the marketing research function
and how information about prospective consumers is linked to marketing strategy
and decisions is discussed in Chapter 8. The process of segmenting and targeting
markets and positioning products appears in Chapter 9.

Part 4, “Satisfying Marketing Opportunities,” covers the Four Ps—the marketing
mix elements. The product element is divided into the natural chronological sequence
of first developing new products and services (Chapter 10) and then managing the
existing products (Chapter 11) and services (Chapter 12). Pricing is covered in terms
of underlying pricing analysis (Chapter 13), followed by actual price setting
(Chapter 14), and Appendix B, Financial Aspects of Marketing. Three chapters
address the place (distribution) aspects of marketing: Managing Marketing Channels
and Wholesaling (Chapter 15), Integrating Supply Chain and Logistics Management
(Chapter 16), and Retailing (Chapter 17). Retailing is a separate chapter because of
its importance and interest as a career for many of today’s students. Promotion is
also covered in three chapters. Chapter 18 discusses integrated marketing commu-
nications and direct marketing, topics that have grown in importance in the marketing
discipline recently. The primary forms of mass market communication—advertising,
sales promotion, and public relations—are covered in Chapter 19. Personal selling
and sales management is covered in Chapter 20.

Part 5, “Managing the Marketing Process,” discusses issues and techniques related
to interactive marketing technologies and the strategic marketing process. Chapter 21
describes how interactive technologies influence customer value and the customer
experience through context, content, community, customization, connectivity,
and commerce. Chapter 22 expands on Chapter 2 to describe specific techniques and
issues related to blending the four marketing mix elements to plan, implement,
and control marketing programs.

The book closes with a detailed glossary and three indexes (name, company/
product, and subject).
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MARKETING, 5/C/e

Marketing, 5/C/e offers
an array of pedagogical
features to help you
learn and apply the
concepts at hand.

Chapter-Opening Vignettes—Over 70% are new or revised!

Chapter-opening vignettes introduce you to the chapter concepts ahead, using a recognizable
and interesting company example. For instance in Chapter 9, the authors use Heelys (a shoe with
built-in wheels targeted at skateboard and inline skate enthusiasts) and the segmentation strate-
gies of Reebok, Nike, New Balance, Vans, and others to grab your interest.
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LINK  Your Own “Designer” Sneakers _!y/*

The chapter_opening dis_ Don't like the looks of those [EEEES

things on your feet right now?

cussion is then woven if you think your style instincts

could design you a better run-

throughout parts of the e e
- S can design your own shog—
narrative, exhibits, and c:smmﬁ?g 1%|emem§ i
shoe. possible combinations

boxed features as well. of these 15 design elements are

the basis for Customatix's claim
of offering more than 3 billion
trillion design variations.

A bit too complex? Design a
simpler sneaker on Nike's Web-
sitewww.nike.com/ni




MARKETING
NEWSNET The Multichannel Marketing Multiplier

Multichannel marketing is the blending of different communi-  extra game: looking for the “Big Spender Briefcase” hidden
cation and delivery channels that are mutually reinforcing i the site. This is considered one of the most popular online
in attracting, retaining, and building relationships with promotions in Canada, attracting 2.5 million visitors to
consumers who shop and buy in the traditional marketplace ~ Canadian Tire's Website.

and marketspace. Industry analysts refer to the complemen-

tary role of different communication and delivery channels as w mﬁ‘lxg’! TIRE
= an “influence effect.” ' -
Marketlng NEWSNEt— Retailers that integrate and leverage their stores,
70% new or updated! catalogues, and Websites have seen a sizeable “ift” in yearly | TEXE™ Make the grade!
sales recorded from individual customers. Canadian Tireis a | s Ton o e kis,wo
This boxed feature provides case in point. Customers who shop in two channels spend W avebnch o achant gat o
e more money annually. [0 s
excmng, current exampies of To build its multichannel operations and expand its W
marketing applications in contact list, Canadian Tire launched an online component Tt ting st stroe
. . to the “Big Spender Giveaway” contest in the fall of 2001. SiaarenRistakes ok g
action, organized around the A total of $350 000 in merchandise and Canadian Tire

money™ was given away to those entering either online or
in-store. The onli le to participate in

following themes: Technology
& E-Commerce, Customer
Value, Global, and Cross
Functional.

Ethics and Social Responsibility Alert—0Over 50% new or updated!

These boxes increase your awareness and assessment of current topics of ethical and
social concern.

Q;W.cq

http://www.mcgrawhill.ca

D ¥ )¢

Web Link—Over 70% new or updated!

Integrated throughout the text, Web Links encourage you to explore digital
strategies that innovative companies and organizations are employing online.

Concept Checks

Found at the end of each major chapter section, these checkpoints
offer critical thinking and memory recall questions, helping you
reflect on the text and test your comprehension of the material
before reading on.

Concept Check 1. How does a product manager help manage a product’s life cycle?

2. What does “creating new-use situations” mean in managing a product’s life cycle?

3. Explain the difference between trading up and trading down in repositioning.




The Dairy Farmers of Canada
conducted three types of
marketing research in an effort
to solve the decline in milk
consumption problem. For
details read the text.

By Dairy Farmers of Canada ‘kr‘:;"‘:“;‘:
lLrry W
———

1 should cut down on milk.
My wife thinks I’m having an affair
3
4 with a dietitian.

Dairy Farmers of Canada

rvfarmers.ora
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Website Addresses

The URLs of companies and organizations discussed in
the text are easily located in the text margin—facilitating
further exploration of these real-world examples.

Internet Exercises—Over 70% new or updated!

These end-of chapter exercises ask you to go online and think critically
about a specific company’s use of the Internet—helping you apply
your knowledge of key chapter concepts, terms, and topics, as well as
evaluate the success or failure of the company’s efforts.

INTERNET EXERCISE

As this chapter indicates, online retailing is now part
of the Canadian retail landscape. Online retailing
presents both opportunities and challenges for Canadian
retailers. Go to the Retail Council of Canada Website
(www.retailcouncil.org). Click on the E-commerce
Overview Series: Retail Trade in Canada. Find “The
Canadian Online Retailing Report” prepared by the

www.mcgrawhill.ca/college/berkowitz =m=

Boston Consulting Group and the Retail Council of
Canada. Read the report. From what you have gleaned
from the report answer the following questions.

1 What factors are inhibiting the growth of online retailing
in Canada?

2 How are current online retailers in Canada doing when it
comes to their business performance?

P ¥ VO Sy ey Oy
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VIDEOQ CASE 1-1 Rollerblade, Inc.: Rediscovering Growth

David Samuels, senior director for sports innovation at
Rollerblade believes innovative technology—in the form
of new and better skates—will continue to be key for
Rollerblade to stay ahead of the competition. Rollerblade
must also find ways to expand the market for in-line
skates. “Our challenge is to provide new venues, new
reasons for people to skate. There’s a lot of growth for us

THE SITUATION TODAY

When Rollerblade was founded, it was the only
manufacturer of in-line skates in the world. Today the
industry has more than 30 competitors, many that sell
lower-priced skates than Rollerblade through mass-
merchandising chains. Some of the large sporting goods
manufacturers, like Nike, that have not traditionally sold

to catch up on in terms of household penetration,” says

S | in-line skates are now looking for ways to grow and have
Samuels.

entered the in-line skate market.

Video Case Studies

This end-of-chapter feature
provides an up-close look
at a company example—
reinforcing the chapter
content, while bringing the
material to life! Rollerblade,
Flyte Tyme, and Paco
Underhill are just a few of

VIDEO CASE 3-1 Flyte Tyme Productions, Inc.: The Best Idea Wins!

“Terry was looking for a keyboard player to be in the
band he was just starting,” remembers Jimmy Jam of
Flyte Tyme Productions, Inc. “I had sort of rebelled
because I had first thought of myself as a drummer,” says
Jam. But after he listened and heard how good the
drummer was, he told Terry, “I'll be the keyboard
player.”

The conversation took place a few weeks after Terry
Lewis and Jimmy Jam met at a summer math program
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for gifted junior high school students, sponsored by a
local university. The two came to prominence in the early
1980s as members of the funk band “The Time,” which
appeared as the opener on many of Prince’s early tours.
The pair still credit Prince for much of their tenacious

These and other hits put Flyte Tyme in extraordinary

company. Having produced 16 No. 1 singles on
DIl 2 i’ t sl A 1 £ 1l

the exciting video cases
now available with the Fifth
Canadian Edition.

work ethic and eclectic musi
band, Terry and Jimmy std
company—Flyte Tyme—crg
adapting the old one. Now i
have worked together for 20|
Tyme Productions (www.fly
clients include Mary J. Bli
Carey, Janet Jackson, Michg
Usher, TLC, and many others
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VIDEO CASE 5-1 The Consumer on the Couch

To retailers, there is no more important question than
“why do consumers buy?”’ Understanding the influences
that affect purchasing behaviour can spell the difference
between commercial success and failure.

Paco Underhill is a New York City—based “retail
anthropologist” who has been retained by dozens of
top-flight companies, including the Canadian Imperial
Bank of Commerce, Burger King, and Calvin Klein, to
determine what attracts customers to their locations,
what makes them linger, and what makes them spend.
His empirical findings, many of which are documented
in his Why We Buy: The Science of Shopping, are based
mainly on analysis of tens of thousands of hours of clan-
destine videotaping of shoppers in action. Underhill’s
studies have significantly expanded our understanding of
the purchase decision process while raising important
questions about the privacy rights of consumers.

SHAPE UP OR SHIP OUT

READING THE RETAIL LANDSCAPE

Traditional market research on consumer behaviour has
been done through analysis of barcodes scanned at the
cash register and from direct surveys of shoppers
conducted via telephone, one-on-one interviews, or
focus groups. While the resulting data are valuable,
rarely do they shed light on the discrepancy between
what customers say about the process of making
purchasing choices and what they actually do at the
store. Consequently, Underhill and like-minded students
of shopping are less concerned with what people buy
than why they so often fail to buy.

To gain more understanding of shoppers, some retailers
have turned to in-store customer surveillance. Using
hidden cameras that videotape consumers as they
approach, enter, and exit a store, and supplementing that
evidence with surreptitious observations by in-store
“trackers™ who add a more qualitative dimension, retail
anthropologists provide micro-level documentation of

At las|
and p|
positi
more
more
sector|

| Gl

Part-Ending Cases

At the end of each part of the
text, a linked case examines
technological innovation and
its impact on the book-selling
environment.

xxviii

PART 1 CASE An Unpredictable Environment: Technology and Beyond

Technological innovation plays a large role in our daily
lives. We are surrounded by the results of invention and
innovation in products and services we use on a regular
basis. Everything from our digital alarm clocks to our
cell phones has been made available to us through the
advances in technology. The influence of technological
advances in the past decade has changed where we
purchase products, the value of information in decision-
making, and the ability to communicate anywhere,
anytime. Technological advances in a variety of industries
are changing both consumers and businesses. The quality
of our lives has been improved in a variety of ways—for
example, we are able to eat meals cooked almost
instantly in our microwaves. Technology, in its various
forms, has touched every aspect of business as well as
changed the ways in which products are created, manu-
factured, and purchased. And it isn’t just technological
advances that are shaping our lives in significant ways.
Since 2000, a number of events have created new
demands for businesses as economic, technological, and
political changes have taken place in dramatic and often
unexpected ways: a new currency, a dangerous downturn
i e~corQmy,.plans by governments to deregulate

inevitable, creating the need for marketing managers to
be relentless in understanding implications of changes in
all aspects of the environment to identify opportunities
and threats.

THE DOT-COM BUBBLE THAT BURST

Like no other technological innovation, the promise of
providing more efficient, more cost-effective, and faster
processes drove the dot-com fever to an incredibly high
pitch. Venture capital was attracted to the potential
of huge rewards for a winning application. Fortune
magazine’s cover story on March 20, 2000 was “Doing
Business the Dot-Com Way.”” The bubble burst on the
dot-coms in April 2000, when the stock value of Internet
pioneers took a dive.” At the end of 2000 Pets.com—one
of the most famous Internet pioneers—was purchase by
Petsmart: even Pets.com’s creative advertising icon Sock
Puppet could not save the company. Similarly, in February
2001 Petopia.com was acquired by Petco Animal Supplies
Inc.* It seems that the online pet supply market isn’t big
enough for more then two or three players.

The dot-com crash was only the beginning of some
hard times for companies in the information technology




Appendix A: Creating an
Effective Marketing Plan

Following Chapter 2, this sample
marketing plan for Howlin’
Coyote Chili provides you with
an effective reference early on
in the text.

APPENDIX A

Creating an Effective Marketing Plan

| elementin the plan, the
| Executive Summary, with |

R MARKETING PLAN
Paradise Kitchens,” Inc.

& maximum of

'selis” the doc|

APPENDIX A

| with which prd
| actions of the
:il“plan must be

| springboard to identify

‘subsequent actions in

Creating an Effective Marketing Plan

SWOT Analysis

Management

Figure |

4. Situation Analysis

Experienced and enrepreneuricl
management and board

is situation analysis starts with a snapshot of the current environment in which
Paradise Kitchens finds itself by providing a brief
opportunities, threats) analysis. After this overview, the analysis probes ever-finer

SWOT (strengths, weaknesses,

levels of detail: industry, competitors, company, and consumers.

Figure | shows the internal and external factors affecting the market opportunities
for Paradise Kitchens, Stated briefly, this SWOT analysis highlights the great strides
taken by the company in the nine years since its products first appeared on grocers’

SWOT Analysis for Paradise Kitchens

Small size can restrict options

Offerings

Unique, highaualiy, highprice
products

Many lowerqually, lowerprice
competilors

Magefing

Distribution in 3 markets with
excellent acceplance

No national awareness or
distribution

Personnel

Good work force, though smoll
little turnover

Big gop If key smployee leaves

Finance

Excellent growlh in sales revenues

Limited resources may reshicl
growth opportunities when
compared fo giant competitrs

Manufacturing

Sole supplier ensures high qually

Tack ecanomies of scale of huge
compeitors

R&D

Consumer/Social

Continuing efforts to ensura quality
in delivered products

Upscale markel, fikely 1o be stoble;
Mexican foed category is
fastgrowing segment

Promium price may limit access
fo moss morkels.

Competitive

Distinciive name and packaging in
its markets.

Not patentable; competitors can
altempt o duplicate product

Technological

Technical breakihvoughs enable
smaller food producers to achieve
many economies available lo large
competitors

Economic

Consumer income is high;
convenisnce imporfant fo Canadian
households

More houssholds "ealing oul,”
and bringing prepared fakaou
info home

Logol/Regulatory

High governmen regulatory
standards eliminae flybynight
compelitors

Mergers among large competitors
opproved by regulators

Plus, when combined with the Marketing Planning Software on the enclosed
Student CD-ROM, you can’t lose when it comes to learning!




Students!
Want to Get Better Grades?

STUDENT LEARNING TOOLS

Print Study Guide: To go beyond mere memorization and actually apply marketing
principles, the Study Guide provides students with chapter outlines for note-taking,
sample tests, critical thinking questions, and flash cards.

Student CD-ROM: Packaged free-of-charge with every textbook, this CD-ROM con-
tains a Narrated Concept Review for each chapter of the book. This study outline in
PowerPoint features all key concepts from the text and narrated explanations of key
figures. The CD-ROM also contains Self Assessment Quizzes with Feedback for each
chapter, and Marketing Planning Software.

Student Online Learning Centre: Students can visit this rich book-specific Website
to find interactive Learning Objectives, lots of self-study and quizzing resources, and
the Berlow et al. Seventh Edition PowerWeb resources, including Daily News Feed,
Weekly Case Updates, Readings in Marketing, PowerSearch research engine, Career
Resources, Web Research guidance, and Study Tips.

_ LearningCenter

Marketing Magazine: Students get free access to Marketing Magazine Archives with
purchase of the text. This real-world complement to the 5th Canadian Edition is a great
way to keep your course and classroom discussion current.




AN INSTRUCTOR’S GUIDE
TO SUPPLEMENTS

With the greatly enhanced Fifth Canadian Edition package, you and your students
are covered from the basic supplements to the latest in educational technologies.
Check it out for yourself!

LECTURE PREPARATION TOOLS

Your Integrated i-Learning Sales Specialist is a McGraw-Hill Ryerson represen-
tative who has the experience, product knowledge, training, and support to help you
assess and integrate any of the below-noted products, technology, and services into
your course for optimum teaching and learning performance. Whether it’s how to
use our test bank software, helping your students improve their grades, or how
to put your entire course online, your i-Learning Sales Specialist is there to help.
Contact your local i-Learning Sales Specialist today to learn how to maximize all
McGraw-Hill Ryerson resources!

Instructor’s Manual: The thoroughly revised Instructor’s Manual includes lecture
notes; discussions of the Marketing NewsNet boxes, Web Link boxes, Ethics and Social
Responsibility Alerts, and Internet Exercises; answers to the Applying Marketing
Concepts and Applications questions; supplemental lecture notes; teaching sugges-
tions; and detailed information about integrating other supplements into the course and
classroom.

Instructor’s CD-ROM: The CD-ROM includes the print and electronic supplements,
s0 you have access to all of the supplements on one disk. It also contains the seventh
edition Computest package.

Video Case and Appendix D Case Teaching Notes: This media resource guide
includes teaching notes for the video cases and alternate cases.

New PowerPoint Lecture Presentation Assembly Guide: This printed guide
contains a description of all of the individual multimedia assets from which you can
construct a custom presentation. The assets are organized by chapter and by topic, and
are contained on the CD-ROM packaged with the guide. This guide also includes
instructions on how to import the video, audio, art, photos, and other files into new or
existing PowerPoint presentations.

In-Class Activities Guide in the Instructor’s Survival Kit: This resource provides
you with detailed teaching notes, relevant handouts, props, and products for
use in-class to illustrate marketing concepts and encourage student participation and
collaboration.

Marketing Horizons: A monthly newsletter of current, real-world happenings

in Canadian marketing! Created by an instructor, for instructors—we’re doing the
legwork for you!
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ﬂ!im "\m Marketing Magazine: If you’re looking for a topic for a group assignment or simply
want your students to read an article about Canadian marketing, we’re providing
access to Marketing Magazine!

LECTURE PRESENTATION TOOLS

New and Revised Video Case Studies: A unique series of 22 contemporary marketing
cases is available on cassette. Each video case corresponds with chapter-specific top-
ics and an end-of-chapter case in the text. Selected new videos include Flyte Tyme,
Nokia, Paco Underhill (from the CBC’s Marketplace series), and Amazon.com, and
substantially revised/updated videos, including Rollerblade, Palm Inc., and Reebok
International.

New and Enhanced PowerPoint Presentation:
Featuring a high-quality photo and art program Social Forces
including figure slides, commercials, product
shots, advertisements, marketing-in-practice Generation X
shots, and video segments from the video
package. The presentation is
contained on CD-ROMs
packaged with the new
PowerPoint Lecture
Presentation Assembly
Guide.

Instructor’s Survival Kit (ISK): We understand how challenging it can be to engage
a large class, that’s why we’re pleased to offer this kit to those instructors faced with
the challenges of teaching to large class sections. The kit provides new ways to attract
and retain the attention of students, for example:

» In-Class Activities Guide with learning objectives, transparency masters,
appropriate handouts and templates, and detailed instructions for conducting the
exercise.

 In-Class Activities: Popular activities from our past editions include brain-
storming new advertising ideas for Breathe Right Strips, figuring out features
of a better mousetrap, the Coke versus Pepsi taste test, and the “Ethics Quiz.”

» “Props”: To help implement the in-class activities and save instructor time,
“props” such as labels for the original Magnetic Poetry Kit, Taro iMow Robotic
Mower brochure, and Frito Lay’s Cheetos Asteroids Go Snack canister.

» Sample Products: A number of new products are included in the survival kit,
such as a Starbucks coffee packet and Starbucks card. Also, when appropriate,
related ads are included in transparencies and PowerPoint.
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Colour Acetates (U.S.): 200 four-colour overhead transparency acetates! 50% of
these have been developed from information supplemental to the text and are accom-
panied by lecture notes to assist integration of this material into lectures.

ASSESSMENT TOOLS

Expanded 5000+ Question Test Bank: Dramatically expanded and improved, the test
bank now contains 5000 questions categorized by topic, level of learning, and tied to
learning objectives (definitional, conceptual, or application). The number of conceptual
and application questions has been augmented with over 1000 additional questions.

Expanded Computerized Test Bank: This Computest is revised to contain all of the
multiple-choice questions from the Test Bank, Web and Student CD-ROM Quizzes,
Study Guide, and PowerWeb readings so you can include questions from these sup-
plements in tests and quizzes. This allows you to reward students who go the extra mile
and utilize these study aids. The Computest program allows you to select any of the
questions, make changes if desired, or add new questions—and quickly print out a
finished set customized to your course.

PageOut Quizzes with Instructor Gradebook: Assign quizzes in PageOut to give
students incentive to read the text and prepare for class. Grades for each student will
automatically post to your class gradebook.

PageOut

Create a custom course Website with PageOut,
free with every McGraw-Hill Ryerson textbook.

To learn more, contact your McGraw-Hill Ryerson publisher's
or visit www.mhhe.

Online Learning Centre and Student CD-ROM Quizzes: Helps to prepare students
for taking tests: www.mcgrawhill.ca/college/berkowitz.
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