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You are holding a text that has dramatically
increased in number of users and universities
with ecach edition. We are very grateful to the
hundreds of professors that selected our text

to give college students their very first exposure
to the dynamic world of marketing. We are
honorcd that a vast majority of professors stay
with our text edition after edition. Our research
gives us an indication why this is true. Students
find Marketing, by Lamb, Hair, and McDaniel,
the most exciting, readable, and enjoyable text
of their college carecer.
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What Makes Marketing, 6th Edition, so Popular?

We have done extensive research to provide a comprehensive,
up-to-the-minute introduction to the field of marketing.
Principles and concepts are illustrated by literally hundreds

of new, fresh examples. Our text has been called “lively” and
“interesting” many times. You should know that this never
means “superficial” or “shallow.” The latest concepts and
theories are covered in detail in a lucid manner with numerous
illustrations. Qur responsibility is to continue to build your trust
by pursuing excellence not only in the text but in all the
ancillaries as well. Our goal is to add value far beyond your
expectations in each edition.

Value-Driven iInnovations for the 6th Edition

We Have Streamlined the Text.

We have moved most of the material on competitive intelligence
(CI) to the CD that accompanies the 6th edition. At your
suggestion, we introduce the topic of competitive intelligence in
Chapter 8, Decision Support Systems and Marketing Research.
Here your students receive a short overview on ClI and, for those
instructors seeking additional depth, CI material on the CD-
ROM can be assigned. We offer you maximum flexibility on
treating this hot topic.




We have focused on technology.

E-Marketing Planning Activities

MarketingBuilder software, this tool contains everything students
need to develop a marketing plan. Students can complete the
end-of-part marketing plan activities using the shorter
MarketingBuilder Express software templates or using the
original Academic Version of MarketingBuilder.

Chapter 2 discusses the purpose and components of a marketing
plan. As chapter topics such as market segmentation and consumer
behavior are discussed, the corresponding end-of-part exercises
direct students to create the related portions of their marketing
plan. Students will find activities loaded with on-line resources to
help build a marketing plan for either an Internet-only venture or a
traditional business. We provide student worksheets on the CD-ROM
to accompany the e-marketing planning exercises at the end of each
of the seven text parts. Never have your students had access to so
many resources for building a marketing plan.

|
Marketing Builder Express / i)

An “express” version of JIAN's popular MﬂkﬂiﬂgBﬂﬂdfl’
T o vy L
[ - -«\&hgx:{,\,,}\

Student CD-ROM

Our CD-ROM provides two new video

cases on Enterprise Rent-A-Car and Celestial Seasonings.

Each case is followed by a series of questions to challenge

your students to think about the marketing strategies of

each company and how they can be altered to increase marketing
effectiveness. The CD also includes the E-marketing planning
activities and worksheets described above. To help your students
master the material in Marketing, 6th edition, we offer intcractive
quizzes on each chapter. Wrong answers prompt students

to go back to a specific page and reread the material. The CD
features PowerPoint™ slides with instructions for making Power
Notes. Rather than constantly taking notes, students can listen
and absorb your lectures.

Internet Activities and Real-Time Examples

Each chapter contains Internet activities with URLs, tied to organizations mentioned in

the text. For example, as students read about how McDonald’s segments and target markets,
they are directed to real-time examples on McDonald’s Web page. Because each activity calls
for student production, you can use these mini-exercises as additional homework or quizzing
opportunities. In addition, we conclude each chapter with additional Internet activities that
relate to chapter content. Students find valuable on-line resources and learn to analyze
current Internet marketing strategies. Links to all URLs in the book are located on the text’s
Internet site at http://lamb.swcollege.com. We have kept the best URLs from the 5th edition
and added many new ones to each chapter. Should a URL

listed in the book become obsolete, it will be replaced Starbucks

with a new one that still fits the particular context of

the activity.

keting program? Visit the site and ses.
http://www.starbucks.com

On Line

How does Starbucks use its Web site as 2 loyalty mar-
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mnu On Line

Internet Marketing Chapter

E-commerce changes at the speed of light. We completely rewrite Chapter 19, Internet
Marketing, with each edition to explain the dynamic world of e<commerce. The latest
marketing innovations, technology shifts, and dot-com success and failures, are covered like
no other text. We don’t neglect the traditional companies but explain how many of

these firms are morphing to “bricks and clicks.”

InfoTrac Exercises

world of marketing through academic journals, business and popular
Doidos magazines and newspapers, and a vast array of government publications.
InfoTrac exercises can be found throughout the text to either guide an
original research project or provide structured reading exercises.

? The InfoTrac database enables your students to connect with the real
NedT

the supply and demand curves to customer-determined pricing.

12. i\ Go to one of the Internet auction sites listed in this chapter. Report
to the class on how the auction process works and the items being
auctioned.

13. @1nrotrac How is yield management helping companies achieve com-

petitive advantage? Use InfoTrac to find out (http://www.
infotrac-college.com). Run a keyword search for “yield management” and
read through the headlines to see what industries are profiled most often.
Then read the article from the November 15, 1999 issue of Computerworld ti-
tled “Software Fills Trucks, Maximizes Revenue; Sitton Motor Lines Takes

“Who Wants to Be a Marketer?”

Developed by John Drea of Western Illinois University, this exciting addition to the Sixth
Edition of Marketing by Lamb, Hair, and McDaniel is a new in-class, computer-based game.
“Who Wants to Be a Marketer?” is a fun and exciting way to review terminology and con-
cepts with students. This easy-to-use game only requires Microsoft PowerPoint and a method
to display the screen to the entire class (such as a data projector.) “Who Wants to Be a
Marketer?” has two rounds of fifty original questions per each chapter, for a total of 1,000
questions! “Who Wants to Be a Marketer?” is only available for adopters of Marketing by
Lamb, Hair, and McDaniel.




Marketing, 6th Edition Web Site

WELCOME 10 THE

WER SITE FOR

Comprehensive Web Site

Lamb, Hair, McDaniel's Web site contains a wide array of supplementary products for
instructors to use in enhancing their course material and presentations, and guiding
students down the path to a clear understanding of the concepts presented within the
text. It also offers students Web pages dedicated to students’ needs and geared toward
helping them succeed.

The instructor’s site includes: a sample Test Bank and Study Guide chapter, the Instructor’s
Manual in its entirety, The Fifth and Sixth editions of “Great Ideas in Teaching Marketing”,
The entire PowerPoint™ presentation available in viewable and printable formats, new to
this edition “Who Wants to be a Marketer?”, and a features archive of boxes and vignettes

from the Fifth Edition.

Student resources include:

v Marketing “on-line” segments directly from the new cdition

¢/ Sample chapters of “Who Wants to be a Marketer”

¢/ Ten interactive study guide questions to quiz students’ retention of key concepts
¢ Full PowerPointm™ presentation in printable and viewable formats

v/ Career Appendices and a Marketing Resource Center

v Marketing Project Plan—a contest which asks students to take the knowledge
and understanding they have acquired from the textbook and put it to use in
developing a marketing plan for an actual existing company

¢ Study Break with fun links and games
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Fresh Content Throughout
We have thoroughly updated and added to our proven feamfﬁmj

We have thoroughly revised the 6th edition with new features ot
and content throughout the text. You will find: :

Updated lists and descriptions of sedich engines

¢/  New content on competitive advantage v
and sites of particular interest:tosiifketing researchers
¢  An expanded section on poverty of time ] R
and how it influences consumers and marketers ¢/ Afuolly updited section on Interse! siirveys
¢/  Anew section on technological and resource factors ¢/ A fully updated section and new material on
that affect marketing efforts supply chain management
¢ Anew section on fears of globalization and trade v Afully u]p'::ted section on technology in
supply chain mahegement -
¢/ Anew section on the impact of the Internet on
global marketing vV updated section on global logistics .
¢/  Anew section on ecommerce: o/  Afully updated section on on-line retailing’
+B2B ¢/ Anupdated section on the Internet ap &
* Consumer e-refations tool public relationis tool Lo
* Eccommerce is for all sizes of business : L
* Benefits of e-commerce ¢/ A new section on on line promotions
¢/  Anupdated section on age segmentation ¢/  Anewsection on the impact of vechnology on
¢ Anupdated sgction on ethnic segmentation . ‘ I
, ¢/  Anewsection on yield management
¢  An updated section on percepiual mapping : o
¢/ A fully updated section on the imspact of the
o/  Anew section on secondary information Internet on pricing
available on the Internet v

A new section on pricing penslties -

Cross-Functional Connections

No marketer is an island. Marketing professionals work with every functional area of the company.
Crossfunctional connections explore the give and take between marketing and other business functions.
We present cross-functional connections in a thoroughly revised format at the beginning of each section.
Solutions to the topical questions are provided at the end of each section so that students can test their
understanding of how marketing is integrated with the other functions of business.

e err—— L RS



Entrepreneurship Cases

Entrepreneurship, whether in the newest dot-com or in
America’s largest corporations, is what has fueled the great-
est period of expansion in American history. Our new
entrepreneurship cases highlight the challenges facing
entrepreneurs in the 21st century. As you might expect,
many of these all-new cases focus on Internet companies
such as Ebay, Planet Feedback, Napster, Lycos, and
Entrypoint.com. But we also recognize that entrepreneurial
activities take place across the Fortune 500, so we profile
industry giants like W. W. Grainger, which offers over
600,000 maintenance, repair, and operating items, and Ford
Motor Company. Both have used a highly entrepreneurial
approach in launching their ecommerce programs. Your
students will find these cases an exciting and challenging
aspect of each chapter.

Use It Now!

Students are often heard to comment, “Yes, I can use this
information when I graduate and get into my career but
what take-away value can I get right now?” We followed up
on this cue by adding a new feature at the end of each
chapter entided, “Use It Now!” This material covers a topic
related to the chapter that the student can put to work
today. For example, in Chapter 4, Developing a Global
Vision, “Use It Now" tells how students can find a job over-
seas and also offers tips on changing money abroad.

Expanded Coverage

We listened to your suggestions to add more coverage on
integrated marketing communications (IMC). Chapter 14

is now solely devoted to the introduction of IMC. Chapter 15
(new) covers advertising and public relations. Chapter 16
concludes the section with sales promotion and personal
selling. The additional chapter gives students more detailed
coverage across the spectrum of IMC.

Case
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Study the Role of » Global Manager
A business becomes more globsl. chancas are
Ingroing Rght now what (s maan and

for you, The life of 8 globsl mansger can be hectic,
8 these examples illustrate:

As prev.dent of DoubleClick Intainsi:onsl.
8 unit of the New York Imsrnat sdvarts:
ing company, Barry Salrman spends
about 75 parceni of tus ime traveling. He
1akes 8 :2ptop ewdd four bettery packs so
he can wace Inough tha 200 e-mail mes
32008 he sverages daity. Walcome to the
waorld of globsl mansgement R's 3 pun:
rahing pace. but it's e only way Mr.
Salzmen knows how (0 Manage his nel
work of thirteen ofices wortowide.

lobal managees spend propor
tionately more of their energy combating
the sense of olation Thattends 10 gnaw st

in remote offices. Me. Saliman

£0 Meswain vowcs COMact,” he says. "W
Toss thal with computers snd ¢ mail.”
Top overssas performers 31 Se-
cure Computing, 8 San Jose, Calfornis.
softwarns de-veloper, sre traated o 8 Gen
or for two by Christine Hughes. senior
vice prasigent of marketing and business
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of foresgn-bissed smplayeds 10 think the
srgamuzation is "U.S. teptic.” she says
Because they taky much longee fights
han the typical COTPOrSI® FOB WA'TIOT
plobal managers wind up turning st
pones into offices. When she 13 oversess.
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