P R
Gr




PRINCIPLES
OF MARKETING

NINTH EDITION

PHILIP KOTLER

Northwes

GARY ARM STRONG

rsity of North Carolin

Upper Saddle River, NJ 07458




Acquisitions Editor: Whitney Blake

Assistanr Edirer: Anthony Palmiotto

Managing Editor (Ediferial): Bruce Kaplan
Editor-in-Clriet: Jum Boyd

Marketing Aanager: Shannon Moore
Managing Editor (Production): John Roberts
Permissions Coordingtor: Suzanne Grappi
Production Manager: Arnold Vila

Associate Directer, Manufacturing: Vincent Scelta
Designn Manager: Pawricia Smythe

Interior Design: Karen Quigley

Photo Rescarch Supervisor: Elisabeth Bovd
Image Pernrission Supervisor: Kay Dellosa

Photo Researchers: Melinda Alexander, Teri Stratford, Diane Austin
Cover Design: Blair Brown

Cover Mustration: Salem Krieger

Composition: Carlisle Communications

Credits and acknowledgments for materials borrowed from other sources and reproduced, with

permission, i this textbook appear on page C-1,

Library of Congress Cataloging-in-Publication 1Jara

Kotler, Philip.

Principles of marketing / Philip Kotler, Gary Armstrong.—9th od.

P, cm.,

Includes bibliographical references and index.

ISBN 0-13-026312-5 (hardcover)

1. Marketing. 1. Armstrong, Gary. 11. Tite.

HF5415 K636 2001

638.8—dc21 W0-027875

Copyright © 2001 by Prentice-Hall, Inc., Upper Saddle River, New Jersey 07458. All rights reserved. Printed in the

United States of America. This publication is protected by Copyright and permission should be obtained from the publisher
prior to any prohibited reproduction, storage in a retrieval system, or transmission in any form or by any means, electronic,
mechanical, photocopying, recording, or likewise. For information regarding permission(s),

Department.

Prentice

[Tall

write to: Rights and Permissions

Printed in the United States of America
109876543
ISBN 0-13-026312-5



PRINCIPLES
OF MARKETING




ABOUT THE
AUTHORS

As a team, Philip Kotler and Gary Armstrong provide a blend of skills uniquely suited
to writing an introductory marketing text. Professor Kotler is one of the world’s lead-
ing authorities on marketing. Professor Armstrong is an award-winning teacher of
undergraduate business students. Together they make the complex world of market-
ing practical, approachable, and enjoyable.

PHILIP KOTLER is the S. C. Johnson & Son Distinguished Professor of Interna-
tional Marketing at the Kellogg Graduate School of Management, Northwestern Uni-
versity. He received his master’s degree at the University of Chicago and his Ph.D. at
M.LT,, both in economics. Dr. Kotler is author of Marketing Management: Analysis, Plan-
ning, Implementation, and Control (Prentice Hall), now in its tenth edition and the most
widely used marketing textbook in graduate schools of business. He has authored sev-
eral successful books and has written over 100 articles for leading journals. He is the
only three-time winner of the coveted Alpha Kappa Psi award for the best annual arti-
cle in the Journal of Marketing. Dr. Kotler’s numerous major honors include the Paul
D. Converse Award given by the American Marketing Association to honor “out-
standing contributions to science in marketing” and the Stuart Henderson Britt Award
as Marketer of the Year. He was named the first recipient of two major awards: the Dis-
tinguished Marketing Educator of the Year Award given by the American Marketing
Association and the Philip Kotler Award for Excellence in Health Care Marketing pre-
sented by the Academy for Health Care Services Marketing. He has also received the
Charles Coolidge Parlin Award which each year honors an outstanding leader in the
field of marketing. In 1995, he received the Marketing Educator of the Year Award
from Sales and Marketing Executives International. Dr. Kotler has served as chairman
of the College on Marketing of the [nstitute of Management Sciences (TIMS) and
a director of the American Marketing Association. He has received honorary doctorate
degrees from DePaul University, the University of Zurich, and the Athens University
of Economics and Business. He has consulted with many major U.S. and foreign com-
panies on marketing strategy.

GARY ARMSTRONG is Crist W. Blackwell Distinguished Professor of Under-
graduate Education in the Kenan-Flagler Business School at the University of
North Carolina at Chapel Hill. He holds undergraduate and masters degrees in busi-
ness from Wayne State University in Detroit, and he received his Ph.D. in market-
ing from Northwestern University. Dr. Armstrong has contributed numerous articles
to leading business journals. As a consultant and researcher, he has worked with many
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companies on marketing research, sales management, and marketing strategy. But Pro-
fessor Armstrong’s first love is teaching. His Blackwell Distinguished Professorship 1s
the only permanent endowed professorship for distinguished undergraduate teach-
ing at the University of North Carolina at Chapel Hill. He has been very active in
the teaching and administration of Kenan-Flagler's undergraduate program. His
recent administrative posts include Chair of the Marketing Faculty, Associate Direc-
tor of the Undergraduate Business Program, Director of the Business Honors Pro-
gram, and others. He works closely with business student groups and has received
several campus-wide and Business School teaching awards. He is the only repeat
recipient of the school’s highly regarded Award for Excellence in Undergraduate
Teaching, which he won for the third time in 1993.
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ohis new edition is more than just words on a page.

It is an entryway.
A jumping off point.
A place to begin the journey.

Phil and Gary realized the folly of trying to lay down a staid marketing
gospel. Because the changes are not finished. The revolution is still hap-
pening. They realized that what they were seeing across the globe was so
exciting that they had to do more than just write about it: they had to
show students, get them involved, get them to participate.

HOW DID THEY DO THIS?

Phil and Gary take you on a World Tour. A series. of videos profile
innovative companies and marketing campaigns from Berlin to Hong
Kong. These videos work with the text to bring the new world of
marketing to life. In a CD-ROM, students use thfeir experiences with the

videos to make decisions in this new marketing environment.The result —

a student better prepared for new mark_éifﬁg challenges.
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package. They re-thought and re-wrote the text from top to bottom.The
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most important change is, of course, the emphasis and expanded cover-

L8

age of the revolutionaryr new marketing techhologies. Not only
is an entire chapter devoted to the burgeoning use of the Internet,
but each chapter provides fresh new material on everything from
virtual reality displays to e-commerce databases. Plus, Internet

Connections at the end of each chapter provide exercises to reinforce

the chapter’s highlights.

i ‘;\ INTERNET CONNECTIONS

ONLINE MARKETING ton with customers and adapuabiliy to marketplace
Online marketing can bring benefits to customers that other changes. Visit CDNow (

m) and look up
channels cannot. A good ex ample is online music stores,

three CDs of your choosing. For each CD, record below the
total number of tracks on that CD and the number of tracks
that CDNow will let you sample

where customers can listen to ¢ lips of selected tracks before
buying a CD. Other online benefits are ease of communica-




- At the same time, Phil- and

Cars Direct.com: Shaking Up the Competition

Not that long ago, buying a car was an onerous task. When
consumers visited a dealership, they were at 2 disadvantage.
Not only did they have litde information, they also had few
negouation skills, Because consumers buy cars infrequenty,
few develop strong negotiation skills and most forget what
they leamed the last ime around.

Even consumers who took the time and cffort to gather
information and who were skillful negotiators found them-
selves embroiled in 2 long, tedious purchase process. They
made wisits to the car lot, haggled with the salesperson, and
then h:
financing The process could take hours, even days. At the end,

gled some more with the business manager over

many consumers were exhausted and believed that they had
been taken advantage of by the dealer, who had all the power.

ALONG COMES THE INTERNET
The Internet let consumer-oriented organizations distribute
information easily. Consumer Reports (

), Consumer’s Digest ( ).
AutoSite ( ), Car and Driver {

). Kelley Blue Book (
( quickly set up Web sites offering con

).and Edmund’s

sumers performance, pricing, and dealer information
Carforums.com ( ) even offered model-
specific chat rooms so that consumers could talk with one
another about their cars and car problems

Although helping consumers get more information was
fine, savvy e-comumerce entreprencurs saw that the Internet
offered a way to begin to change the car-buying process itself
Autobyrel (
nies to offer car-buying assistance. Other companies, such as

) was one of the first compa-
CarPoint ( ), AutoConnect (

), AutoWeb (
( ) quickly followed. In fact, analysts

. and AutoVantage

esumated that there were soon more than 100 automotve
Web sites offc

and similar services signed up dealers who agreed to partic

ing some type of car-shopping help. Autobyzcl

pate and pay fees for referrals. The sites helped consumers
identfy dealers in their arcas who had the cars they were
secking. The services would either notify the dealer about an

interested consumer or simply let the consumer know where
to find the dealer. Some sites allowed consumers to submit
electronic, “no-haggle” bids to dealers. Using these services,

hawever, the consumer stll had to visit the dealer to conclude

the negotiations and take possession of the car.

CARS DELIVERED FRESH DAILY

It was only a matter of time until some bold entreprencur

took the next logical step. As 2 result of having gone through
the traditional car-buying process himself, Internet entrepre-
neur Bill Gross realized there had to be a better way. Mr.
Gross had previously founded the Pasadena, California-based
Internet incubator ldealab!, which had already spawned
companies such as ¢Toys, GoTo.com, and Free-PC. Gross and
other investors, including Michael Dell of Dell Computer,
established CarsDirect.com (

Ruther than just serving as an electronic middleman,

CarsDirect actually closes the sale and delivers the car to the
consumer. A consumer visiting the CarsDirect Wb site finds
a simple, three-step process to follow. First, the site guides the
consumer through the process of selecting the vehicle. Using
information and guidance that the site provides, consumers
can choose from a complete selection of production vehicles
avatlable m the United Seal

5. Consumers who want a spe-
cialty vehicle, such as a Ferrari, or who don't find the vehi-
cle they are seeking, can e-mail the company dirccdy:A ser-
vice advisor will contact them within 24 hours.

Once a consumer selects a car, CansDirect negotiates wath
the 1.700 dealers in its network to find the car. CanDirect
tries to set a price to the consumer that is in the bottom 10 per-
cent of the market price range for the particular vehicle. s sub-

santial buying power allows CarsDirect 1o get the vehicle

from the dealer at an even lower price, then make a profit on
the difference between what it pays the dealer and what it
charges the consumer. One dealer reported selling 53 cars to
CarsDirece over a three-month period. Selling ©0 CarsDirect

lowers the dealer’s costs because the dealer doesn't have to pay

the sales commission it would normally pay to salespeoy
“arsDirect offers the car

Having found i car and set a price,
to the consumer. Consumers can lock in the price by making a
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-~ most current thinking on customer management, assessing customer

" Gary “keep théir' 2 re"acrlie'ljs'f- abi*east of the

mer value, -

brand equity and value —pdsit;ibhi(ig. There is-an even greater emphasis on

using - actual ;c')mrpaniésr to
bring concepts to life for
students. Each company
case in this new edition is

new or completely revised.

Let’s look at the text changes
in more detail. The ninth
edition of Principles of

Mérkeéing retains all of the

elements that have made the
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Part 3

PERMISSION-

Companies that send marketing
pitches via c-mail walk a fioe and
dangerous line. One fabse move

such s sending ¢

mail 1 a customer
who dida request it—can quickly

damage 2 company’s reputation, Yet,
more and mon:
walking that finc li

reason. Done right, an c-mail cam

, and for good

paign can boild profitable customer
relatiomships at 3 fraction of the cost
of a*“d-oail” (direct-mail) campaign.

E-muail marketing offers several real
beneies. The Internee gives marketers
immedizte scces 1o millions of cus
tomers and prospects. Seudies show
that 80 pewent of Internet users
respond 1o e-mail within 36 hours,
compared with 2 2 percent mponse
rate for the wverage direct-mal cam-
paign- Also, compared 1o other forms
of online promotion, e-mail i wally
a hands-down winncr. Consider the
“elick-through™ rate, A click-through
occurs whenever 3wt follows

page or
sles site. The average chick-through

B R T —

.
Too often. a company’s ndividual direct-marketing efforts are not well mtegraced
with one another or with ocher
For example, a firm’s media advertising may be handled by the adver
ment working with 2 raditional advertising
catalog busines: offores may be handled by direct-marketing specialists while its Web
site is developed and operated by an outside Internet firm.

Within 2 given direct-marketing campaign, too many companics use only a

Integrated direct marketing °"¢~10¢” effort 10 reach and sell a prospect or a simgle wehicle in multiple stages

Dinectemarketing campuigns 10 TIBBST purchases. For example, a magazine publisher might send 3 series of four

sesponse Fates and profic. carcfully

Developing Marketing Mix

BASED MARKETING:

FOR OUR PITCH

rate for ad bannens has dropped 1o less
than | percent whereas click-through
rates for c-mall are running around
80 percent, Then there’s cost. Paper
priming, and postage arc cxpemsive
and getting more 0 cvery year. In
contrast, c-mail costs alimeost nothing
w0 produce and send. For example
Micmsoft used 1o spend  approi-
mately $70 million 2 year on paper
driven campaigns. Now, the software
giant sends out 20 million pieces of
il every month at a significant
savings. over the comns of paper-based
campaigons.

There is a catch, though. In order
10 achicve stellar click-throughs and
W get recipients respond

quickly—or even at all—marketers
most follow the cardinal rule of
c-oail marketing: Get the con-
sumers permission. In fact. Seth
Godin,  pionecr of direct marketing
on the Web and CEO of Yoyodyne
Entertainment Inc (reces

marketing”—o

c-mall marketing model. Acconding

vand  direct-mail notices 10 3 household 1o get 1 swbscriber to renew before
mprove nore powerful approach s integrated direct
coondinated multipk-media, multiple

king and expanded

CLICK HERE

10 Godin, whose company special
ires in developing Web-based mar
keting relationships for its clients,
comumen are weary of urwanted
marketing piches. Permassion-based
marketing provides the perfect rem
edy by using the interactivity of the
Internet to let consumers have a say
m what is sent (0 them. Godin ¢
pares permision-hased marke
dating: if 2 company cx
well in its first con
sumers. it will buik

encourages them to open
sequen offers

One ¢
cesful in wing perms
c-mail marketing  campay .
lomega Corporation. which markets
computer stor
popular Zip driv

d cusomen. From
this select lix, it muails only t those
who have given lomegs permission
10 send them e-mail. By trgeting
customers who actively agree to

receive  e-mail, companies can
increase their chances of getting &

arketing, which inv

ng up. A

age campaigns. Such campaigns

irect an

Connecting with w#@mem:

connecting more-selectively, more
directly, and for life:

Relationship marketing—finding,
keeping, and growing profitable
customers and capturing customer
lifetime value by building value-laden
customer relationships.

Delivering superior customer
value, satisfaction, and quality—
attracting, keeping, and cultivating
customers by developing market-
centered strategies and “taking care
of the customer.” Integrated chapter-
by-chapter coverage accompanies a
full chapter on developing customer
value, satisfaction, and relationships.

Connecting technologies—employing the Internet and other information, computer,
communications, and transportation technologies to connect directly with customers and to
shape marketing offers tailored to their needs. This edition offers integrated chapter-by-chap-

e, plus a full chapter on D d Online Marketing.
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* The company value chain—connecting inside
the company to create cross-functional, cus-
tomer-focused teamwork and integrated action.
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* Value-delivery networks—connecting with
partners outside the company to create effective s

supply-chains.

The direct-marketing mdusery is addresing isues of ethics and public policy. For
example. the Direct Marketing Asociation (DMA)—the kargest asociation for busi-
noewcs imerested in interactive and database murketing with more than 4,600 mem-
ber companses—recently developed its “Privacy Promise to American Consumers.”
Ths imitiative. an cffort 1o beild conswmer confidence in shopping direct, requires that
all DMA members adhere to 2 carcfully devcloped sct of consumer privacy rules. The
Privacy Promise roquires that memben notfy customers when amy personal indor-
maton 1 rented, sold. or exchanged with othen. Members must also honor consumer
requests not to recave mail. telephone, or other solicitations again.

Direct marketers know that_left untended, such problems will lead (o increas-
ingly negative consamer actitudes, lower response rates, and calls for more nestric-
ove state and federal legislation. More imporunty, most direct marketers want the
same things that consumers want: honest and well-designed marketing offers tar-
gered only toward consumers who will appreciate and respond to them. Direct
marketing i just 100 expemsive t waste on consumers who don't want it

) e S —

The DMA sy developed its Mlm»hmm(m
svhich aatemmpes o buld covesuamer conghdince by reyuairing thas all DMA mem-
b a1 v cocpully devboprd consasmer prinay ndes

24 Part 3 Developing Marketing Mix
Q ONLINE MARKETING AND ELEC RON C MM R E
Online i Online marketing © condwceed through nteracne online computer systemm.

Murkcting conducied through  which bk consumen with scllers choctronically. There are two types of online mar-
micractive omline COMPUCt  keting channcls: commercial online services and the lnternes
srivtens, Wick Nakcomisesrs Commercial online services oficr onbne mformanon s markcong e
R S abecs iy to subscribrs who pay 2 monthly foc. The best known online scrvice provider  giant
Commercial caline services  America Online, whach hss mose than 19 millbon wbscribers. Microsoft Nerwork
Scrvices that offcr onlinc (MSN) and Prodigy trail far behind AOL with 2 45 milkon and | mllion swbscribers.
wiormtion sed mukcung respecenedy Y These online scrvices provade subscribers with informoton (mews,
Sy ""_’fh"" :‘:""‘ Bbwarics, education. travel, sports, reference). entertamment (fun and games).. shoppng
ey _:;vw_;';”_, = services, dulogue opporamitics (bullcsn board. forumm, chat howes). and el
Prodogy Afeer growing rapidly through the mid-1990s, the commernul onlime services
have now been overtaken by the Internet s the prmary ontine murketing chanocl
T fact, all of the online service Birms sow offer nternet scces 3 primary service
The Intcrnet is 2 vast and burgeoning gobal web of computer perworks.  evolved
with po centeal mumsgemcos f0m 2 network created by the Defeme Deparcmen: during the 19608, imtally w
o ownerbep link g Tabs, a0d military Today, this buge, poblic
computer network links computcr users of all Types all around the workd. Amuonc
with 3 PC. 2 modem. and the right software can browse the Internet to obtain o
sharc information on almost amy subjcct and to snteract with other users ™
Internct wsage surped with the development of the wser—fraendly World Wide
World Wide Web (the Web)  Web (the Web) and Web browser software soch 31 Netscape Navigator and
The wcr-frsendy ntcrnce Microsoft Internet Explorer. Today. cven novices can surf the Internct and experi-
cow seandumd ence fully micgrated text, graphics, images, 3nd sound. Users can send e-mail,
exchange views, shop for products. and access mews. food recipes. art, and business
information. The Internet itscll s frec. although indridual users wually ot pay 3
commercial acces provider to be hooked up to it

Intermet
The vast amd burgeomng gobal
web of computes networks

Commencial online scrvices: Loader America Owline has moee tha 19
million subscribers who pay & monthly foc for its information and
marketmg scnaes.
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CHAPTER-OPENING EXAMPLES:
Each chapter starts with a dramatic marketing story
that introduces the chapter material and arouses

DIRECT AND ONLINE :
MARKETING: THE

NEW MARKETING

MODEL

mmownﬁi—imh«—-ﬁg

student interest.

CHAPTER-OPENING OBJECTIVES
Each chapter begins with learning objectives that

preview the flow of concepts in the chapter.

MARKETING HIGHLIGHTS

Additional examples and important information are
featured in Marketing Highlight exhibits throughout
the text.

incrodibde 39,400 peecend Dissct buyors
sccount for nearly & thied of sl PC sdos, 308 Dell's  imduary

AMERICAN STANDARD'S INTEGRATED DIRECT MARKETING:
ANYTHING BUT STANDARD
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KEY TERMS
Key terms are highlighted within the text, clearly defined

Soppy-cxed dog dipper. The e of
e wodd s www o go—"
woted the o B "oy 5 lomg & &
bemg bollosr. wan =d Aarvseg
o g @ be oo The
N babeoom sndoremd. Amd
b f ‘ acge o escondmeedh” Exh
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INTERNET CONNECTION EXERCISES
Each chapte ends with a carefully desngned Internet
: tha T emonstratesf e power ofthe Web as
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CHAPTER-ENDING SUMMARIES
At the end of each chapter, summaries-are provided

for each chapter objective to reinforce main points

and concepts. i e

REVIEW OF CONCEPT CONNECTIONS

CONNECTING WITHTHE CONCEPTS
DISCUSSION AND APPLICATIONS
QUESTIONS

Each chapter contains a set of discussion questions and

application exercises covering major chapter concepts.

COMPANY CASES

Company Cases for class or written discussion are
provided at the end of each chapter, with integrative
comprehensive cases following each major part of the
text. These cases challenge students to apply marketing

principles to companies in real situations.

VIDEO CASES

A full selection of written video cases accompanies

the ninth edition, supported by exciting and original
videos developed for Principles of Marketing. The
videos and cases help to bring key marketing concepts

and issues to life in the classroom.

APPENDIXES

Three appendixes, "Measuring and Forecasting

Demand," "Marketing Arithmetic," and "Careers in
Marketing," provide additional, practical information
for students.

GLOSSARY
At the end of the book, an extensive glossary

provides quick reference to the key terms found
in the book.

INDEXES
Subject, company, and author indexes reference
all information and examples in the book.




“Your Companions in this
New World of Market

Qhallmark of this editionis-the World Marketing Tour videos and accompanying ¢

Phil and Gary are your guides from Berlin to Hong Kong and from London to Los Ange

CELEBRITY MARKETING
LOS ANGELES

PRODUCTS & SERVICES

YMCA INTERNATIONAL IN LONDON 001 Prentice Hall
‘ VIDEO LIBRARY

ERICSSON IN STOCKHOLM

CONSUMER BEHAVIOR
WARNER BROTHERS IN HONG KONG

NOT-FOR PROFIT MARKETING
YMCA INTERNATIONAL IN HONG KONG

STRATEGY & PLANNING
GERMAN GOVERNMENT IN BERLIN

:;INTERNET MARKETING
PR »v_fCTm LOS ANGELES

THE WORLD TOUR STARTS HERE with Kotler & Armstrong, Principles of Marketing, 9¢

* ACADEMY IN WEST POINT. NY




o he -Kotler and Armstrong World Tour
CD-ROM extends the video cases and
brings students into the New World of

marketing. Students make decisions

based on marketing challenges around | BteraAm o

Principles of Marketing, 9e

the globe. Extensive questions and feed-
back mechanisms test student mastery of
key concepts. Additional study guides help

students review material.
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DON'T LEAVE HOME WITHOUT THESE

successful marketing course requires more than a well-written book. Connecting

in today’s classroom requires a dedicated teacher and a fully-integrated teaching system.

Principles of Marketing, Ninth edition, is supported by an extensive teaching package:

INSTRUCTORS’ MANUAL

Contains chapter objectives, chapter overviews, and
complete teaching outlines, lecture notes for each
chapter. Outlines incorporate key terms, figures, and
PowerPoint slides. The manual also includes answers to
all end-of-chapter questions and comments on the
company and comprehensive cases.

TEST ITEM FILE

Comprised of over 2000 questions (100 per
chapter) in a variety of formats, including
multiple choice, true/false, and essay.
Questions are rated by difficulty and linked
by page reference to the text. The Test Item
Flle is also produced in an electronic format.

(Prentice Hall Custom Test)

COLOR TRANSPARENCIES

Available as acetates or PowerPoint slides. Includes key
terms, important figures, and chapter concepts.
Improvements: use of company examples provides jump-
ing-off points for class discussion; slides are geared
towards helping students learn; more slides per chapter.

INSTRUCTOR RESOURCE CD-ROM:
This all-m—one multimedia product is an invaluable

FACULTY ACTIVITIES AND
CLASSROOM TEACHING
STRATEGIES (FA.C.T.S.) GUIDE
Created to help instructors energize students and
promote discussion through projects, ideas, and Internet
experiences, this supplement makes use of active learn-
ing practices to make time in the classroom interesting
and memorable for students. Includes, for each textbook
chapter, a section titled "Barriers to Effective Learning,"
which alerts the instructor to potential learning
obstacles and difficult lessons.

THE INTERNET: A NEW
MARKETING TOOL 2001

A practical and updated guide to marketing on the Internet,
providing both an application of the marketing principles
explained in the textbook and a look at some companies that
use them. Authors Raymond Frost and Judy Strauss developed
pedagogy that requires students to search for answers and
observe marketing methods of on-line companies.

MARKETING PLAN PRO

(available for $10 with every
student textbook) This new soft-
ware is totally interactive, featuring
ten sample markeu’ng plans, excel-




for your book'

= Featuring one click attfgss to all of the new
resources created by our award-winning team of
educators, myPHLIP provides a personalized
view of the great new resources available:

WE’ myPHLIP pages—your personal access

page unites all your myPHLIP texts.

Business Headlines Frentice Hell's Learning on the intarnat »artneranip

tes jLogout | e

Den't toeget thet your cuttom MYPHUP
OGS CBN Pl YO CO merecae with yozr
Sugiets Vou can send messages to
neidud shatents, o your whnle dsesd

%%» Notes—add personal notes to our resources
for personal reminders and references.

— Messages—instructors can send messages to
individual students, or all student$ linked to

your course.

= Student Resources—add #

rces for your students
load (s

CombmecFWlth the resoarces you have trusted

“business resources available:

throughout the years to | rovrde)(ou with the best

In the News—New current events articles are
added throughout the year. Each article is
summarized by our teams of expert profes-
sors,and fully supported by exercises,
activities, and instructor materials.

On-Line Study Guide—Results from the
automatically graded questions for every
chapter provide immediate feedback for stu-
dents that can be e-mailed to the instructor.

Research Area—Your own personal resource
library includes tutorials, descriptive links
to virtual libraries, and a-wealth of earch
engines and resoureés.

Internet Resowes—b 1k
spemf’ itesyincluding previ information -
thatallows you to review site information

ore you view the site, ensuring you visit
the best available busmess resources%und
by our learning commun ;
Y ng w!t)’
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