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You are holding a texe thae has dramacically

increased. in number of users and universities
with each 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
honored that a vast majority of professors stay
with onr text edition after edition. OQOur research
gives us an indication why this is true. Students
find Essentials of Marketing, by Lamb, Hair, and
MecDaniel the most exciting, readablc,  and
enjoyablec text of thelr collecoe carecy.
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What Makes Essentials of Marketing, 3rd 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. Our 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.

B VValue-Driven Innovations for the 3rd Edition
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We have focused on technology.

E-Marketing Planning Activities

Chapter 1 introduces the marketing process and marketing
strategies. The marketing plan documents the firm’s strategies,
and we encourage students to jump into marketing by creating
their own plan. As chapter topics such as market segmentation
are discussed, corresponding end-of-part exercises direct stu-
dents 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 four text parts. Never have your students
had access to so many resources for building a marketing plan.



Marketing Builder Express

An “express” version of JIAN’s popular MarketingBuilder soft-
ware, 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.

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 chal-
lenge your students to think about the marketing strategies of each com-
pany and how they can be altered to increase marketing effectiveness.
The CD also includes the E-marketing planning activities and work-
sheets described above. To help your students master the material in
Essentials of Marketing, 3rd edition, we offer interactive 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 instruc-
tions for making Power Notes. Rather than constantly taking notes, students
can listen and absorb your lectures. Exhibits from the book have been turned into
worksheets and placed on the CD. Students can test their knowledge and check themselves
against the text. And a new module on competitive intelligence expands the discussions in
Chapter 7.

Internet Activities and Real-Time Examples

Each chapter contains Internet activities with URLSs, 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
2nd edition and added many new ones to each chapter. Should a URL listed in the book
become obsolete, it will be replaced with a new one that still fits the particular context

of the activity.

Federal Trade Commission

As a marketing manager, how would you use the FTC
Web site in designing a new marketing campaign?
http://www.ftc.gov/index

On Line il nu
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On Line

Internet Marketing Chapter

E-commerce changes at the speed of light. We completely rewrite Chapter 15, 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

° ] The InfoTrac database enables your students to connect with the real
world of marketing through academic journals, business and popular
LNES A 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.

wa - What kind of factors can push a respectable firm to enter a price
fixing arrangement with a competitor? Using InfoTrac
(http://www.infotrac-college.com), read about either the vitamin industry or
the art auction industry price fixing scandals of 1999 and 2000. If there are
more current scandals, read a selection of articles on a particular industry. Then
compile a list of business practices and pricing issues that are present in the
reports of each scandal. Is each scandal unique, or are there any overlapping
characteristics? What conclusion can you draw about price fixing from the
articles you read?

SINFOT
1 colLeGE Ep

“Who Wants to Be a Marketer?”

Developed by John Drea of Western Illinois University, this exciting addition to the Third
Edition of Essentials 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 concepts 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 1,600
questions! “Who Wants to Be a Marketer?” is only available for adopters of Essentials of
Marketing by Lamb, Hair, and McDaniel.
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Comprehensive Web Site

The Lamb, Hair, McDaniel 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 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?”, a features archive of boxes and vignettes from the
Second Edition, and regular updates of all cases in the Third Edition.

Student resources include:

v Marketing “on-line” activities from the new edition with hot links to the relevant URLs.
v Sample chapters of “Who Wants to be a Marketer”

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

v/ Career Appendix and a Marketing Resource Center

v Entrepreneurship Case with 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

v Study Break with fun, marketing-related links and games




Illustrated Preface | Pg. 6

- e

S XX X KX

SN
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We have thoroughly updated and added to our proven features.

We have thoroughly revised the 3rd edition with new features

and content throughout the text. You will find:

New content on competitive advantage

An expanded section on poverty of time
and how it influences consumers and marketers

A new section on technological and resource factors
that affect marketing efforts

A new section on fears of globalization and trade

A new section on the impact of the Internet on
global marketing

A new section on e-commerce:
* B2B
¢ Consumer e-relations tool
¢ E-commerce is for all sizes of business
¢ Benefits of e-commerce
An updated section on age segmentation
An updated section on ethnic segmentation
An updated section on perceptual mapping

A new section on secondary information
available on the Internet

Cross-Functional Connections

S SN XX XX X X X ¥

Updated lists and descriptions of search engines

and sites of particular interest to marketing researchers

A fully updated section on Internet surveys

A fully updated section and new material on
supply chain management

A fully updated section on technology in
supply chain management

An updated section on global logistics
A fully updated section on on-line retailing

An updated section on the Internet as a
public relations tool

A new section on on-line promotions

A new section on the impact of technology on
personal selling

A new section on yield management

A fully updated section on the impact of the
Internet on pricing

A new section on pricing penalties

No marketer is an island. Marketing professionals work with every functional area of the company.
Cross-functional 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 part.
Solutions to the topical questions are provided at the end of each part so that students can test their under-
standing of how marketing is integrated with the other functions of business.



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 entre-
preneurship cases highlight the challenges facing entrepre-
neurs 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 e-commerce 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 entitled “Use It Now!” This material covers a topic
related to the chapter that the student can put to work
today. For example, in Chapter 3, Developing a Global
Vision, “Use It Now” tells how students can find a job over-
seas and also offers tips on changing money abroad.

Expamﬂl@ﬂ C@V@}I"&g@
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We listened to your suggestions to add more coverage on
integrated marketing communications (IMC). Chapter 12

is now solely devoted to the introduction of IMC. Chapter 13
(new) covers advertising and public relations. Chapter 14
concludes the section with sales promotion and personal
selling. The additional chapter gives students more detailed
coverage across the spectrum of IMC.

2
Q)

Case

Encirg: Protecting Privacy on the Web

The rapid development of the Internet and

ecommerce in the past couple of years has not

come without serious growing pains. This new
networking and communication medium created a
whole new way for marketers w identify, track, collect
information about, and offer targeted messages to con-
sumers. Advertisers can monitor con-
sumers who are surfing for pleasure
even if they do not buy anything or
divulge any personal information.
With just a person’s e-mail address
and a cookie (an electronic tag that
identifies a user’s computer with a
numeric code), an ondine ad server
can easily track users as they click
across the Internet landscape. Track-
ing a consumer’s surfing habits en-
ables servers of on-ine advertise-

suit generated mass awareness of the practices of Double-
click and other similar ad serving networks and fucled
public intolerance of such activities. Ondine marketers
began to suffer from the loss of specific information
needed 1o serve targeted content and advertisements.
Most Internet users became extremely guarded about
sharing any kind of personal infor-
mation on-line.

The Encirq Corporation, which
at present has the only available so-
lution of its kind, hopes o once and
for all resolve the problem that lim-

Vogel and David Posner, Encirq has
developed a software application
from two unique and perfectly com-

ments to place very targeted ads in
front of users On the surface, this may scem like 2 bene-
fit 1o both the advertiser and to the consumer, but there
is often an unrealized downside to all of that.

What consumers have been generally unaware of is
that these ad serving networks and companies collect
and store all of that information on private servers and
sell it 10 other marketing companies and retailers at a
handsome profit. Selling on-ine profiles seriously com-
promises a user’s privacy, and it almost always happens
without that person being aware of it. If Net users are
aware of this information brol

Study the Role of a Global Manager

As business becomes more global, chances are
that you may become a global manager. Start
learning right now what this means and if it's right
for you. The life of a global manager can be hectic,
as these examples illustrate:

As i of DoubleClick International,
a unit of the New York advertis-
ing spends

work of thirteen offices wor

nurform by Chrimr\e Hughes, senior
‘marketing budnm

Ms. a
twenty-four-person staff in North and
South America and Asia. One of her mis-
sions on trips is to combat the tendency

y insights. Vogel dreamed
of a way for an Internet user’s per-
n\zlmhwlnmtmwnmninmdmhsmm-nn
vidual computer. In this way, personal information
uulldht(ulbpnm:ndnmnuﬂ(db\lhfnmm
Posner had designed a small database that would launch
within 2 user's computer at the exact moment an Inter-
net user connected with a Web server. Driven 1 solve the
privacy problem outlined above—and the marketing
problem that analyzing clicking habits ondine created
only a thumbnail sketch of buying habits and history—
Vogel and Posner devised a product that could be the
solution w0 both.

she’s working in Aus-
tralia, Ms. Hughel usually ends her day
in a hotel room, talking with someone at
the home office. “I'm on the phone until
two in the moming dealing with issues,”
shsw “You just have to accept
that.”

Omvuvm-nlyounnohlb-unmm
be a global

r. Also,
lmnloakgoodonvwrmm One source of

org/.

If you can't find a job overseas, save your
money and travel abroad. Seeing how others live
and work will broaden your horizons and give you
a more enlightened view of the world. Even inter-
national travel can help you decide what you want
to do in the global marketplace.




Illustrated Preface |

Pg. 8

and other local comedians. The friend-

The Marketing Environment and Marketing Ethics

Opening Vignettes

Each chapter begins with a new, current, real-world

i ————y story about a marketing decision or situation facing a
s g st b gl company. These vignettes have been carefully pre-
mmmm O il bopiag i ol o pared to stimulate student interest in the topics to
R o reius come in the chapter and can be used to begin class

outdoorsy Canada, Roots Canada Lid.
sells such gear as $800 elkskin jackets,

market for casual wear. It is also stock-
ing its U.S. stores with a larger propor-

discussion. A special section before the chapter sum-

B | o oo aai coomricn thanie mary called “Looking Back” answers the teaser ques-
| s G tretonn tions posed in the opening vignette and helps illus-
B e el Baow e trate how chapter material relates to the real world of
holds considerable allure. utive vice president. “At Roots, it’s

always been the leather products that

marketing. A few of the companies featured in the

Now, the apparel chain plans a $70
million, five-year don drive in
the United States and Europe. Having

people remember.”
Competitors are watching. “Their

3rd edition are: L.L. Bean, Ralston Purina, Target,

and Kinkos.

VACCINE'S PRICE PRESENTS A DILEMMA ABOUT ITS USE

Boxed Items

Each chapter features two completely new boxes. The

“Global Perspectives” feature describes the experiences e e R o i o
Dl Hoves are cll o thet hevac. (e United Staten e e Dr. Paradion, Vi st |
of real companies doing battle in the global market- TENHTSUT RTINS s;;:wm*m;-:m:'ﬁ: :
et i o e 00
place. This boxed feature is in addition to the myriad B o e EEE%RE‘,:?XE;Z:’ é'IE,EmG': s s o
‘care—ar | in dis- However, experts concers
of global examples found throughout the text. Every N ey Gl ko ool g Lo
‘ment. So instead of giving the vaccine childhood vaccines. W%lmlus«urﬂbk
hapt f is written with a global vision. Our T T A 1 e i e
chapter, of course, g s e L e SR Y S L R T e
Pre nar be 3,000 cases of meningitis, thou Do you think in this case it should be [

ore cases of blood poisoning, 100,000 given only

second box tackles the often sticky issue of what is right Tl T
or wrong in marketing. Our “Ethics in Marketing” e cmeertEe?
feature offers provocative examples of how ethics come RMAL TN [

into play in many marketing decisions. Is it ethical to

create huge databases about people’s private lives? What about
marketing to children? Students will consider these and many
other hotly debated ethical questions.

1o children under the age of
Who should make this decision?

3 “Vaccine's Price Drives a Debate About
‘o I Use.™ Wal et Jounal, Fabruary 16, |
readily recommended that all American 000, pp.

MARKETING MISCUES

Got Beer?—Ad Campaign Crashes

In October 1993, the milk industry took charge of its
own destiny and aired the first “Got Milk?" advertise-
ment. Originating in California, these ads almost
single-handedly stopped the national decline in milk
consumption. Additionally, the ads have been credited
with the world of The Got Milk?
campaign proved that creative advertising could resur-
rect an ancient product like milk. The success of the
campaign has led to many knockoff ads. The most re-
cent one, which was lambasted by many, was the “Got
Beer?” promotional campaign launched by People for
the Ethical Treatment of Animals (PETA).

PETAis an i
based in Norfolk, Virginia. The ofgnmnmon operates
under the principle that “animals are not ours to eat,
wear, experiment on, or use for entertainment.” With
over 600,000 members worldwide, PETA is the largest

could it be exhibiting no concern for
the hands of drunk drivers?

The renamed campaign, “Dumpl
to target college students. Switching|
to promote its cause against milk, t!
milksucks.com Web site allowed stu
free bottle opener with the slogan, “|
Drink responsibly. Don’t drink milk.”
have been successful. It received ove
thirty-six hours, and PETA claimed ti|
dents joined the group’s College Acti

One has to wonder if being forcs
Beer? campaign depicted a marketin|
part of PETA or whether all of the pu
the campaign was beneficial to the o

Marketing Miscues

Mistakes can have tough consequences, but they also offer great
lessons. This is especially true in marketing. At the end of each
part you will find all new cases that describe good and bad ideas
that couldn’t make it in the rough and tumble marketplace.
Often amusing and always interesting, these cases will help your
students avoid the same mistakes. A few highlighted firms are:
Saturn, PETA, and Burger King.

Questions for Discussion
1. Should a not-for- pmﬁt tax—exemﬂ

CRITICAL THINKING CASE

services through affiliated coft
and Perfect YardSale.

The purchasing of travel :
one of the earliest e-commerf
as Travelocity.com and Expe{
line travel service in the mid
individual travel providers (e}
panies, and hotels) began to
systems. By 2000, travel i
gory on the Internet. Of lm
billion were airline reservatig
rooms, and $630 million werf
However, only around 3 percf.
ments were made on-line.

It was estimated that 5 n
flown empty each week, with
100,000 seats weekly. Priceli
cluded hotels in 1,200 locati

Critical Thinking Cases

Founded by forty-six-year-old Jay Walker in 1998, Price-
line.com is not a typical dot-com business. From a dot-
com selling perspective, the company is the pioneer in
the e-commerce system referred to as “demand collec-
tion.” Basically, Priceline.com matches de-
mand (at a price set by the consumer) with a supplier
willing to provide the product or service at the price
named by the consumer. It is very unlike bricks and clicks
oompanies that place meir catalogs on the Web. From an
are not

Making smart decisions is at the heart of successful
marketing. Critical Thinking Cases at the end of each part
put your students in the role of decision maker. They will
evaluate the marketing plans of well known organizations
including Disney, Staples, Priceline, and Starbucks.

twenty—somethmgs weanng jeans and

T-shirts. from such as
Citigroup and AT&T, often wear suits to work. Addition-
ally, the company is not located in the hotbed of dot-com
companies on the West Coast. Rather, company head-
quarters are on the eastern seaboard of the United States
in a suburban office park.




Classic Features Have Been Updated and Enhanced S

Internet Coverage

The Third Edition focuses on technology. In addition to all of
the innovations described above, we have highlighted Internet
coverage throughout the text with the special icon in the margin.

Global Marketing Concepts Throughout the Text

Today most businesses compete not only locally and nationally, but
globally as well. Companies that have never given a thought to

exporting now face competition from abroad. “Thinking globally”
should be a part of every manager’s tactical and strategic planning.
Accordingly, we address this topic in detail early in Chapter 3. Numerous
global examples within the body of the
text are identified with the icon shown in the margin.

GLOBA,

s . g
Global marketing is fully integrated L‘l‘1roughout th Y 3 i _ [ ‘ ]-
book, cases, and videos, as well. Our “Global
Perspectives” boxes, which appear in most chapters, PRODUCT PLACEMENT IN CHINESE SOAP OPERA

provide expanded global examples and concepts.

To the delight of marketers, belline, Duracell, and General noticed. Advertisers are also

Each box Concludes w]th thought_provoklng questlons soap is suddenly showing up Electric, have already signed attracted to the drama since its
on the set of China’s popular' aphas spon(sjors of Love Talks. viewerjdrleprlesem a burgeon-
3 3 3 soap opera Love Talks, one o ther brands, such as Braun ing middle class in the world’s
Carefully prepared to SumUIate ClaSS dlSCuSSlOn. FOr the first television series in and Nike, have also cashed in most populous country.
. . China engineered by advertis- on sponsorships, promotion, Love Talks, produced
example, the bOX m Chapter 6 descrlbes hOW Ofﬁce ers. Set in a fictitious Shanghai  and product placement oppor- by United Media, now airs on
o3 £ ad agency, the soap opera ‘?;— lunitiesswilh the Chinese soap 128 of Ch_i_na’s 800 television
1 tures the budding romance opera. Show sponsorships stations. The show has been
Supply glant Ofﬁce DePOt fumbled as 1t med to tween a veteran male account cost 5240,000(:(0 $360,000. so popular with viewers that
. . . 4 2 director and a novice account Television in China is still un- the production company has
eS[abllSh ltself m Japan. Students are aSked to 1dentIfy executive. The unique aspect of  der strict government control, begun developing two more
3 this show is the obvious place- but shows such as Love Talks series—one about an archi-
ways Ofﬁce Depot Could have more effectlvely ment of brand-name products are demonstrating new oppor-  tect’s family life, called Home,
;isible throughout the show. tunities\;‘% ?dvenisersA and another about a m19deling
or example, one scene shows ile paying to have a agency, called Model. The
Segmented the Japanese market' the soap’s star Qu Ying, rush- product appear in movies or original Love Talks series has
ing to work, leaving an impor- television shows is old hat in also been syndicated to
tant folder at home. The cam- the United States and other broadcasters in Taiwan, Hong
era zooms in on the forgotten countries, the concept is revo- Kong, Thailand, Malaysia, and
folder, which just happens to lutionary in China. Most com- Singapore.2
be sitting next to a big tube of mercials on Chinese state-run Can you recall any
Pond's Vaseline Intensive Care television are run in back-to- name-brand products that you
Iotion. The scene then cuts to back, ten-minute-long saw in a television series or a
Ms. Qu in a cab where she is “bricks,” or segments. Due to motion picture? How did this
applying Maybelline lipstick, the large number of commer- affect your perception of the
}'vhen she noticas th:l mis;‘sing cials that rufrf\ during each brand?
. folder—oh no! Quickly, she brick, it's difficult for any one a i e M
Small Busmess and borrows a Motorola mobile advertiser to attract viewers’ Dzséevetgop(;a;!zz: p.ca”(ef\?,,l b Wall
phone from a handsome angntlijor;’with just a thirty-sec- gu;e; Journal, January 26 Szooco, p.
3 stranger in another car. ond ad. Product placement, 12; Normandy Madden, "Sponsors
Entl‘epreneul‘shlp Are Marketers, such as therefore, provid’;s an innova- FO""E"":ST?"/“S(;;‘;:,SCI;“”?}S:5,,?,2‘2"51,0”3,
Unilever, Motorola, May- tive way for a product to get Ja‘:\uaw 1, 2000, p. g 5

b Emphasized in Every Chapter T s T
\* Many students will either work

for a small business or strike out

on their own to form an organization. For this reason, a new “Entrepreneurship Case” and an
“Application for Entrepreneurs” appear at the end of each chapter. The “Entrepreneurship Cases”

apply general marketing concepts to the world of start-ups and small business. The “Applications”

are mini-cases designed to illustrate how small business can create strategies using the material in

the chapter. In addition, small business examples throughout each chapter are

identified by the icon in the margin.
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l Focus on Ethics

| http://lamb.swcollege.com

In this edition we continue our emphasis on ethics. The “Ethics

in Marketing” boxes, complete with questions focusing on ethical
decision making, have been revised in each chapter. Questions and
cases designed to highlight ethical issues, such as the Ben and Jerry’s
and Encirq cases appearing at the end of Chapter 2, give students a
sense of the complexity of ethics as the cases lead them to look

at the issues from all sides.

Customer Value and Quality are Emphasized in Every Chapter

Delivering superior customer value is now key to success in an
increasingly competitive marketplace. We have integrated
examples throughout the text that show how issues of value and
quality affect marketing decisions at every level. The icon in the
margin identifies the placement of these examples.

Careers in Marketing

The Careers Appendix is still a key feature of the Third Edition Web site. It presents information

on a variety of marketing careers, with job descriptions and career paths, to familiarize students with
employment opportunities in marketing. This appendix also indicates what people in various marketing
positions typically earn and how students should go about marketing themselves to prospective employ-
ers. A self-assessment questionnaire, a sample résumé and cover letter, and interviewing checklists are
only some of the tools we have provided to help your students enter the marketing field.

Popular BusinessLink Video Cases

Sixteen videos are available with the Third Edition of Essentials
of Marketing. Each video is enhanced by text material at the end
of appropriate chapters. The companies we feature are ones
that both you and your students will recognize: Burton
Snowboards, Ben and Jerry’s, Big Boy Restaurants, and many
more. Detailed video teaching notes preview each clip and key
it to the chapter content for easy integration. Previewing,
viewing, and follow-up activities in the Instructor’s manual help
you present the content through the video, making the market-
ing experience real for your students.

There vou have it!

Proof-positive that Essentials of Marketing, 3rd edition offers the
freshest material to be found in any textbook.




Value-Driven Pedagogy Holds It Together

Our pedagogy has been developed in response to what you told us delivers value to you
and your students. You told us that current examples are important to you, so we have
included all-new opening vignettes, new examples throughout the text, and new boxed
material in every chapter. You told us that cases that students find relevant are important to
you, so we have revised our “Cross-Functional Connections” feature and replaced all of the
“Marketing Miscues” and “Critical Thinking Cases” at the end of each part. You said that
many of your students planned a career in small business, so we have incorporated numer-
ous new small business examples, updated the entrepreneurship exercises, and added an
“Entrepreneurship Case” at the end of each chapter. Finally, you told us that the Inte-
grated Learning System helped you organize your lectures and helped your students study
more effectively, so we have retained that important feature.

Fully Integrated Learning System

The text and all major supplements are organized around the learning objectives
that appear at the beginning of each chapter to provide you and your students with
an easy-to-use Integrated Learning System. A numbered icon like the one shown in
the margin identifies each objective in each chapter and appears next to its related

o material throughout the text, Instructor’s Manual, Test Bank, and Study Guide. In
other words, every learning objective links the text, Study Guide, Test Bank, and all
components of the Instructor’s Manual. The system is illustrated on the inside front
cover of the text.

Chapter learning objectives are the linchpin of the Integrated Learning System.

They provide a structure for your lesson plans—everything you need to assure

complete coverage of each objective icon. Do you want to stress more on learning
objective 5, Chapter 8, “Explain why services marketing is important to manufacturers?”
No problem. Go to the Instructor’s Manual, objective 5, Chapter 8, and you’ll find
supplemental material. Do you want to emphasize the same objective on an exam?

Pick and choose questions from Chapter 8 testing material that relate to Objective 5. Test
questions in each chapter of the Test Bank are organized by objective. This value-driven
system for you, the instructor, delivers what it promises—full integration.

The integrated system also delivers value for students as they prepare for exams.

The learning objective icons identify all the material in the text and Study Guide

that relate to each specific learning objective. Students can easily check their grasp

of each objective by reading the text sections, reviewing the corresponding summary
section, answering the Study Guide questions for that objective, and returning to the
appropriate text sections for further review when they have difficulty with any of the ques-
tions. Students can quickly identify all material relating to an objective by simply looking
for the learning objective icon. And now every chap-
ter concludes with a detailed study tip to help stu-
dents master marketing concepts. Still Shaky? Here's a tip
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Text Pedagogy That Adds Value, Excites Students, and Reinforces Learning

Pedagogical features are meant to reinforce learning, but they need not be boring. We
have created teaching tools within the text that will excite student interest as well as teach.

*  Opening Vignettes, Revisited at Chapter Conclusions: Each chapter begins with a new, cur-
rent, real-world story about a marketing decision or situation facing a company. A special
section before the chapter summary called “Looking Back” answers the teaser questions
posed in the opening vignette and helps illustrate how the chapter material relates to the
real world of marketing.

®  Key Terms: Key terms appear in boldface in the text, with definitions in the margins,
making it easy for students to check their understanding of key definitions. A complete
alphabetical list of key terms appears at the end of each chapter as a study checklist,
with page citations for easy reference.

®  Chapter Summaries: Each chapter ends with a summary that distills the main points of
the chapter. Chapter summaries are organized around the learning objectives so that
students can use them as a quick check on their achievement of learning goals.

. Discussion and Writing Questions: To help students improve their writing skills,

@ we have included writing exercises with the discussion questions at the end of

each chapter. These exercises are marked with the icon shown here. The writ-
ing questions are designed to be brief so that students can accomplish writing assign-
ments in a short time and grading time is minimized.

o Team Activities: The ability to work collaboratively is key to success in today’s

2 business world. End-of-chapter team activities, identified by the icon shown

here, give students opportunities to learn to work together.

. @ Application for Small Business: These short scenarios prompt students to apply

marketing concepts to small business settings. Each scenario ends with
provocative questions to aid student analysis.
*  End-of-Chapter Cases: All chapters conclude with a new Entrepreneurship case and
a video case. Marketing concepts are illustrated through the stories of well-known
companies and situations.

Innovative Student Supplements

Essentials of Marketing, 3e, provides an excellent vehicle for learning the fundamentals.
However, for students to gain a true understanding of marketing, it's best if they can apply the
principles to reallife situations. Included are a variety of supplements that help students apply
concepts through the use of hands-on activities.

The GradeMaker Study Guide and Workbook (ISBN 0-324-11391-9)

has been updated for the Third Edition. The Study guide questions are

linked to the learning objectives by numbered icons. Every chapter
includes application questions in a variety of formats to help students
master the concepts. Study Guide questions are designed to be similar in

type and difficulty level to the Test Bank questions. By careful review of the

Study Guide, students can dramatically improve their test scores. Each
chapter opens with a pre-test, and several review tools are provided through-
out the text including chapter outlines with definitions, summarized key
points as well as vocabulary practice.




Free Student CD-ROM
An interactive CD is packaged free with every copy of Essentials of Marketing, 3e.

It contains valuable resources such as two all-new video segments on Enterprise
Rent-A-Car and Celestial Seasonings. Each segment has an accompanying case.
Also on the CD are E-Marketing Planning worksheets to help students with
activities at the end of each part, review quizzes for each chapter, PowerPoint slides
created specifically for the Third Edition as well as a sampling of compli-
mentary extra content to ensure your students’ success.

Cadotte: Experience Marketing at the Marketplace

This CD-ROM based exercise will challenge students to make tough
marketing-based decisions in a competitive, fast-paced market where the
customers are demanding and the competition is working hard to increase
market share. Theory comes alive as students learn to manage a new business
venture, increase profit, improve customer satisfaction, and capture dominant

market share.

Innovative Instructor’s Supplements

All components of our comprehensive support package have been developed to
help you prepare lectures and tests as quickly and easily as possible. We provide a
wealth of information and activities beyond the text to supplement your lectures, as
well as teaching aids in a variety of formats to fit your own teaching style.

Instructor Resource CD-ROM
Managing your classroom resources is now easier than ever. The new

Instructor Resource CD-ROM (ISBN 0-324-11393-5) contains all key
instructor supplements—Instructor’s Manual, Test Bank, ExamView testing

Software, and PowerPoint.

A Value-Based Instructor’s Manual, the Core
of Our Integrated Learning System

Each chapter within the Instructor's Manual (ISBN 0-324-11392-7) begins with
% learning objectives and a summary of key points. The Integrated
Essentials of Learning System then comes together in the chapters’ detailed outlines.
arketing, 3 The outlines correspond with the text and supplements via the learning
objectives and refer back to the appropriate support materials for each
lecture. Support materials include transparencies with discussion sugges-
tions, additional examples, exhibits, additional articles, activities, boxed
materials, and questions. With each edition of Essentials of Marketing, the
outlines are always revised and updated to provide the most current infor-
mation in the field of marketing. In addition to providing complete solu-
tions for text questions and cases, the manual supplies ethical scenarios,
summarized articles, and class activities. Our manual is truly “one-stop

shopping” for your complete teaching system.

Lamp, Hair, McDanjg)

WebTutor Advantage
This product is an enhancement of WebTutor on Blackboard and WebCT; it

contains all of the interactive study guide components of the standard WebTutor,
with three very valuable content and technology oriented additions. WebTutor
Advantage contains video lectures—this valuable student resource combines the
robust 500+ PowerPointTM slide presentation with an audio lecture. WebTutor
Advantage also contains digitized videos which accompany and add a critical
thinking element to the students' learning experience. “Who Wants to be a
Marketer?” presented in it's entirety is the third piece of this Advantage product.
Also available is our WebTutor standard on Blackboard and WebCT.




