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This is the sixth time a special edition of McCarthy and Perreault has been pre-
pared for the Canadian market. On each occasion, the American text on which that
Canadianization was based had itself been completely revised and updated. Suc-
cessive editions in both countries have been prepared in a manner consistent with
the 4 Ps managerial approach so widely accepted by professors, so extensively
used by students, and so often copied by competing textbooks for over three
decades. )

The Canadian version of each edition is deliberately made more Canadian than
its counterpart was American. This is because relatively few Canadianized market-
ing texts are available for use in more advanced marketing courses. Consistent
with this commitment to Canadian content, successive editions have contained the
most recent information available on Canadian law and demographics, more and
longer Canadian cases, and an increasing number of excerpted articles reporting
on Canadian marketing practice. In this respect, the sixth Canadian edition of
Basic Marketing differs substantially, but only in degree, from its predecessors.

The above notwithstanding, a number of innovations make this edition a land-
mark revision. Though all those features that have contributed to the book’s past
success are still to be found, the sixth Canadian edition both looks and reads very
differently. The reason, as your own examination will reveal, is an editorial commit-
ment, over and above that to the traditional 4 Ps, to four new Cs which collectively
have shaped this revision.

Colorful presentation: This is the first Canadian edition of Basic Marketing to be
published in color rather than black and white. The result is an incredibly attractive
volume with a thoroughly contemporary feel.

Canadian imagery: A major effort has been made within this new visual frame-
work to incorporate many more advertisements, illustrations, and photographs that
are obviously and appropriately Canadian.

Corporate practice: At the request of people using the earlier editions, far more
frequent reference has been made throughout the text to the marketing policies,
practices, and behavior of leading Canadian firms.

Contemporary concerns: Increased attention is called to the impact on Cana-
dian marketing of such recent and ongoing issues as free trade with the United
States, the role of Quebec in Canada, the G.S.T., “green marketing,” and Europe
1992.

The aforementioned 4 Cs have had a marked influence throughout the entire
text. In addition, new introductions to many chapters link the theoretical concepts
subsequently introduced to actual corporate practice. Completely rewritten treat-
ments discuss the institutional factors affecting Canadian marketers both domesti-
cally and abroad. You'll also find many more Marketing Demos drawn from Cana-
da’s business press and material describing the marketing efforts that have made
Whistler, British Columbia, a world-class resort. Finally, 16 new cases, either with a
Canadian focus or related to the marketing efforts of multinationals active in Can-
ada, appear for the first time.
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Preface

As with previous editions, we have provided as complete a supplementary
package as possible. The following supplements are available on a complimentary
basis to adopters of the text:

Instructor’'s manual provides chapter-by-chapter lecture outlines, transparency
masters, answers to all questions, cases, and Learning Aid material.

Applications in Basic Marketing includes two to four articles per chapter drawn
from popular business press.

Manual of Objective Tests includes approximately 3,000 objective test ques-
tions. Questions are classified by level of difficulty. They include application, inte-
grative, and comprehension questions.

Transparencies.

Videos.

Computest Il microcomputer testing system is available for the IBM-PC. It
allows you to select questions from the Manual of Objective Tests, edit and add
questions, and print out a customized test for your class.

For the student, a comprehensive Learning Aid accompanies the text. The
Learning Aid includes a chapter review, key terms, true/false and multiple choice
questions, caselets, and numerical problems.

Though it builds on a long-established tradition, Basic Marketing's Sixth Cana-
dian Edition differs appreciably from its predecessors. The differences are of such
a magnitude that both people traditionally inclined to use this text and those other-
wise inclined should carefully examine the product we're now bringing to market.
The authors are confident that such an examination of this new offering, incorpo-
rating the 4 Ps in a contemporary Canadian package, will result in Basic Marketing
again being recognized as the standard to which all our competitors must aspire.

The authors’ self-confidence notwithstanding, the ultimate test of any textbook is
its degree of acceptance. Previous Canadian editions of Basic Marketing have
been well received by both students and colleagues. We have tried to justify this
past confidence by preparing an even better Sixth Canadian Edition that empha-
sizes both what is universal about marketing and what is uniquely Canadian. Once
more, we submit our joint effort to the judgment of the marketplace. The authors
welcome comments, suggestions, and corrections on any subject. Canadian con-
cerns might best be discussed with me as | alone am responsible for any errors,
either of omission or of commission, in the Canadianized sections of this text.

Stanley J. Shapiro
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Marketing’s Role
in Society

When You Finish This Chapter, You Should

1.

2.

Know what marketing is and why you should learn about it.

Understand the difference between micro-marketing and
macro-marketing.

Know why and how macro-marketing systems develop.

. Know why marketing specialists—including middlemen and

facilitators—develop.
Know the marketing functions and who performs them.

Understand the important new terms (shown in blue).



