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The unprecedented success of Contemporary Marketing,
Ninth Edition, confirmed our belief in the importance of in-
tegrating today’s technology—the Internet, CD-ROM, and
multimedia—to traditional, as well as, emerging marketing
concepts. The publication of Contemporary Marketing""™*"
ushered in a new generation of textbooks equipped to pre-
pare marketing students for the new millennium.

Creating a marketing textbook wired for the twenty-
first century has also made us all too aware of the need for
ameans of staying in front of today’s changing technology.
The pace of technological innovations means that the tradi-
tional three-year revision cycle of Contemporary Market-
ing is simply too long to offer current information to to-
day’s students.

Our response to these needs to offer a textbook por-
traying the issues of today and tomorrow is the creation of
Contemporary Marketing 1999. This updated edition of
the text allows us to supply instructors and students with
the very latest real-world company examples, up-to-date
technology information and Internet addresses, and today’s
most current issues and trends.

This currency is apparent beginning with the first page
of Chapter 1. Virtual Vineyards, the highly successful on-
line marketer demonstrates the strength of the World Wide
Web in twenty-first century marketing. The “Marketing
Hall of Fame” feature “How Marketing Helped Refloat the
Titanic,” explores the role of marketing in the success of
this recent Academy Award winner and the first film to
generate more than $1 billion in box-office receipts.
Throughout the text, new materials abound:

V¥ Internet commerce and privacy issues in
Chapter 3

V¥ Emergence of Comedy Central cable channel in
Chapter 5

V¥ Oprah Winfrey—Cattleman court battles in
Chapter 8

WV The success of Chrysler’s Camp Jeep in
Chapter 17

¥V How advertisers have changed their message to
women in Chapter 18

WV Frito-Lay’s use of sales force automation in
Chapter 19

¥V Ticket pricing for professional sports events in
Chapter 20

In addition, a new continuing case has been added.
The subject, Yahoo!, ties in directly with the book’s theme
of technology.

For most students, an equally important characteristic
of Contemporary Marketing 1999 is price. By publishing

the new edition in a paperback format, the book’s retail
price is approximately 35 percent less than the previous edi-
tion and well below the price of competing hard cover texts.

Contemporary Marketing Firsts

Some 1.2 million students have been introduced to the dy-
namic world of marketing through Contemporary Market-
ing. And after reading this sampling of our many “firsts,”
we hope you’ll understand why Contemporary Marketing
continues to rank first with instructors and students alike.

¥V The FIRST marketing text written specifically
for the student—rather than the professor—
featuring a clear, concise style that readers can
readily understand and enjoy.

V¥V The FIRST marketing text based on marketing
research and written the way instructors actu-
ally teach the course. :

V¥ The FIRST text to integrate computer applica-
tions into each chapter.

V¥ The FIRST text to employ extensive peda-
gogy —such as boxed features—to breathe life
into exciting real-world concepts and issues of
marketing.

V¥ The FIRST text to introduce end-of-chapter
video cases tied to professionally produced
video segments.

V¥ The FIRST text to offer services and interna-
tional chapters early and to thoroughly inte-
grate those topics throughout the textbook with
literally hundreds of examples.

V¥ The FIRST text to include a separate chapter
on quality and customer satisfaction.

¥V The FIRST text to utilize multimedia technol-
ogy to integrate all components of the princi-
ples of marketing ancillary program—
Contemporary Marketing laser discs linked to
videos, overhead transparencies, and material
from the text—enabling instructors to custom
create exciting, energetic lecture presentations.

V¥ FIRST to integrate a true technology emphasis
throughout the text and package. Contempo-
rary Marketing 1999 incorporates the technol-
ogy theme into every facet: opening vignettes,
chapter concepts, end-of-chapter assignments,
boxed features, cases, and innovatively packaged
items. The text applies today’s technology —
the Internet, CD-ROM, and multimedia—to
traditional as well as emerging marketing
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concepts. Creative assignments and exercises
give students hands-on experience in applying
technological advances to real marketing is-
sues. Engaging in-text examples include com-
pany Web addresses and students can glean
additional information and insight from Con-
temporary Marketing’s own home page.

TECHNOLOGY EMPHASIS
Student Preface

A high-tech student preface details the emphasis Contem-
porary Marketing 1999 places on technology and gives di-
rections to the Boone & Kurtz home page and other Inter-
net resources.

Technology-Based Chapter Openers

Innovative chapter opening vignettes illustrate current
marketing technology in action and link real-world scenar-
ios to chapter concepts. Each vignette describes how an ac-
tual company has applied technology to its competitive ad-
vantage or highlights a current topic in marketing. The
marketing environment chapter (Chapter 3) opens with de-
scriptions of Internet and Web privacy and security issues,
while the business-to-business marketing chapter (Chapter
9) begins discussing the software Millennium Bug (Y2K),
and the retailing coverage chapter (Chapter 15) begins with
discussions of the cyber-market.

Technology in Marketing Research

Coverage of technology in marketing research includes ex-
amples of high-tech tools and how computers are used to
support marketing decision systems, including marketing
databases, warehousing, and decision support systems.

‘'netWork Technology Exercises

End-of-chapter "netWork applications give students hands-
on experience employing the Internet in marketing-related
exercises. These cutting-edge exercises:

V¥ Contain problems that require students to lo-
cate data on diff - -t Web sites.

¥ Include computer exercises that can be com-
pleted at the Contemporary Marketing Web site.

V¥ Incorporate follow-up assignments enabling
students to further research in-text examples on
Dryden Web locations.

Video Case Web-Site Questions

End-of-chapter video case questions include exercises that
require students visit a specific Web site related to the com-
pany or the concepts covered in the video in order to obtain
the information necessary to solve the application.

CONTENT

Early Emphasis on the Internet and Relationship
Marketing

Chapter 1, “Developing Relationships through Customer
Focus, Quality, Technology, and Ethical Behavior,” reflects
the text’s integrated emphasis on technology. Students are
immediately introduced to hot topics such as the Internet,
virtual marketing, and interactive marketing. The chapter
also discusses relationship marketing, the increasing influ-
ence of global marketing, and the role of ethics and social
responsibility in building customer relationships.

Relationship Marketing Chapter

An entire chapter has been devoted to relationship market-
ing, including coverage of database marketing, strategic al-
liances, co-marketing, co-branding, and dedicated sales
forces. Coverage of this increasingly important marketing
topic begins early in the text in Chapter 1 before the in-
depth discussion in Chapter 10. Relationship marketing is
also integrated throughout the text.

Integrated Communications Approach to
Advertising and Promotion

The material on advertising and promotion emphasizes an
integrated marketing communications approach, reflect-
ing emerging trends in the field. Chapter 17, “Integrated
Marketing Communications” also details the importance
of the Internet’s role in the promotional mix, including
discussions of methods for determining the effectiveness
of using Web sites. Sponsorship as a promotional tool and
expanded coverage of direct marketing are also included
in Chapter 17.

Value and Customer Satisfaction

Chapter 2, “Creating Value through Customer Satisfaction
and Quality,” focuses on the importance of value and cus-
tomer satisfaction to marketing. Quality is presented as a
part of customer satisfaction, rather than vice versa. Value is
shown as the link between quality and customer satisfaction
and the path leading to successful customer relationships.



Direct Selling and Direct Marketing Coverage

Discussions of direct selling as a separate channel are in
Chapter 14, while discussions of direct mail are presented
in the context of direct marketing in Chapter 18.

Ethics Emphasis

Beginning early in the text (Chapter 1) with a section on
“Ethics and Social Responsibility: Doing Well by Doing
Good,” Contemporary Marketing 1999 emphasizes how
ethical behavior promotes lasting customer relationships
and leads to marketplace success. In addition to each chap-
ter’s ethical controversy boxes, Chapter 3 includes discus-
sions of marketing’s role in society, marketing ethics, and
social responsibility. Special attention is also given to ethics
in promotion, with sections in Chapters 17, 18, and 19.

PEDAGOGICAL FEATURES

“Marketing Hall of Fame” and “Marketing Hall of
Shame” Boxes

Each chapter contains “Marketing Hall of Fame” and
“Marketing Hall of Shame” boxes that detail actual mar-
keting strategies that scored big as well as those that
flopped. Presented in a punchy, eye-grabbing format, these
stories give students an inside view of the results of actual
marketing decisions.

“Solving an Ethical Controversy” Boxes

Real-world ethics and diversity issues are integrated with
chapter concepts in this exciting boxed feature that appears
in every chapter. These topics are an excellent springboard
for classroom discussion and debate.

Questions for Critical Thinking

Included in each “Marketing Hall of Fame” and “Marketing
Hall of Shame” boxed feature are “Questions for Critical
Thinking” that reflect the text’s emphasis on critical-thinking
applications. These exercises help students develop analyti-
cal skills while considering specific business scenarios.

“Briefly Speaking” Cut-Ins
Intriguing, unusual, and entertaining marketing facts are

featured in each chapter in unique “Briefly Speaking” cut-
in quotes.

Unparalleled Resource Package ix

NEW! Continuing End-of-Part Case on Yahoo!

A continuing, end-of-part case on Yahoo! is fully inte-
grated with chapter concepts, implementing new topics
and issues as students learn them.

Marketing Dictionary

A student-friendly “Marketing Dictionary” defines key
terms as they appear in the text and provides a list of defi-
nitions for each two-page spread.

End-of-Chapter Achievement Check Summaries

Each chapter contains an “Achievement Check Summary”
section that uniquely reinforces chapter concepts by re-
viewing chapter highlights with quiz-like true/false and
short multiple-choice questions. This question and answer
format provides a more interactive and creative method for
reviewing key chapter concepts.

UNPARALLELED RESOURCE PACKAGE
Boone & Kurtz Home Page

Using the Contemporary Marketing Web site, professors
and students can gain additional information, resources,
and firsthand experience surfing the Net. Featuring in-text
graphics and illustrations, the Boone & Kurtz home page
is completely integrated with text topics as well as end-of-
chapter exercises and video cases, many of which require
readers to look up information at this or other Web sites.
The home page is also the address for additional material
integrated with the end-of-chapter computer exercises. The
Boone & Kurtz home page is located on the Dryden World
Wide Web site at
http://www.dryden.com/mktng/boone/

The Boone and Kurtz Web site includes the following

features:

V¥V “Incorporating the Internet into Your Basic
Marketing Class™ for professors
V “Teaching Resources” section for professors

V¥ Short summaries of articles with accompanying
supporting exercises

V Integration with end-of-chapter 'netWork appli-
cations

¥ Additional chapter review exercises
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V¥ “Career Communications” section for students

V¥ Integration with the Discovering Your Market-
ing Career CD-ROM

V¥V Integration with end-of-chapter video cases
V¥V Chat area for students and professors

¥ Many other additional resources

World Wide Web Directory

Giving readers even more practice cruising the World Wide
Web, online addresses are included for companies and orga-
nizations highlighted in extended-text examples, focus
boxes, opening vignettes, and photo illustrations. Readers
are also referred to Web sites to gain additional insight on
chapter material, such as secondary data discussion in mar-
keting research and competitive analysis relating to market-
ing planning. Addresses are spotlighted in the text with a
special eye-catching design. In addition, company Web ad-
dresses are listed alphabetically on the endpapers of the text.

PowerPoint/CD-ROM Media Active Presentation
Software

Classroom lectures and discussions come to life with this
innovative presentation tool. Extremely professor-friendly
and organized by chapter, this program enables instructors
to custom design their own multimedia classroom presen-
tations, using overhead transparencies, figures, tables, and
graphs from the text as well as completely new material
from outside sources. Content is provided by Rajiv
Vaidyanathan, University of Minnesota—Duluth.

CD-ROM: Discovering Your Marketing Career

This innovative, student-friendly software package helps
students learn about and assess their compatibility with
marketing careers. In one comprehensive, multimedia CD-
ROM, students receive broad guidance and practical ad-
vice on everything from clarifying the depth of their inter-
est in a particular marketing career to preparing and
implementing an effective job search strategy.

Students complete questionnaires regarding their pref-
erences both for marketing-related job activities as well as
such career factors as work environment, compensation,
and career advancement. The program matches students’
responses to specific marketing careers. Then, a cus-
tomized video summarizes what their responses reveal
about how well the career suits them. Student subsequently
read a detailed report explaining how each of their re-
sponses may or may not indicate a good career match.

Through videos, audios, and extensive textual content,

comprehensive career profiles present a detailed, up-to-
date picture of actual job responsibilities, career paths, and
skills required to be successful. Students are also advised
on current compensation levels and associations, directo-
ries, books, and other relevant information for finding out
more about the marketing career of interest. Career profiles
were compiled following extensive interviews with profes-
sionals from such prominent firms as AT&T, General Elec-
tric, Ogilvy & Mather, J. Walter Thompson, Walt Disney,
The Coca-Cola Company, Microsoft, General Mills, John-
son & Johnson, Procter & Gamble, Neiman Marcus, Wal-
Mart, Sears, Kmart, Digital Equipment Corporation, and
IBM. Content for the program is provided by Eric Sand-
burg of Career Design Software.

The CD-ROM includes a free copy of the student ver-
sion of Career Design, a landmark career planning soft-
ware program based on the work of John Crystal, the ma-
jor contributor to the most widely read career text of all
time, What Color is Your Parachute? by Richard N. Bolles.

Internet Marketing Connection

Available through The Dryden Press’ Web site, students
owning a copy of the Discovering Your Marketing Career
CD-ROM can download the Internet Marketing Connec-
tion, an online guide to a wide range of marketing links.
This innovative resource is run from the student’s favorite
Web browser, enabling the user to read the description of a
marketing link and then click on the link to immediately
visit that Internet location. Although topics may change ac-
cording to current availability on Web sites, these are rep-
resentative of the links:

V¥ Global marketing
Direct marketing
Business-to-business marketing

Sports marketing

Database marketing

4 4 4 4 4«

Marketing issues related to ethics, quality,
social responsibility, and cultural diversity

<

Marketing through strategic alliances and co-
branding

¥V Relationship marketing

Students can also link to Web sites where they can
identify marketing job opportunities in the career fields
covered in Discovering Your Marketing Career. The Inter-
net Marketing Connection is updated regularly to ensure
links are current. Visit The Dryden Press’ Web site at

http://www.dryden.com/mktng/careercd/
for the latest version.



Custom Videos

Integrating your text’s new technology emphasis, this
exciting, innovative video package adopts a problem-
resolution approach to video segments, which are tied di-
rectly to chapter concepts and even includes art and
graphics from the text. Custom-produced for Contempo-
rary Marketing, the videos were created in partnership
with successful, well-known companies, giving students
a real-world perspective of how firms meet the chal-
lenges of the marketplace.

The videos illustrate such themes as quality, cus-
tomer satisfaction, branch equity, relationship market-
ing, teamwork, product revitalization, regulation, and
ethics. Additionally, segments conclude with career pro-
files of people featured in the videos. These real-world
marketers discuss their career paths, marketing suc-
cesses, key managerial skills, and the role of marketing,
as well as offer personal advice to students. The video
career profiles are coordinated with Dryden’s Discover-
ing Your Marketing Career CD-ROM.

The 21 video segments (each approximately 15 min-
utes) includes the following:

Chapter 1: A Search Engine Named Yahoo! (Yahoo!)
Chapter 2:  Pursuing a Lofty Goal (Wainwright Indus-

tries, Inc.)

Chapter 3:  Riding on the Information Superhighway
(AT&T)

Chapter 4:  Building a Global Competitive Advantage
(Whirlpool Corporation)

Chapter 5:  Growing Pains (Kropf Fruit Company)

Chapter 6:  Taking the Path of Customer Focus (Walker
Information)

Chapter 7:  Targeting the Business Traveler (Marriott
International)

Chapter 8:  Beating Baldness (Pharmacia and Upjohn
Inc.)

Chapter9:  Creating Kitchens to Please Partners
(Delfield Corporation)

Chapter 10: Launching Tommy: The New American
Fragrance (Tommy Hilfiger)

Chapter 11: Serving the Needs of Golf Professionals
(Slazenger USA)

Chapter 12: The Boulevard Cruiser (Cadillac)

Chapter 13: Changing to Help Others Change (Ander-
sen Consulting)

Chapter 14: Choosing Channels (Next Door Foods)

Chapter 15: Renewing Retailing (Kmart)

Chapter 16: Leveraging the Links of Logistics (Dow

Chemical)
Chapter 17: Flying High—From Nearby Skies (Cherry
Capital Airport)

Chapter 18: Creating Advertising That Charms, Disarms,
and Delivers (W.B. Doner Ad Agency)

Chapter 19: Selling the Free-Standing Insert (Valassis
Communication, Inc.)

Unparalleled Resource Package Xi

Chapter 20: Pricing a Lifesaver (Second Chance)
Chapter 21: Combating Competition in the Cookie Mar-
ket (Archway Cookies)

Instructor’s Resource Manual

The Instructor’s Resource Manual includes the following:

V¥ Suggested class schedules
V¥ Ideas for more than 100 term paper topics

V¥ Ideas on how to use the Internet and technol-
ogy in your class

<

Changes in the new ninth edition of Contempo-
rary Marketing""™**"

New chapter coverage

New features

Internet addresses for each chapter
Annotated learning goals

Key terms

Lecture outline

4d 4 4 4 4 4 4«

Answers to the “Achievement Check Sum-
mary” sections

Answers to review questions
Answers to discussion questions

Answers to ‘netWork assignments

4 4 4 4«

Answers to video case questions (cases to ac-
company each video are placed at the end of
each text chapter)

’

<

Answers to “Questions for Critical Thinking’
box questions

V¥ Guest speaker suggestions

Test Bank

Available in computerized and printed formats, Test Bank
offers more than 4,000 questions—the most of any princi-
ples text—including application and knowledge-based
multiple-choice, true/false, short-answer, and essay ques-
tions. Each question is keyed to specific chapter learning
objectives and level of difficulty. Students will also be
tested on their knowledge of the “Marketing Hall of
Fame,” “Marketing Hall of Shame,” and “Solving an Ethi-
cal Controversy” boxed material. This Test Bank has also
been thoroughly reviewed by 21 professors to ensure an
accurate, high-quality product. Test Bank authors include
Amy Enders, Northampton Community College, William
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Rice, California State University—Fresno and Ken
Lawrence, New Jersey Institute of Technology.

Computerized Test Bank

Available in IBM-, Windows-, and Macintosh-compatible
formats, the computerized version of the printed test bank
enables instructors to preview and edit test questions, as
well as add their own. The tests and answer keys can also
be printed in “scrambled” formats.

RequesTest and Online Testing Service

The Dryden Press makes test planning quicker and easier
than ever with this program. Instructors can order test mas-
ters by question number and criteria over a toll-free tele-
phone number. Test masters will be mailed or faxed within
48 hours. Dryden can provide instructors with software to
install their own online testing program, allowing tests to
be administered over network or individual terminals. This
program offers instructors greater flexibility and conve-
nience in grading and storing test results.

Study Guide

Designed to enhance student understanding and provide
additional practical application of chapter content, this
comprehensive learning tool includes chapter outlines,
experiential exercises, self-quizzes, cases, short-answer
questions, computer and Internet application problems,
crossword puzzles, marketing plan exercises, term pro-
jects, and solutions to study questions. The Study Guide
was written by Tom O’Connor, University of New
Orleans.

Overhead Transparencies

Full-color Transparency Acetates have been created with
striking graphic illustrations and advertisements.

The Marketing Game

An innovative new Windows-based computer simulation
by Robert Schaffer of California State Polytechnic—
Pomona, has been added to the Contemporary Marketing
package. The Marketing Game is a traditional simulation
game with some novel twists. The underlying model is
based on the digital camera industry and will help students
develop their marketing skills within the framework of an
evolving product life cycle.

Large classes can play The Marketing Game in solitaire
mode, with each student competing against computer-gener-
ated opponents. This option greatly reduces classroom game
management problems and allows instructors to provide
their students with a computer simulation experience that
they would otherwise be unable to implement. Because of its
link to the Internet, there also is an option to allow competi-
tive play between teams of students at different universities.

Other Marketing Simulations

Microsim, a marketing simulation game created by Steven
Schnaars of Baruch College, and Applying Marketing
Principles, written by Professor Robert Schaffer, Califor-
nia State Polytechnic—Pomona, enhance classroom par-
ticipation and give students hands-on experience applying
chapter concepts to real-world marketing issues.

Instructor’s Correlation Guide

This ancillary has been developed to assist professors us-
ing Contemporary Marketing 1999 in conjunction with the
extensive ancillary package published with Contemporary
Marketing”""*P. The Instructor’s Correlation Guide in-
cludes:

¥ Changes in the new 1999 edition of Contempo-
rary Marketing

V¥ Answers to the new Yahoo! continuing case
questions

¥V Answers to the questions for critical thinking
for all of the new “Hall of Fame” and “Hall of
Shame” boxed items

V¥ Teaching notes for each of the 21 videos (out-
lines for each video case, descriptions, case
topics, video running times, and more)

V Errata sheets for the Test Bank and Study
Guide, and also page references for all Test
Bank and Study Guide questions

The Dryden Press will provide complimentary supplements
or supplement packages to those adopters qualified under
our adoption policy. Please contact your sales representative
to learn how you may qualify. If as an adopter or potential
user you receive supplements you do not need, please return
them to your sales representative or send them to:

ATTN: Returns Department
Troy Warehouse

465 South Lincoln Drive
Troy, MO 63379
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To the Student

Marketing has gone high-tech. And never has there been a
more exciting time to study this dynamic field. New tech-
nological advances have created an industry of endless op-
portunities—limited only by a marketer’s creativity.

Contemporary Marketing 1999 is wired for these ad-
vances, integrating a technology emphasis throughout the
text and package. Internet, CD-ROM, multimedia—these
are some of the new tools you’ll use to learn about tradi-
tional and emerging marketing concepts and issues.

For example, Contemporary Marketing 1999 is
closely tied to the Internet, including its own student-
friendly site on the World Wide Web. The Internet offers
countless exciting opportunities for marketers. With Boone
& Kurtz, you’ll learn firsthand what an effective marketing
tool this—and other high-tech applications—can be, as
well as experience the intricacies of effectively navigating
the Information Superhighway.

The Internet is literally the application of various mar-
keting principles:

1. The Internet is all about advertising—from advertis-
ing goods and services to creating an image through
the home page.

2. Many companies gather data over the Net—practical
information about competitors, suppliers, and cus-
tomers. Many companies have questionnaires on the
Web for data gathering.

3. Companies can test market new ideas or product
enhancements over the Net.

4. Home pages often include e-mail addresses or links,
offering another avenue for helpful information.

5. Legal issues are reviewed on the Web. Issues such as
product liability or the Communications Decency Act
may be investigated. There are also mechanisms for
reporting consumer complaints to various agencies.

6. The Web opens the door to international companies
or governments. It is especially insightful to investi-
gate legal issues regarding marketing in other coun-
tries.

7. Many special interest groups have home pages. Ethi-
cal and environmental issues, for example, are fre-
quently reviewed.

8. The Web is an entirely different channel for distribu-
tion of goods, services, and information.

9. The nature of selling may change significantly due to
consumers having direct access to producers.

10. The Internet may be used for job searches. Many

companies post job openings on their homes pages.
There are also several online job search services.

As you can see, the applications are endless. And Contem-
porary Marketing 1999 is your direct link to marketing in-
novation. Visit the Boone & Kurtz Contemporary Market-
ing Web site at

http://www.dryden.com/mktng/boone/

STUDENT GLOSSARY OF HELPFUL
INTERNET TERMS

Bookmark. A browser feature that places selected URLSs
in a file for quick access.

FTP (file transfer protocol). A tool for transferring files
between computers on the Internet, often used to transfer
large files of statistics, scientific experiments, and full-text
articles.

Gopher. A text-based Internet search engine developed by
the University of Minnesota that provides subject access to
files on the Internet through menus.

Home page. The first hypertext document displayed on a
Web server. A home page is often a menu page with infor-
mation on the developer and links to other sites.

HTML (hypertext markup language). Code in which
World Wide Web documents are written and presented.

HTTP (hypertext transfer protocol). The protocol used
by the Web to transfer hypertext documents.

Hypertext. Documents that contain links to other docu-
ments, allowing the user to jump from one document to an-
other.

URL (uniform resource locator). Web address that gives
the exact location of an Internet resource.

Usenet. A group of systems that enable users to discuss
specific topics through newsgroups.

World Wide Web (WWW). A hypertext-based system for
finding and accessing Internet resources.

HOW TO GET ONLINE

Learning to use the basic tools will make surfing the Net
more profitable and enjoyable for you. An Internet home
page site, sometimes set up as a menu, is the first page of a
site linked to other sites by hypertext, which enables you
to jump from place-to-place in a document or in another
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related document in a totally different site. Each site has an
address, which is referred to as a URL, or uniform resource
locator. Using a URL is a fast way to get to a site. Setting a
bookmark makes getting to a useful site at a later time even
faster. If you do not know a specific URL, you can use any
of various search engines such as Yahoo!, Infoseek to con-
duct a search.

YOUR PERSONAL WORLD WIDE WEB
DIRECTORY

Contemporary Marketing 1999 provides students with an
in-text World Wide Web directory. Online addresses are
included in the textbook for organizations highlighted in
extended-text examples, focus boxes, opening vignettes,
and photo illustrations. Company Web addresses are also
listed alphabetically on the endpapers (inside front and
back cover pages) of the text.

For additional resources, you can reach the Boone &
Kurtz Contemporary Marketing, home page at

http://www.dryden.com/mktng/boone/

Because the Internet is a constantly changing network
of networks, no subject list is ever complete. Each day, ad-
dresses change, new sites are added, and old sites disap-
pear without warning. Following are some addresses for
major pages providing links to numerous other sites relat-
ing to marketing and business:

SEARCH ENGINES

If you don’t know the URL for a site, you can use various
search engines to perform a keyword search by developer
or subject name. As with everything on the Internet, these
search tools change daily and new features are constantly
added. The following search engines can help track down
online information on a variety of topics:

Search.com (http://www.search.com/). This site gives
access to more than 300 specialized indexes and search
engines.

Metacrawler (http:/www.metacrawler.com/). This tool
submits your query to nine of the top search engines at
once.

Altavista (http://altavista.digital.com/). This service pro-
vides one of the largest search indexes on the Web.

Infoseek Guide (http://www.infoseek.com/). This search
index includes millions of listings.

Yahoo! (http://www.yahoo.com/). This useful search in-
dex divides reference sites into logical groups.

Government Data Sources

U.S. Census Bureau (http://www.census.gov/). This site
provides free access to many census data reports and tables,
including international census data from many countries.

U.S. Bureau of Economic Analysis (http://www.bea.
doc.gov/). This site provides national and regional eco-
nomic information, including gross domestic product by
industry.

U.S. Bureau of Labor Statistics (http://stats.bls.gov/).
This site gives access to the GLS survey of consumer ex-
penditures, a report on how U.S. consumers spend their
money.

Department of Commerce/STAT-USA (http://www.
stat-usa.gov/). This subscription-based site provides ac-
cess to hundreds of government-sponsored marketing re-
search studies and other statistical information.

FedWorld (http://www.fedworld.gov/). This site pro-
vides a central access point for locating government infor-
mation. If you need data from the government but don’t
know where to find it, start here.

PRIVATE DATA SOURCES

Knight-Ridder Information (http://www.dialog.com/).
This extensive database provides access to thousands of
marketing research reports, industry and competitor infor-
mation, and trade publications. Although it proves itself an
excellent source for secondary data of all types, a typical
search can be expensive. Knowledge index, available on
CompuServe, provides access to many of the Dialog data-
bases for an hourly fee.

Lexis-Nexis (http://www.lexis-nexis.com/). This is an-
other extensive—and expensive—database of directories,
trade publications, and legal information.

HOW TO CITE INTERNET SITES

If you plan to use the information you have pulled from the
Internet in a research paper or in homework assignments,
you need to know how to cite the information correctly. Al-
though formats are still being developed for the various
types of electronic documents, new editions of most of the
accepted style manuals have a section on citing electronic
resources, including the Internet.

The University of Michigan’s Internet Public Library
has a list with links to recommended electronic informa-
tion citation guides at

http://www.ipl.org/classroom/userdocs/
internet/citing.html



Another useful site
http://www.uvm.edu/~xli/reference/estyles.html
offers citation formats based on the forthcoming book by
Li & Crane, Electronic Styles: An Expanded Guide to Cit-
ing Information, according to the American Psychological
Association and the Modern Language Association styles.

CD-ROM: Discovering Your Marketing Career

This innovative, student-friendly software package helps
you learn about and assess your compatibility with market-
ing careers. This comprehensive, multimedia CD-ROM of-
fers broad guidance and practical advice on everything
from selecting a career path to implementing an effective
job search strategy. And it’s completely integrated with
Boone & Kurtz’s home page.

After asking you questions regarding specific job ac-
tivities and such factors as work environment, compensa-
tion and career advancement, the program matches your
preferences to specific marketing careers. A customized
video and detailed report provide insight into your re-
sponses and subsequent career match.

Comprehensive career profiles present an up-to-date
picture of actual job responsibilities, career paths, and
skills required to be successful. Information is also avail-
able on current compensation levels and associations, di-
rectories, books, and other relevant information for re-
searching the marketing career of interest.

Career profiles were compiled following extensive in-
terviews with professionals from such prominent compa-
nies as AT&T, General Electric, Ogilvy & Mather, J. Wal-
ter Thompson, Walt Disney, The Coca-Cola Company,
Microsoft, General Mills, Johnson & Johnson, Procter &
Gamble, Neiman Marcus, Wal-Mart, Sears, Kmart, Digital
Equipment Corporation, and IBM.

Also included on the CD-ROM is a free copy of the
student version of Career Design, a career planning soft-
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ware program based on the work of John Crystal, the ma-
jor contributor to What Color is Your Parachute? by
Richard N. Bolles.

Internet Marketing Connection

Available through The Dryden Press’ Web site, students
owning a copy of the CD-ROM can download the Internet
Marketing Connection, an online guide to a wide range of
marketing links. Operated from your favorite Web
browser, this innovative tool enables you to read the de-
scription of a marketing link and then click on the link to
immediately visit that Internet location. Following is just a
sampling of topics:

V¥ Global marketing
Direct marketing
Business-to-business marketing

Sports marketing

Database marketing

4 4 4 4 4«

Marketing issues related to ethics, quality,
social responsibility, and cultural diversity

|

Marketing through strategic alliances and co-
branding

V¥ Relationship marketing

You can also link to Web sites where you can identify
marketing job opportunities in the career fields covered in
Discovering Your Marketing Career. The Internet Mar-
keting Connection is updated regularly to ensure links are
current. Visit The Dryden Press” Web site at

http://www.dryden.com/mktng/careercd
for the latest version.
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