The goal of this book is to help students master the basic concepts and practices of
modern marketing in an enjoyable and practical way. Achieving this goal involves
a constant search for the best balance among the “three pillars” that support the
text—theories and concepts, practices and applications, and pedagogy. Marketing:
An Introduction provides the most authoritative and up-to-date coverage of mar-
keting theory and concepts, brings the theory to life with real examples of market-
ing practices, and presents both theory and practice in a way that makes them easy
and enjoyable to learn.

Marketing: An Introduction, focuses on pedagogy—providing an effective
teaching and learning tool. This exciting teaching and learning thrust comes to life
through a short, lively design that features a set of “Road to Marketing” learning
aids that begin students on their marketing journey. To help students learn, link,
and apply important marketing concepts more effectively, Marketing: An
Introduction, is filled with “road map” learning tools throughout each chapter.
These pedagogical guides help students by:

+  challenging them to stop and think at important junctures in their journey
+  previewing chapter material
+ reviewing and linking key chapter concepts

+  providing practical Internet and marketing-application exercises through
which students apply newly-learned marketing concepts in realistic situations

The result is an enhanced learning experience for the student.

STARTING DOWN THE ROAD TO MARKETING

Marketing is the business function that identifies customer needs and wants; deter-
mines which target markets the organization can serve best; and designs appropri-
ate products, services, and programs to serve these markets. However, marketing is
much more than just an isolated business function—it is a philosophy that guides
the entire organization. The goal of marketing is to create customer satisfaction
profitably by building value-laden relationships with important customers. The
marketing department cannot accomplish this goal by itself. To provide superior
value to customers, it must team up closely with other departments in the company
and partner with other organizations throughout its entire value-delivery system.
Thus, marketing calls upon everyone in the organization to “think customer: and to
do all they can to help create and deliver superior customer value and satisfaction.
Marketing is all around us, and we all need to know something about it.
Marketing is used not only by manufacturing companies, wholesalers, and retail-
ers, but by all kinds of individuals and organizations. Lawyers, accountants, and
doctors use marketing to manage demand for their services. So do museums and
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performing arts groups. No politician can get the needed votes, and no resort the
needed tourists, without developing and carrying out marketing plans.

People throughout these organizations need to know how to define and seg-
ment a market and how to position themselves strongly by developing products
and services that satisfy the needs of chosen target segments. They must know how
to price their offerings to make them attractive and affordable, and how to choose
and manage intermediaries to make their products available to customers. They
need to know how to advertise and promote products so customers will know
about them and want them. Clearly, marketers need a broad range of skills in order
to sense, serve, and satisfy consumer needs.

Students also need to know marketing in their roles as consumers and citizens.
Someone is always trying to sell us something, so we need to recognize the meth-
ods they use. And when students enter the job market, they must do “marketing
research” to find the best opportunities and the best ways to “market themselves” to
prospective employers. Many will start their careers with marketing jobs in sales,
retail, advertisement, research, or one of a dozen other marketing areas.

MARKETING: AN INTRODUCTION—A NEW LEARNING
APPROACH

Our goal with Marketing: An Introduction is to create an effective teaching and
learning environment. Most students learning marketing want a broad picture of
marketing’s basics. They want to know about important marketing principles and
concepts and how these concepts are applied in actual marketing management
practice. However, they don’t want to drown in a sea of details, or to be over-
whelmed by marketing’s nuances and complexities. Instead, they want a text that
guides them effectively and efficiently down the road to learning marketing in an
easy-to-grasp, lively, and enjoyable way.

Marketing: An Introduction serves all of these important needs of beginning
marketing students. The book is complete, covering all of the important principles
and concepts that the marketer and consumer need to know. Moreover, it takes a
practical, marketing-management approach—concepts are applied through count-
less examples of situations in which well known and little known companies assess
and solve their marketing problems.

Marketing: An Introduction makes the teaching and learning of marketing easy,
effective, and enjoyable. The “Road to Marketing” aids help students to learn, link,
and apply important concepts. The length makes it manageable for beginning mar-
keting students to cover the subject during a given semester. Its approachable writ-
ing style and level are well suited to the beginning marketing student. A lively design,
the abundant use of illustrations, and New Directions boxes help bring life to the
marketing journey.

Marketing: An Introduction tells the stories that reveal the drama of modern
marketing:

+  Mountain Equipment Coop’s customer-focused marketing strategy, dedicated
not only to commercial success but also to environmental and social causes
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+  Tim Hortons’ consistent product and positioning strategy throughout its history

+  Canadian Tire’s powerful “click-and-mortar” model that combines traditional
retailing and e-tailing

+  Procter & Gamble’s use of segmentation, targeting, and positioning

« WestJet’s successful “less for less” strategy

+ Intrawest’s exciting integration of product and service

*  Roots’ lifestyle marketing that captures customers’ way of looking at the world

These and dozens of other examples and illustrations throughout each chapter
reinforce key concepts and bring marketing to life.

TAXIGUY Comprehensive Case and Marketing Plan

From our eye-catching cover to the comprehensive case in the text, students are
introduced to Justin Raymond’s TAXIGUY, the small Canadian company that made
it big. The comprehensive case examines the development of the company and
looks at how it created a relationship with Molson as part of Molson’s responsible
drinking campaign. Students then are invited to read TAXIGUY’s marketing plan,
which has been annotated to serve as a model and teaching tool. The TAXIGUY
story has it all, from strong co-branding and partnership between a start-up entre-
preneur and a leading national company to an inside look at a successful value-
delivery network and socially responsible marketing.

CONTENT AND ORGANIZATION

As we enter the twenty-first century, the major marketing developments can be
summed up in a single theme: connectedness. Rapidly changing computer, informa-
tion, communication, and transportation technologies are making the world a
smaller place. Now, more than ever before, we are all connected to each other and to
things near and far in the world around us. Moreover, we are connecting in new and
different ways. Marketing: An Introduction reflects the major trends and forces that
are impacting marketing in this new, connected millennium. It offers coverage on:

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

*  Relationship marketing—developing profitable customers and capturing cus-
tomer lifetime value by building value-laden customer relationships.

+  Delivering superior customer value, satisfaction, and quality—attracting,
keeping, and growing customers by developing market-centred strategies and
“taking care of the customer.”

+  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.

Marketing partners: connecting inside and outside the company to jointly bring
more value to customers:
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*  The company value chain—connecting inside the company to create cross-
functional, customer-focused teamwork and integrated action.

+  Value-delivery networks—connecting with partners outside the company to
create effective supply chains.

The world around us:

*  Global marketing—connecting globally with customers and marketing part-
ners. This book offers integrated chapter-by-chapter coverage plus a full chap-
ter focusing on global marketing considerations.

*  Marketing ethics, environmentalism, and social responsibility—reexamining
connections with social values and responsibilities. This book offers integrated
chapter-by-chapter coverage plus a full chapter on social responsibility and
marketing ethics.

*  Broadened connections—the increasing adoption of marketing by nonprofit
and government organizations.

Chapter 1 introduces and integrates these important themes to set the stage at
the beginning of the course. The chapter concludes with a section on the challenges
and opportunities marketers will face in the new, connected millennium. Chapter
3, Marketing in the Internet Age, assesses the impact of the Internet and other tech-
nologies on marketing. Recent technological advances, including the explosion of
the Internet, have created an Internet age, which is having a dramatic impact on
both buyers and the marketers who serve them. To thrive in this new Internet age—
even to survive—marketers must rethink their strategies and practices. This chap-
ter introduces the exciting new strategies and tactics that firms are applying in
order to prosper in today’s high-tech environment. The chapter explores major
forces shaping the Internet age; major e-commerce and e-marketing developments
in B2C, B2B, C2C, and C2B domains; and strategies and tactics for setting up a suc-
cessful e-commerce presence.

Related topics are covered throughout the other chapters, with material on
everything from Internet research and the virtual reality displays that test new
products to the high-tech approaches of the e-commerce marketers who sell them.
Students will learn about the wonders of new marketing technologies, from the
Internet, database marketing, customer relationship marketing, and Web-based
marketing research to mass customization, Internet business-to-business purchas-
ing networks, Web-based personal selling, and technological advances in marketing
logistics. The Companion Website for the text provides Web-based exercises that
guide students through the fascinating world of marketing and the Internet.

Additional coverage of up-to-date trends and concers includes customer man-
agement and assessing customer value, brand equity and brand management, value
propositions and positioning, experiences marketing, the new direct marketing
model, “markets-of-one” marketing, internal and online marketing databases,
Internet and online marketing research, cross-functional partnering and supply
chain management, business-to-business marketing on the Internet, value pricing,
integrated marketing communications, diversity, environmental sustainability,
international marketing strategy, and much more.
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LEARNING AIDS

The following “Road to Marketing” learning devices dispersed at critical points
throughout the chapter help students to learn, link, and apply major concepts as
they progress through their journey toward learning marketing.

Looking Ahead A section at the beginning [ st s

Ready to travel on? In the first chapter, you learned the core concepts and

. . philosophies of marketing. Next, you'll investigate marketing’s role in the

of each chapter briefly previews chapter cOn- | bosagmison s seiost e nuens e st o
keting urges a whole-company philosophy that puts customers at the centre.

Then, marketers work with other company functions to design strategies for

cepts, links them with previous chapter CONCEpPts, | e iy ueistmanas e deap o

mixes—comprising product, price, distribution, and promotion tactics—to

Ouﬂines Chapter 1 earnin g Ob] eCtiVC S, an d intro- carry out these strategies profitably. Chapters 1 and 2 will fully introduce you

to the basics of marketing, the decisions marketing managers make, and
‘where marketing fits into an organization. After that, we'll look at the envi-

duces t}le Chapter-openin g Vignette_ ronments in which marketing operates.

After studying this chapter, you should be able to

. explain companywide strategic planning and its four steps

. discuss how to design business portfolios and develop growth strategies

woN oo

. explain functional planning strategies and assess marketing’s role in
strategic planning

You Are Here “Concept
checks” inserted at key points in
each chapter help students
ensure that they are grasping
and applying key concepts and
linkages. This feature consists of a brief statement and a few concept and applica-
tion questions.

Pause here and cool your engine for a bit. Think about the relative advantages and disadvan-
tages of click-only, brick-and-mortar only, and click-and-mortar retailers.

. Visit the Amazon.ca Web site. Search for a specific book or DVD—perhaps one
that's not too well known—and go through the buying process.

. Now visit www.chapters.indigo.ca and shop for the same book or video. Then visit|
a Chapters or Indigo store and shop for the item there.
. What advantages does Amazon.ca have over Indigo? What disadvantages does
‘Amazon.ca have? How does your local independent bookstore, with its store-only opera-
~ tions, fare against these two competitors?

Looking Back A
summary of key con-
cepts at the end of each

<<lookingBack | < < < < < < < < <

Companies must constantly watch and adapt to the  fifth comprises the seven publics with an actual or
_ marketing environment to seek opportunities and  potential interest in or impact on the company’s abil-

ward off threats. The marketing environment com- ity to meet its objectives, including the financial,

h . h prises all the actors and forces influencing the com-  media, government, citizen action, and local, gener-
chapter reviews chapter pany’s ability to transact business effectively with its al, and internal publics.

target market. The macroenvironment consists of larger societal

concepts and the chapter
objectives.

. . forces that affect the entire microenvironment—
1. Describe the environmental forces that affect <

o ; demographic, economic, natural, technological,
the company’s ability to serve its customers. grap 5 chnologic

. e ) "™ political, and cultural forces. These six forces shape

Mastering
Marketing The mul-
timedia tool that means
business. This technolog-
ically innovative CD-
ROM uses video and interactive exercises to actively engage students in learning
core marketing concepts. Exercises at the end of each chapter in the text direct stu-
dents to the CD-ROM.

Mastering Marketing

The Mastering Marketing CD-ROM included with  Beyond creating short-term transactions, marketers
this book uses a fictional Internet company, CanGo, ~ need to build long-term relationships with valued
to examine the ideas presented in the text. Explore the  customers, distributors, dealers, and suppliers. Cite
videos and interactive exercises on the CD-ROM,and  three examples from CanGo of relationship market-
consider the questions that appear in the Mastering  ing with customers, distributors, dealers, or suppli-
Marketing section at the end of each chapter. ers. Be specific in your comments.

NaVigating the Key “Na igating the Key Terms
Terms A list of the

Business portfolio, p. 53 Marketing control, p. 71
chapter’s key terms helps | Business unit strategy, p. 47 Marketing implementation, p. 69

Corporate strategic planning, p. 47 Marketing mix, p. 64
Students review the Diversification, p. 59 Marketing process, p. 61

Functional strategy, p. 48 Marketing strategy, p. 68
Chapter content. Defini- Growth-share matrix, p. 55 Mission statement, p. 51

Market development, p. 59 Portfolio analysis, p. 54

tions are provided in an
end-of-book glossary.




Fill in the blanks and then check your answers. 6.

1. is the process of devel-
oping and maintaining a strategic fit between
the organization’s goals and capabilities and its
changing marketing opportunities.

2. A is a statement
of the organization’s purpose—what it wants to
accomplish in the larger environment.

3. Management should avoid making its mission
too narrow or too broad. According to this sec-
tion of the text, missions should be

fit _ the 8
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Concept Check and

Once a company has classificd its SBUs, the DiSCUSSi ng the Issues

company must determine what role cach will

play in the future. The company may choose one These questio ns help stu-

of four strategies. These strategies are to

o hessu. dents keep track of and

‘When the marketing manager considers growth

rategion wud be | apply what they’ve studied
pply Y

chosen if the goal of the company wants to make

more sales to current customers without chang- in the Chapter.

ing products.

‘When each department within a firm carries out

Discussing the Issues

1. Define strategic planning. List and briefly
describe the four steps of the strategic-planning
process.

2. In a series of job interviews, you ask three
recruiters to describe the missions of their com-
panies. One says, “to make profits.” Another says,
“to create customers.” The third says, “to fight
world hunger” Analyze and discuss what these
mission statements tell you about each compa-
ny. Which appears to be more market oriented?
Explain and justify.

3. An electronics manufacturer obtains the semi-

should the parent company do with this SBU?

4. Beyond evaluating current businesses, designing
the business portfolio involves finding businesses
and products the company should consider in
the future. Using the product-market expansion
grid, illustrate the process that a company can
use to evaluate a portfolio. Pick an example for
your demonstration that is different from the
one used in the text. Be sure your example cov-
ers all cells.

5. To succeed in today’s marketplace, companies
must be customer centred. Explain how (a)

m Marketing Applications

Performance review is one of the most critical stages
in a business buying process. Perhaps nowhere is this
more important than in the highly competitive air-
craft manufacturing business. Whether the planes
are large or small, once a purchase is made, the buyer
is tied to the manufacturer for a long time for service
and parts requirements. “Air wars” are currently
being fought between Europe’s Airbus Industrie and
America’s Boeing. To a lesser extent, the same com-
petitive conflict exists in the smaller personal and
corporate aircraft market between Cessna and Lear

Jet. Who will eventually win these dramatic compet-
itive struggles is literally “up in the air” Note: for
additional information, see www.airbus.com,
www.boeing.com, www.cessna.textron.com, and
www.learjet.com.

Thinking Like a Marketing Manager

1. Apply either of the above two competitive situa-
tions to Figure 6-6 and demonstrate the critical
factors that might be present in a business buy-
ing situation.

MAP-Marketing
Applications
Interesting case histories,
real-life situations, and
timely descriptions of
business situations put
students in the place of a

marketing manager so they can make real marketing decisions.

Digital Map

Visit our Web site at www.pearsoned.ca/armstrong for online quizzes, Internet exercises,

and more!

Digital MAP Students are

directed to the Companion

Website, where exercises and resources guide them through the fascinating real
world of marketing and the Internet.

ADDITIONAL LEARNING AIDS

FALL & WINTER 2002 hiking, discovered that Vancouver

You've finally made it through university and
you're about to realize a long-held dream—back-

MOUNTAIN. .
EQUIPMENT Canadian” almost as much as a
CO-0P

replica of the Canadian flag. In Vlg nettes Fach chapter

sometimes "forgot” to declare their American
b

The MEC 0go on packs and ¢ oth-

ing has come to state “I am Chapter‘opening

fact, few companies or brands are
as MEC. How has such a young
this level of brand identity, espe-
shunning such traditional tactics as

is novel, to say the least. MEC's
founders began by first recogniz-
ing unmet needs in a particular
marketplace and then working to
fill those needs. In the late 1960s, a
small group of students from the
University of British Columbia,
with a passion for climbing and

had no mountaineering stores. To
get the equipment they needed,
people were forced to travel to the
top supplier of gear at the time,
REl in Seattle. However, Canada
Customs agents were becoming
increasingly tough on people who

£, hovnd an Mt Rak L

as associated with being Canadian starts with a dramatic mar-
company born n 1870, developed | keting story that introduces
cially since MEC prides itself on the Chapter materlal and
mass media advertising? Its history arouses student interest.
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New Directions Boxes
Additional examples and
important information are
highlighted in boxes through-
out the text.

New Directions 3-2 >> The New World of E-Mail Marketing

E-mail is the hot new marketing medium. In ever-
larger numbers, e-mail ads are popping onto our
computer screens and filling up our e-mailboxes.
What's more, they're no longer just the quiet, plain-
text messages of old. The new breed of e-mail ad is.
designed to command your attention—loaded with
glitzy features such as animation, interactive links,

sales and marketing research firm, estimates that per-
mission e-mail campaigns typically achieve 10 per-
cent to 15 percent click-through rates. That's good
when compared with the 0.5 percent to 2 percent
average response rates for traditional direct mail.

E-mail success stories abound. Business Week
offers these:

Video Cases Every chapter is supplemented with a video case that can be
accessed on the CD accompanying the text.

Cases Every chapter ends
with a case that challenges stu-
dents to apply marketing prin-
ciples to companies in real sit-

AMAZON.CA

On 25 June 2002, Amazon.ca was launched. However, unlike its much promoted
and documented U.S.-based parent, Amazon.com, the launch was quiet, almost
reserved. Given that Canada is Amazon.com’s biggest export market, with hundreds
of thousands of regular customers, why would the company launch in Canada?

As possible clues to the answer, it is worthwhile to look at Amazon.com’s history.

uatlons' Amazon.com first opened its virtual doors in mid-July 1995, selling books out of
founder Jeff Bezos’s garage in suburban Seattle. It still sells books—by the millions.
TAXIGUY Comprehensive Case and

Marketing Plan The TAXIGUY case integrates con-
cepts from throughout the text, and the annotated market-
ing plan provides a real-life example of marketing planning
in action and serves as a model for students.

1-888-TAXIGUY..

Glossary At the end of the book, an extensive glossary
provides quick reference to the key terms found in the book.

Marketing Arithmetic This appendix provides additional, practical infor-
mation for students.

Indexes Author, company and subject indexes reference all information and
examples in the book.

A TOTAL TEACHING AND LEARNING PACKAGE

A successful marketing course requires more than a well written book. Today’s class-
room requires a dedicated instructor and a fully-integrated teaching system. A total
package of teaching and learning supplements extends this edition’s emphasis on effec-
tive teaching and learning. The following aids support Marketing: An Introduction.

For the Instructor

New! Pearson’s MarketShare Website (www.pearsoned.ca/MarketShare). Visit
MarketShare to discover the only one-stop information portal and meeting place
developed for all Canadian Marketing instructors. Browse Virtual Libraries for
most major courses in the undergraduate curriculum, spice up your lectures with
additional media and news stories, visit the calendar of upcoming events, join in
the online discussion of the latest hot topic with your peers, or add your name to
our “Who’s Who” list of Marketing instructors in Canada.

marketshare’

here the Can:
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Instructor’s Resource Manual and FACTS guide (ISBN 0-13-120457-2). This highly
praised teaching guide contains chapter-by-chapter teaching strategies, outlines,
interactive assignments, class projects, and answers to end-of-chapter questions
and applications. Throughout, this guide places special emphasis on media supple-
ments such as PowerPoint slides and Web resources, cross-referencing other sup-
plements to do the work for you.

Test Item File (ISBN 0-13-120460-2). This test bank has been carefully tested and
revised based on user feedback. The test bank includes up to 85 multiple choice and
35 true/false questions per chapter, together with essay and application questions.
All questions are graded for difficulty, are labelled “recall” or “applied,” include page
references, and cite the chapter objective tested.

Pearson TestGen. The Pearson TestGen is a special computerized version of the Test
Item File that enables instructors to view and edit the existing questions, add ques-
tions, generate tests, and print the tests in a variety of formats. Powerful search and
sort functions make it easy to locate questions and arrange them in any order
desired. TestGen also enables instructors to administer tests on a local area network,
have the tests graded electronically, and have the results prepared in electronic or
printed reports. Available on the Instructor’s Resource CD (see below), the Pearson
TestGen is compatible with PC or Macintosh systems.

PowerPoint Express and Extendit! Slides. Two sets of PowerPoint slides are available
with this edition. PowerPoint Extendit! presentations include up to 25 slides per
chapter with Weblinks and attention-grabbing video clips embedded into key
slides. This set of lecture aids follows the chapter outline and also offers additional
material from outside the text. PowerPoint Express slideshows are shorter and more
basic, aimed at instructors who like to customize more. Both sets of PowerPoint
files can be accessed on the Instructor’s Resource CD (see below) or through the
Companion Website.

Colour Transparencies (ISBN 0-13-121746-1). PowerPoint slides and text figures are
available to qualified adopters as full-colour acetates.

Instructor’s Resource CD (ISBN 0-13-120459-9). This handy resource provides one
source for all your supplement needs. The CD-ROM contains the entire
Instructor’s Resource Manual and FACTS Guide, TestGen software loaded with the
complete Test Item File, and PowerPoint Slides.

Companion Website (www.pearsoned.ca/armstrong). This Web resource provides
instructors with a complete array of teaching material including downloadable
versions of the Instructor’s Resource Manual and PowerPoint slides and a Syllabus
Builder to help plan your course. Also included is an interactive and exciting
online Student Study Guide, plus great resources such as current events and
Internet exercises.

CBC and On Location Videos (0-13-139811-3). This video library provides 16 seg-
ments (one per chapter), including topical coverage from CBC’s Venture,
Marketplace, and Undercurrents, as well as On Location segments created specifi-
cally for use with Pearson’s Marketing texts. These videos, along with related cases,

XXi
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can also be accessed through the Companion Website or the Media Companion
CD-ROM provided with the text. Contact your Pearson sales representative for
details about the videotapes.

The Bessies (ISBN 0-13-121578-7). The Television Bureau of Canada annually rec-
ognizes excellence in Canadian television advertising with The Bessies awards pro-
gram. Copies of the 2001 and 2002 show reels have been made available by the
Television Bureau to instructors using Marketing: An Introduction. These tapes fea-
ture the best in recent advertising for Canadian companies for Canadian audiences.
Please contact your Pearson sales representative for details. These videos are subject
to availability. For further information about The Bessies or to inquire about the
Television Bureau of Canada’s library of nearly 30 000 commercials, please contact
The Television Bureau of Canada, at 160 Bloor Street East, Suite 1005, Toronto, ON,
M4W 1B9 (416-923-8813) or visit their website at www.tvb.ca.

Marketing: An Introduction 2003 Video Library (ISBN 0-13-035398-1). This set of
three videotapes offers custom videos shot on location at leading companies, includ-
ing companies such as Exclusively Weddings (segmentation and targeting), Clarins
(distribution), and American Standard (integrated marketing communications). A
video guide with cases is available on the Companion Website. These videotapes are
available in Canada by special request through your Pearson sales representative.

ADvertising ADventure CD (0-13-140314-1). This CD-ROM contains a whole host
of award-winning ads for use in the classroom. This supplement is available to
qualified adopters through your Pearson sales representative.

Pearson Custom Publishing (www.prenhall.com/custombusiness). Pearson Custom
Publishing can provide you and your students with texts, cases, and articles to
enhance your course. Choose material from Darden, Ivey, Harvard Business School
Publishing, NACRA, and Thunderbird to create your own custom casebook.
Contact your Pearson sales representative for details.

Online Learning Solutions. Pearson Education Canada supports instructors interest-
ed in using online course management systems. We provide text-related content in
WebCT and Blackboard. To find out more about creating an online course using
Pearson content in one of these platforms, contact your Pearson sales representative.

New! Instructor’s ASSET. Pearson Education is proud to introduce Instructor’s
ASSET, the Academic Support and Service for Educational Technologies. ASSET is
the first integrated Canadian service program committed to meeting the cus-
tomization, training, and support needs for your course. Ask your Pearson sales
representative for details!

Your Pearson Sales Representative. Your Pearson rep is always available to ensure you
have everything you need to teach a winning course. Armed with experience, train-
ing, and product knowledge, your Pearson rep will support your assessment and
adoption of any of the products, services, and technology outlined here to ensure
our offerings are tailored to suit your individual needs and the needs of your stu-
dents. Whether it’s getting instructions on TestGen software or specific content files
for your new online course, your Pearson Sales Representative is there to help.
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For the Student

Online Study Guide and Companion Website (www.pearsoned.ca/armstrong). Part of
this text’s integrated package is an interactive and exciting Study Guide, including mul-
tiple choice, true/false, and short essay questions with hints and answers that direct
them to specific text pages for reinforcement. Students can read about the latest mar-
keting issues “In the News” or use the Internet exercises to explore and deepen their
knowledge. Other online resources include links to streaming videos and accompany-
ing cases, lecture notes in PowerPoint, a "Careers in Marketing" section, sample mar-
keting plans, and an unbeatable Virtual Library for Introductory Marketing.

Mastering Marketing CD-ROM. Linked to this book via end of chapter material,
this self-paced, interactive software helps reinforce marketing principles by linking
theory to practice. It features 12 video episodes, bringing key marketing concepts
to life. Students watch as employees at CanGo, a fictional Internet company, are
faced with various realistic marketing issues. Interactive exercises accompany each
video segment, challenging students to analyze the issue and develop new market-
ing strategies.

Media Companion CD-ROM. This CD-ROM offers 16 video segments and cases
(one per chapter). The videos include topical segments from CBC’s Venture,
Marketplace, and Undercurrents, as well as On Location segments created specifi-
cally for use with Pearson’s Marketing texts.

Marketing Plan Pro CD-ROM (0-13-065436-1). Available at a modest extra charge
in a value-package, this highly acclaimed software enables students to build a mar-
keting plan from scratch. Marketing Plan Pro also includes sample marketing plans.

The Marketing Plan: A Handbook with CD-ROM by Marian Burke Wood (0-13-
175947-7). This brief paperback, which includes Marketing Plan Pro software
(described above), is the ideal companion for any course in which students will cre-
ate a marketing plan.

Strategy Magazine. Students can log in to www.strategymag.com/studentpromo
and receive access for one year to past and current article searches on
www.strategymag.com, a powerful research tool.
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No new product comes to market without a rigorous vetting process, and for
this I must acknowledge the reviewers who provided insight throughout the writ-
ing process to bring draft material in line with teaching and learning requirements.
Reviewers for this Canadian edition included the following:
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Denton Anthony, St. Francis Xavier University
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Brad Davis, Wilfrid Laurier University

Webb Dussome, University of Alberta

Ian A. Fisher, Sheridan College

Gordon Fullerton, Saint Mary’s University

C. Shannon Goodspeed, Mount Royal College

Derek N. Hassay, University of Calgary

D.G. Brian Jones, University of Prince Edward Island
Shirley Litchi, Wilfrid Laurier University

Marni Matheson, Northern Alberta Institute of Technology
Jean-Paul Olivier, Red River College

Nancy Ryan, Humber College

Murray Sang, Concordia University

Harvey Skolnick, Sheridan College

Maxwell Winchester, University College of the Fraser Valley
Peter Yannopoulos, Brock University

Finally, I wish to thank Philip Kotler, Gary Armstrong, and Peggy
Cunningham; I can only hope that I have done justice to their original material in
the preparation of this book.

Peter Mitchell
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