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Preface

Basic Marketing Is Designed to
Satisfy Your Needs

This is a book about marketing and marketing strategy
planning. It’s also a book that “practises what it
preaches.” And, since the heart of marketing and mar-
keting strategy is figuring out how to do a superior job of
satisfying customers, it seems appropriate here to outline
some of the important changes that we’ve made with in-
structors and students—our customers—in mind. 

Continuous Innovation
and Improvement

The success of Basic Marketing is not the result of a sin-
gle strength or one long-lasting innovation. Rather, the
text’s Four Ps framework, managerial orientation, and
strategy-planning focus have proved to be pillars of a
foundation that is remarkably robust for supporting new
developments in the field and innovations in the text
and package. 

In developing this 11th Canadian edition, we’ve re-
organized chapters, made hundreds of additions big and
small, and improved the text and the supporting materi-
als that accompany it. We’ve added new instructional
and learning aids, new case studies, and improvements
to our Online Learning Centre. The goal was simple: to
make this the most user-friendly source of information
possible.

A Tradition of Innovation Rooted
in the Fundamentals

When Basic Marketing was first published more than 40
years ago, it pioneered an innovative way of organizing
marketing knowledge for introductory marketing
courses. The managerially oriented “Four Ps” quickly be-
came the language of marketing, and Basic Marketing
became one of the most widely used business textbooks
ever published. The reason was simple: it not only listed
the various decisions marketing managers must make
every day, but also provided a unifying theme or philos-
ophy that integrated those decisions: a focus on the
customer. Today, that philosophy is so deeply rooted in
marketing thought and practice that it often goes with-
out saying.

But not in this book. While Basic Marketing has
undergone constant change to reflect the realities of the
contemporary marketplace, its focus on customers as the
heart of marketing action—and on students and instruc-

tors as the customers for marketing knowledge—has not
wavered. As a result, readers of Basic Marketing learn
tools and approaches that have withstood the test of
time and remain vital to understanding the complexities
that modern marketers face. It is gratifying that the Four
Ps has proven to be an organizing structure that has
worked well for thousands of students and instructors.

A Book Designed for Both
Instructors and Students

The preparation of the 11th edition went beyond the
standard textbook review process. As most textbook au-
thors do, we went to instructors to determine what they
needed—both within and beyond the text—to improve
the book as a teaching resource and learning aid. Then
we went one step further: we went to the students
themselves.

A team of students has critically reviewed every chap-
ter of the text. The students came from Queen’s Business
School and the facul-
ties of Arts & Science
and Engineering.
Their mission was not
to identify what to
cover, but to help us
decide how to cover
the material. They
looked at the exam-
ples used, the photos
and advertisements,
the charts and graphs,
even the language
used to communicate
the material.



We also asked them to comment on the value of each
paragraph to their understanding of the concepts: in this
way, we sought to reduce the chapter size, the required
reading time, and the cost of the text. The revised man-
uscript was then submitted to a second round of
instructor review to ensure that we had not compro-
mised the book’s instructional value along the way.

The result was a major change in the organization of
material: almost every chapter received a new layout and
sequence. We believe the result is another exciting in-
novation that will continue the tradition of focusing on
our “customers” and, in doing so, generate not only mar-
keting knowledge but also a sense of excitement and
passion for the field. 

Critical Revisions, Updates and
Rewrites = A New Order

The 11th edition organizes material into four parts: Mar-
keting Fundamentals, The Marketing Environment,
Marketing Policies and Decisions, and Managing the
Marketing. Each of these parts has a theme unto itself
and a set of learning objectives attached to it. The goal
was to give students a better sense of the relevance and
practical significance of the material being covered,
thereby enhancing their motivation as they approach
each chapter. 

The material covered in earlier editions was then re-
distributed among these four parts to establish a more
easily followed flow of thought. Our belief was that mar-
keting should not be viewed as a series of independent
chapters but rather as a continuous story. To assist in
telling that story, each chapter received a new vignette
and a new element, located at the start of each chapter,
entitled “In This Chapter”.

This new introduction goes beyond alerting students to
key learning objectives to provide the student with a
roadmap to how the current chapter relates to earlier
chapters, what will be covered in the chapter, and why it
is laid out in that manner. New chapter summaries re-
visit those themes to reinforce the student takeaways.

Environment

The goal was to get the student “faster to marketing”: to
enable the students to begin looking at the world using
marketing tools and concepts at an earlier stage in their
course. For example, by moving the chapter on segmen-
tation and positioning from Chapter 8 (10th edition) to
Chapter 3 (11th edition), students start dealing with
marketing issues anywhere from two to four weeks
sooner in a typical course. As an added benefit, with
these concepts in mind, students will also find it much
easier to appreciate the relevance of material on market-
ing’s external environment, consumer behaviour and
demographics.

But we didn’t stop our re-ordering process at the
chapter level. We wrote each chapter so as to highlight
the strategic issues in the chapter and to identify the key
decisions to be made. This is especially apparent in Part
3 (Chapters 9–17) where each chapter identifies the key
decisions and organizes the discussion of those decisions
around a common approach—starting with the identifi-
cation of objectives and ending with implementation
and control. The result is that students should find it
easier to understand “where the pieces fit.” And, if work-
ing on projects or cases, students will be able to more
quickly locate necessary background material.

We Listened! The Return of What
You Like

We were very careful to attend to reviewers’ comments
about what they liked and didn’t want to see changed.
As a result, we continued the practice—with updated
materials—of using opening vignettes,



Marketing Demos,

Ethical Dimensions,

extensive illustrations, end of chapter notes, Questions
and Problems, and Computer-Aided Problems.

In addition, Ramesh Venkat, of the Sobey School of
Business, has authored an entirely new set of Internet
Insites to provide up-to-date information on the latest 
e-commerce topics.

Those familiar with the 10th and earlier editions will
recognize the return of three Appendices that were
omitted from the 10th edition:

• Marketing “YOU INC.”: Preparing a Personal 
Marketing Plan

• Economics Fundamentals
• Marketing Arithmetic

These appendices are written at a level that enables
students who lack prior courses in economics and ac-
counting to feel comfortable with the vocabulary of
business. This gives greater flexibility in the placement
of an introductory marketing course within the aca-
demic calendar: Basic Marketing can be used as early as
the first semester of the first year of studies. Also note
that an appendix on Career Planning in Marketing can
now be found on the Online Learning Centre.

What You Said—What We Did

We’ve heard from instructors that it is extremely chal-
lenging to keep cases current. Thus, in the 11th edition
we’ve removed the cases from the book and will be of-
fering a new casebook with the text every year with
new and updated cases! It is the commitment of the pub-
lisher to provide this casebook free of charge,
shrinkwrapped with each new copy of Basic Marketing.
For this edition, substantial new case materials have
been developed. More than 70 percent of the cases are
new and revised—50 percent of those are new global
cases, and 10 percent of those are new Canadian cases. If
you prefer some of the classics, cases from the 10th edi-
tion can still be accessed through the Online Learning
Centre. This should provide instructors with tremen-
dous flexibility in choosing cases for discussion,
assignment, or exam purposes.
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A Clear Focus on Contemporary
Issues

This edition focuses special attention on changes taking
place in today’s dynamic markets. Throughout every
chapter of the text we have integrated discussion and ex-
amples of major issues such as:

• Customer Relationship Management (CRM):
developing and sustaining customer relationships
and the costs and benefits of different approaches
to customer acquisition and retention 

• Customer Value: the importance of providing
superior customer value as a means to achieve
customer satisfaction and competitive advantage

• Integrated Marketing Communications (IMC):
including the growing use and methods of direct
marketing and public relations as a marketing
tool, including “buzz” marketing

• The increasing channel power of large retail
chains

• New technologies in marketing communication
and distribution

• The debate between using sales promotion versus
brand development

• New ways of setting and merchandising price
• The growth of B2B (business-to-business) 

marketing
• New privacy legislation

Similarly, we’ve also integrated new material on
many important and fast-evolving topics. Look for the
following dynamic marketing areas:

• Integrated e-commerce throughout
• More emphasis on how breakthroughs in technol-

ogy are affecting marketing and why these
changes are happening

• More on the process of marketing strategic 
planning

• New/updated IMC coverage
• New/updated coverage of relationship marketing
• Updated coverage of data management capabili-

ties for CRM
• New/updated coverage of B2B and the use of

technology
• New material on direct-response promotion and

customer-initiated marketing communications
• New/updated coverage of sales and self-service

technologies
• New/updated coverage of distribution channels

(including the Internet and when it makes sense
to use a website for direct distribution or dual dis-
tribution and when it doesn’t)

• New coverage on the increasing channel power of
large retail chains

• New/updated coverage of competitor analysis and
creating competitive advantage

• New/updated coverage of using flexibility pricing
and evaluating price sensitivity

• Increased coverage of five key themes: customer
satisfaction, value, relationships, competition, 
and ethics.

• New/updated coverage of global demographics
and population trends

• New/updated coverage of the differences between
B2B and B2C marketing

• New/updated coverage of branding (to both B2B
& B2C)

• New coverage of product risk management
• New/updated coverage of factors influencing

product life cycles
• New/updated coverage of retail strategy and why

it evolves
• Expanded coverage of retail and wholesale 

evolution
• New/updated coverage of direct marketing
• New coverage of permission marketing and 

pointcasting
• Expanded coverage of sales promotion and brand

development
• New coverage of promotional campaigns that

build “buzz” among consumers
• New coverage of pricing decisions
• Expanded coverage of traditional vs. Internet-

based customers
• New/updated coverage of marketing control,

including marketing cost analysis

Three external authors were commissioned to write
pieces for use solely in the 11th edition. These contribu-
tions ensure that students receive practical insights from
executives who deal with market changes every day.
• Bryan Pearson, President of Air Miles, on “Direct

Marketing”
• Dan Tisch, President of Argyle Rowland Communica-

tions, on “Public Relations”
• Steven Cross, former Director, Canadian Centre for

Ethics & Corporate Policy, on Marketing Ethics (in
OLC)

A Fresh Design—To Make
Important Concepts Even Clearer

The 11th edition also sports a very new look. But it’s a
look that goes beyond the cosmetic. Our typestyle and
paper quality enhance the readability of the book and
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the use of colour coding makes it easy to find material
within the text. These changes, along with our usual
practice of including key terms in the margins, make the
11th edition our easiest version ever to read.

Students Get “How-to-Do-It” Skill
and Confidence

Really understanding marketing and how to plan mar-
keting strategies can build self-confidence—and it can
help prepare a student to take an active part in the busi-
ness world. To move students in this direction, we’ve
deliberately included a variety of frameworks, models,
classification systems, cases, and “how-to-do-it” tech-
niques that relate to our overall framework for marketing
strategic planning.

Taken together, they should speed the development of
“marketing sense” and enable the student to analyze mar-
keting situations and develop marketing plans in a
confident and meaningful way. They are practical and
they work. In addition, because they are interesting and
understandable, they motivate students to see marketing
as the challenging and rewarding area it is. 

The Spirit of Nineteen Chapters—
With an Emphasis on Marketing
Strategic Planning

The 11th edition has several major changes from earlier
editions. In fact, every chapter had a “change theme” at-
tached to it—a statement of what we wanted to do
better in this version. 

Part 1 (Marketing Fundamentals) comprises Chapters
1–3. It seeks to establish what marketing is and is not. It
provides a viewpoint that marketing is as much a way of
thinking and managing as it is a collection of tech-
niques.

Chapter 1 (The Nature of Marketing) discusses not
only what marketing is but also, equally important, why
it is relevant for students. We wanted students to get ex-
cited about marketing and motivated to learn about it,
even if they were not considering a marketing career. To
that end, the early sections of this chapter show how
marketing touches the everyday, professional, and per-
sonal lives of students. Beyond buying and selling activ-
ities, we portray marketing as applicable to any ex-
change—whether of ideas, products, services, feelings,
or friendships. This chapter also introduces five key
themes that influence what marketers do and how they
do it (and, as such, run through all remaining chapters):
customer satisfaction, value, relationships, competitive
advantage, and ethics and social responsibility. 

Chapter 2 (Marketing’s Role within the Firm or Non-
profit Organization) is about the “what and how” of
marketing and how those decisions are made. Building
on the discussion of major themes in Chapter 1, this
chapter introduces the classic four Ps of marketing, with
customers at the heart of all decisions. This is an impor-
tant chapter, because it highlights the number-one
source of many subsequent marketing problems: inap-
propriate attention to the selection of target markets
and the need to align marketing actions with the behav-
iour of that group.

Chapter 3 (Focusing Marketing Strategy with Segmen-
tation and Positioning) continues the theme of market
selection and alignment by showing how segmentation
and positioning assist in those tasks. However, before of-
fering these concepts as “solutions,” we first concentrate
on getting to recognize the challenge and opportunity
created by the “problem” of customer diversity. The goal
is to help the student appreciate the opportunities cre-
ated by customer diversity and to overcome the tempta-
tion to think in terms of “one size fits all.” 

Part 2 (The Marketing Environment) comprises Chap-
ters 4–8. These chapters collectively lay out a number of
factors that influence the behaviour of customers and
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therefore the types of marketing strategies and mixes re-
quired to reach them. In doing so, this part of the text
builds directly on Part 1: if target-market selection and
positioning are critical to marketing success, what types of
factors do we need to consider in making those decisions?

Chapter 4 (The Changing Marketing Environment)
presents the external factors that affect how marketing is
performed. The perspective taken is that while many of
these factors may be beyond management’s direct con-
trol, we can plan and manage in anticipation of trends
and other developments. Thus, we not only identify
some developments but also discuss how organizations
respond to those developments. This viewpoint is key to
developing effective, action-oriented marketing plans,
since the factors discussed are the usual headings found
in the situation assessments section of most plans. 

Chapter 5 (Demographic Dimensions of Canadian and
Global Consumer Markets) presents demographic data
and analysis. In addition to offering a new section on
global demographics, this chapter also details the uses of
data on where we live, what we buy, where and how we
earn, and various ethnic dimensions. In this way, the
chapter has been reworked so that students (1) can see
the commercial implications of Canada’s diversity, and
(2) can see how Canada compares to the rest of the world.

Chapter 6 (Behavioural Dimensions of the Consumer
Market) presents a variety of concepts central to under-
standing consumer behaviour. These concepts have
been organized into two sections—“why people buy
what they do” and “how people buy what they do.” This
distinction helps the student see the difference between
factors that shape primary demand versus selective de-
mand and adds a keener focus to material covered in
Chapters 4 and 5.

Chapter 7 (Business and Organizational Customers
and Their Buying Behaviour) is the organizational-
buying equivalent of Chapter 6. Recognizing that most
of the students using this book would not have consider-
able experience in buying or selling to an organization,
we’ve restructured this chapter to follow the flow of
Chapter 6 so that students can see the similarities in
both the issues being considered and the frameworks
used to explore them. We also added new materials on 
e-commerce and relationship marketing.

Chapter 8 (Improving Decisions with Marketing Infor-
mation) covers the methods used to gather information
on the factors detailed in Chapters 4 through 7. While
we have retained and updated much of the material con-
tained in earlier editions, we restructured that material to
separate the “managerial process” of research (i.e., how
we determine what we need to know) from the “techni-
cal performance” (i.e., how we find out) of research. The

result is a smoother flow to the discussion and enhanced
student understanding of how the various technologies
and methodologies are interrelated.

Part 3 (Marketing Policies and Decisions) comprises
Chapters 9–17. These are the key managerial decision
areas. The 11th edition uses a common structure to the
treatment of each area: in each chapter we’ll identify the
constituent decisions, the alternatives available, and the
kinds of factors to consider in choosing among alterna-
tives. This parallel structure should make it easier to
organize teaching materials and for students to organize
their notes. 

Chapter 9 (Elements of Product Planning for Goods
and Services) is an important chapter in shaping stu-
dent thinking about sources of competitive advantage.
Thus, instead of describing product policy as an inven-
tory of elements, we focus on a product or service as a
“bundle of capabilities” and show how all other product
decisions take their cue from the customer whose bundle
we seek to provide. We added a section up front called
“What Is a Product?” The goal was to get students think-
ing about our “offering” as much more than a product
per se … or even a product with associated services. We
wanted the student to think about a product as a “bun-
dle of capabilities” built around solving a consumption
problem—a model far better suited to today’s technolo-
gies. Consistent with this line of thinking, we greatly
expanded our discussion of branding to now cover the
major branding decisions (for both B2B and B2C) and
added new material on packaging and warranties. 

Chapter 10 (Product Management and New-Product
Development) covers two distinct but related topics.
The first half of the chapter deals with managing prod-
ucts over their lifetime—the product life cycle (PLC) is
the organizing theme for this discussion. This is a very
strong chapter for examining industry trends and evolu-
tionary patterns. However, in recognition that students
might view this approach as an all-out endorsement of
the PLC as a management decision-making tool, we
added a section of “special considerations” in using the
model. The second part of the chapter deals with new-
product development. We’ve added sections on
“minimizing risk” and “best practices,” but our intention
was less to teach methods than to show that product de-
velopment is as much about managing ideas and people
as it is about physical products or prototypes. To that end,
we also added an Internet Insite on how some firms use
the Internet to generate and evaluate new product ideas.

Chapter 11 (Place: Channel Systems and Physical
Distribution) breaks with the tradition of having sepa-
rate chapters for channels and physical distribution.
This facilitated the introduction of the supply chain
management concept and the growing need to manage
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strategies for the two areas together. The chapter may be
broken down into three parts. The first (The Basics) sec-
tion reviews how distribution practices and
arrangements add value for customers and suppliers and,
within that context, reviews how information technol-
ogy can either augment or replace traditional
distribution systems. The second section (Channel De-
cisions) proposes four key decisions as collectively
representing a firm’s channel strategy and includes a
more in-depth discussion of channel relations. The third
section (Physical Distribution) reviews the basics of PD
but with emphasis on the use of PD to gain competitive
advantage.

Chapter 12 (Retailers, Wholesalers, and Their Strat-
egy Planning) augments the descriptions of alternative
retail and wholesale formats with new material on retail
careers and retail strategy. This chapter has several new
elements, including a discussion of retail strategy and an
expanded discussion of retail and wholesale evolution.
The coverage of retailer strategy focuses on the “seven Ps”
of a retail marketing mix and discusses the use of segmen-
tation and positioning within the industry. It also reviews
the basics of selecting a retail strategy and the impact of
retailer size on competitiveness. This leads to a discussion
of why retail strategy changes or evolves and the implica-
tions for those hoping for a career in these sectors.

Chapter 13 (Promotion: Introduction to Integrated
Marketing Communications) breaks out into three
component parts: (1) why we do IMC, (2) the consumer
behaviours that we must accommodate to realize those
objectives, and (3) how we actually do it, including dis-
cussion of how the role of communications changes over
the product’s life cycle and two new sections on direct
marketing and Internet-based marketing. 

Chapter 14 (Personal Selling) presents the alternative
types of salesforces and the associated sales management
tasks to be undertaken. The treatment of this material in
the 11th edition is more prescriptive than in past years,
recognizing that more and more students are opting for
sales careers and thus wish to move beyond simple descrip-
tions.

Chapter 15 (Advertising and Sales Promotion) expands
the coverage of the key decisions to be made in managing
advertising and sales promotion with new material on
managing public relations and Internet-based communi-
cations (like permission marketing and pointcasting). In
addition, to reflect contemporary issues, students will
learn about the “advertising vs. sales promotion” debate
and the rise of “contingency billing” in advertising. 

Chapter 16 (Pricing Objectives and Policies) organizes
the conceptual discussion of pricing around five key
pricing decisions and shows how one might make those

decisions differently depending upon market and com-
petitive conditions.

Chapter 17 (Price Setting in the Business World) by
contrast, is a more technical discussion that offers an
overview and comparison of cost-, market- and compet-
itive-based pricing methods.

Part 4 (Managing the Marketing Environment) com-
prises Chapters 18 and 19. Collectively, these chapters
take the student through the major planning tasks: in or-
ganizing their thoughts and data (planning), presenting
them in a written or verbal format (writing a plan), and
monitoring and controlling the performance against plan.

Chapter 18 (Developing Innovative Marketing Plans)
reminds students why certain information is helpful to
include in a plan and provides templates and best prac-
tices for the construction of a plan. In this regard, it
reminds students that planning and writing a plan are
distinct activities.

Chapter 19 (Implementing and Controlling Marketing
Plans: Evolution and Revolution) focuses on techniques
that managers can use to monitor performance in order
to make adjustments to their plans and offers suggestions
for how information technology can be used to translate
performance feedback into institutional learning.

A Comprehensive and Integrated
Teaching and Learning Package

Basic Marketing has always offered a wide array of in-
structional and learning support materials, and the 11th
edition is no exception. You may want to use all of these
materials, or none of them, but whatever you elect to
use—and in whatever medium you like to work—the
teaching and learning materials work well together.
These include:

Supporting the Teaching Process:
• Instructor’s Manual and Lecture Guide—

Provides lecture outlines, suggestions and ideas
about teaching introductory marketing, and
numerous teaching suggestions, chapter-by-
chapter aids, case teaching notes, and answers 
to end-of-chapter exercises.

• PowerPoint Slides—A completely new and
expanded archive of Microsoft® PowerPoint®

Presentation lecture slides incorporating text 
figures and multimedia assets to support the 
professor.

• CBC Video Cases and Video
Guide—A complete set of

new and updated teaching videos to bring real-
world relevance to chapter concepts.
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• Computerized Test Bank Using Brownstone
Diploma—More than 3,000 questions are sup-
plied in true/false and multiple-choice formats in
the easy-to-use Brownstone software.

• Instructor’s Resource CD—Includes in elec-
tronic format all of the instructor resources
available for Basic Marketing.

• The integrator—
This pioneering
instructional

resource from McGraw-Hill Ryerson is your
roadmap to all the elements of your text’s support
package. Keyed to the chapters and topics of your
McGraw-Hill Ryerson textbook, the integrator
ties together all of the elements in your resource
package, guiding you to where you’ll find corre-
sponding coverage in each of the related support
package components!

• Online Learning
Centre—Both stu-
dents and faculty 

can access this website for a variety of support
materials, including an interactive glossary, com-
puter-aided problems, student quizzes with e-mail
feature, video cases, learning objectives, and addi-
tional Appendices. Instructors adopting this text
are also given password-protected access to addi-
tional support materials. Visit the site at
www.mcgrawhill.ca/college/wong.

• Superior Service—Service takes on a whole new
meaning with McGraw-Hill Ryerson and Basic
Marketing. More than just bringing you the text-
book, we have consistently raised the bar in terms
of innovation and educational research—both in
marketing and in education in general. These
investments in learning and the education com-
munity have helped us to understand the needs of
students and educators across the country, and
allowed us to foster the growth of truly innova-
tive, integrated learning.

• Integrated Learning—Your Inte-
grated Learning Sales Specialist is
a McGraw-Hill Ryerson represen-
tative who has the experience,

product knowledge, training, and support to help
you assess and integrate any of our products, tech-
nology, and services into your course for optimum
teaching and learning performance. Whether it’s
using our test bank software, helping your students
improve their grades, or putting your entire course

online, your i-Learning Sales Specialist is there to
help you do it. Contact your local i-Learning Sales
Specialist today to learn how to maximize all of
McGraw-Hill Ryerson’s resources!

• i-Learning Services 
Program—McGraw-Hill
Ryerson offers a unique

iServices package designed for Canadian faculty.
Our mission is to equip providers of higher educa-
tion with superior tools and resources required for
excellence in teaching. For additional informa-
tion, visit www.mcgrawhill.ca/highereducation/
eservices.

• Teaching, Technology & Learning Conference
Series—The educational environment has
changed tremendously in recent years, and
McGraw-Hill Ryerson continues to be committed
to helping you acquire the skills you need to suc-
ceed in this new milieu. Our innovative
Teaching, Technology & Learning Conference
Series brings faculty together from across Canada
with 3M Teaching Excellence award winners to
share teaching and learning best practices in a
collaborative and stimulating environment. Pre-
conference workshops on general topics, such as
teaching large classes and technology integration,
will also be offered. We will also work with you at
your own institution to customize workshops that
best suit the needs of your faculty. These include
our Teaching Excellence and Accounting Inno-
vation symposium series.

• Research Reports into Mobile Learning and 
Student Success—These landmark reports,
undertaken in conjunction with academic and
private-sector advisory boards, are the result of
research studies into the challenges professors face
in helping students succeed and the opportunities
that new technology presents to impact teaching
and learning.

• PageOut—This unique
point-and-click course

website tool enables you to create a high-quality
course website without knowing HTML coding.
With PageOut you can post your syllabus online,
assign McGraw-Hill Online Learning Centre or 
e-Book content, add links to important off-site
resources, and maintain student results in the
online gradebook. Visit www.mhhe.com/pageout or
contact your i-Learning Sales Specialist for details.
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• In addition, content car-
tridges are also available

for course management systems,
such as WebCT and Blackboard, to
expand the reach of your course and

open up distance-learning options.

Supporting the Learning Process:
• Learning Aid—The Learning Aid can be used

alone or with instructor direction. Portions of the
Learning Aid help students review what they have
studied. For example, there is a list of important
new terms, true/false questions (with answers) that
cover important terms and concepts, and multiple-
choice questions (with answers) illustrating the
kinds of questions that may appear on examina-
tions. In addition, the Learning Aid has cases,
exercises, and problems—with clear instructions
and worksheets for the student to complete. The
Learning Aid exercises can be used as class work or
homework—to drill on certain topics and to
deepen understanding of others by motivating
application and then discussion. In fact, reading
Basic Marketing and working with the Learning Aid
can be the basic activity of the course. 

• Online Learning Centre —Both students and fac-
ulty can access this website for a variety of support
materials, including an interactive glossary, 
computer-aided problems, student quizzes with 
e-mail feature, video cases, learning objectives,
and additional Appendices. Accessing and using
the material at this site will help students obtain a
better understanding of what is in the text. Visit
the site at www.mcgrawhill.ca/college/wong.

The 11th edition adds even more resources for in-
structors and students. The new chapter organization
of material resulted in a sequencing that was closer to
that used in the U.S. edition of Basic Marketing. As a re-
sult, Canadian adopters will be able to more seamlessly
integrate a host of supplemental materials from the U.S.
These include:

• a dedicated video for each chapter
• a student CD that provides an electronic glossary

with hotlinks, copies of selected illustrations,
PowerPoint slides, and a small number of chapter-
keyed videos

• a computer simulation that unfolds chapter by
chapter

• an “Applications” book of selected articles, keyed
to each chapter
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