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(Prefacej

The Fifth Canadian Edition of Marketing:
An Introduction: Creating More Value for You!

The fifth Canadian edition of Marketing: An Introduction makes learning and teaching
marketing more effective, easier, and more enjoyable than ever. Its streamlined approach
strikes a careful balance between depth of coverage and ease of learning. The fifth Canadian
edition’s brand new design enhances student understanding. And when combined with
MyMarketingLab, our online homework and tutorial system, Marketing: An Introduction
ensures that you will come to class well prepared and leave class with a richer understand-
ing of basic marketing concepts, strategies, and practices.

Marketing: Creating Customer Value
and Relationships

Top marketers all share a common goal: putting the consumer at the heart of marketing.
Today’s marketing is all about creating customer value and building profitable customer
relationships. It starts with understanding consumer needs and wants, deciding which
target markets the organization can serve best, and developing a compelling value propo-
sition by which the organization can attract, keep, and grow targeted consumers. If the
organization does these things well, it will reap the rewards in terms of market share,
profits, and customer equity. In the fifth Canadian edition of Marketing: An Introduction,
you’ll see how customer value—creating it and capturing it—drives every good marketing
strategy.

Five Major Value Themes

The text is built around the five major themes described below. These themes and the many
related key concepts are brought to life through cases and examples that have been writ-
ten just for this edition by Canadian authors. Indeed the WestJet cover image sets the tone
for this pervasive and strong Canadian theme. In this fifth Canadian edition, you’'ll find
many stories about Canadian companies, such as The Running Room and RIM, and real
Canadians working in fields such as marketing research and music marketing, as well as a
running chapter by chapter WestJet mini-case. Each chapter also considers international
marketing, both in terms of what Canadian companies are doing abroad and what interest-
ing marketing activities foreign companies are engaging in.

The fifth Canadian edition of Marketing: An Introduction builds on five major value
themes:

1. Creating value for customers in order to capture value from customers in return. Today’s
outstanding marketing companies understand the marketplace and customer needs,
design value-creating marketing strategies, develop integrated marketing programs that
deliver value and satisfaction, and build strong customer relationships. In return, they
capture value from customers in the form of sales, profits, and customer equity. This

Xix
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PREFACE

innovative customer value framework is introduced in a five-step marketing process
model, which details how marketing creates customer value and captures value in return.
The framework is carefully explained and integrated throughout the text.

2. Building and managing strong brands to create brand equity. Well-positioned brands
with strong brand equity provide the basis upon which to build profitable customer
relationships. Today’s marketers must position their brands powerfully and manage
them well. The fifth Canadian edition provides a deep focus on brands with expanded
coverage of brand strategy and management in Chapter 9.

3. Measuring and managing return on marketing. Marketing managers must ensure
that their marketing dollars are being well spent. In the past, many marketers spent
freely on big, expensive marketing programs, often without thinking carefully about
the financial returns on their spending. But all that has changed—measuring and man-
aging return on marketing investments has become an important part of strategic mar-
keting decision-making. The fifth Canadian edition specifically addresses return on
marketing investment.

4. Harnessing new marketing technologies. New digital and other high-tech marketing
developments are dramatically changing consumers and marketers, and the ways in
which they relate to one another. The fifth Canadian edition thoroughly explores the
new technologies impacting marketing, from “Web 3.0” to new-age digital marketing
and from online technologies to the exploding use of social networks and customer-
generated marketing.

5. Marketing in a socially responsible way around the globe. As technological devel-
opments make the world an increasingly smaller place, marketers must be good at
marketing their brands globally and in socially responsible ways. The fifth Canadian
edition integrates global marketing and social responsibility topics throughout the
text, specifically in Chapter 3, which is dedicated to sustainable marketing.

New in the Fifth Canadian Edition

We've thoroughly revised the fifth Canadian edition of Marketing: An Introduction to reflect
the major trends and forces impacting marketing in this era of customer value and relation-
ships. Here are just some of the major changes you’ll find in this edition.

m There is greater diversity of Canadian firms featured throughout each chapter. From
the chapter opening vignettes, to the examples and cases, these companies provide
broader coverage of the industries (services, manufacturing, and social media indus-
tries,) that are integral to Canadian business.

m In the fifth Canadian edition, coverage of sustainability is now woven into each chapter.

m The fifth Canadian edition features new discussions about timely issues such as
neuromarketing (Chapter 5) crowdsourcing and customer-driven idea generation
(Chapter 8), a discussion on how to engage consumers, and not just reach them
(Chapter 12), a section on the international advertising decisions with references to
specific Canadian examples (Chapter 12), as well as a section on: personal selling and
managing customer relationships (Chapter 13).

m The fifth Canadian edition continues to engage students with this title’s most unique
feature, the comprehensive case. Used to further illustrate a chapter’s key learnings,
this case runs throughout the book, and examines WestJet’s marketing strategy as it
relates to the content being discussed. There is a particular focus on their planned
expansion into regional and trans-Atlantic destinations.



The fifth Canadian edition includes new coverage of technology woven throughout the
textbook. With sections on mass mingling (Chapter 4), shoppable media and show-
rooming (Chapter 11), an expanded section on new marketing communications models
and the impact of advances in communication technology alongside more traditional
models (Chapter 12), and Selling and the Internet (Chapter 13) this text examines
many of the most timely developments in marketing and technology.

The fifth Canadian edition includes new sections on Brand Communications, Brand
Stories, Branded Content, Brands and Social Media (Chapter 9), and the use of
brand ambassadors as with the 2009 campaign by James Ready beer, or the work of
Toronto-based Campus Intercept (Chapter 6).

The fifth Canadian edition also contains a new section on the use and role of logos
(Chapter 9).

(Chapter 11) has been reorganized into three major sections: Marketing Channels,
Retail, and Supply Chain/Logistics. The section on marketing channels has been
re-written to explain the concepts in real marketing terms and to use real examples
that will resonate with students. The emphasis in the revised retail section explains
the new technological trends in retail (online, social media, mobile). Finally, this
chapter discusses some global brands, with particular focus on US firms doing
business in Canada and Canadian firms branching out to do more business
internationally.

Real Value Through Real Marketing

Marketing: An Introduction features in-depth, real-world examples and stories that show
concepts in action and reveal the drama of modern marketing. In the fifth Canadian edi-
tion, every chapter contains an opening vignette and Marketing@Work stories that provide
fresh and relevant insights into real marketing practices. Learn how:

The Running Room’s obsession with creating the very best customer experience has
resulted in avidly loyal customers and astronomical growth.

Nike’s customer-focused mission and deep sense of customer brand community have
the company sprinting ahead while competitors are gasping for breath.

Bullfrog Power shows how an innovative new company can address issues related to
sustainability while stretching a limited marketing budget through the use of powerful
public relations techniques.

Google innovates at the speed of light—it’s part of the company’s DNA.
Amazon.com has become one of the best-known names on the Web and has been
viewed as the model for business in the digital age.

Beyond these features, each chapter is packed with countless real, relevant, and timely

examples that reinforce key concepts. No other text brings marketing to life like the fifth
Canadian edition of Marketing: An Introduction.
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buys from the firm that offers the highest perceived val he customer’s value

evaluation of the difference between all the benefits and all the costs of a market offering
relative to those of competing offers. Importantly, customers often do not judge values

and costs “accurately” or “objectively” They act on perceived value

To some consumers, value might mean sensible products at affordable prices. To

The customer's evaluation of the
difference between ll the benefits
and all the costs of a market offering
relative to those of competing offers.

other consumers, however, value might mean paying more to get more. For example, a
top-of-the-line Weber Summit E-670 barbecue grill carries a suggested retail price of
US82,600, more than five times the price of competitor Char-Broil’s best grill. According
to Weber, the stainless steel Summit grill “embraces true grilling luxury with the highest
quality materials, exclusive features, and stunning looks.” However, Weber’s marketing
also suggests that the grill is a real value, even at the premium price. For the money, you
get practical features such as all-stainless-steel construction, spacious cooking and work
areas, lighted control knobs, a tuck-away motorized rotisserie system, and an LED tank
scale that lets you know how much propane you have left in the tank. Is the Weber Sum-
mit grill worth the premium price compared to less expensive grills? To many consum-
ers, the answer is no. But to the target segment of affluent, hard-core grillers, the answer

is “yes’!! (see Marketing@Work 1.1)

Canada Goose: Authenticity Is Key to Customer Value

In 1957, Sam Tick founded Metro
Sportswear, which produced a modest
line of jackets and woollen shirts in a
small manufacturing facilty in Toronto,
The 1970s saw the business expand to
include the production of custom-ordered
down-filed coats for the Canadian
Rangers, city police forces, and other
government workers. In 1985, the
company was renamed Snow Goose,
and n the early 1990s it began seling its
products in Europe under the name
Canada Goose. By the late 1990s the
moder era of Canada Goose had begun
and the real expansion of the brand
began. Over the past 10 years or o,
Canada Goose parka sales have soared
within Ganada and in more than 40 other
countries woridwide. In fact, Canada
Goose placed 152nd on the 2011 Profit
200 list of fastest growing Canadian
companies, with 3000% growth in
revenues over the last decade.

How did Canada Goose achieve such
phenomenal growth? A number of
factors contribute to the company’s
success. First, Canada Goose very
carefully chose spokespeople who were
highly credible users of the brand. Lance
Mackey, a four-time Iditarod and Yukon

Quest champion, grew up in Alaska and
is known as one of the best dogsled
mushers in the world. Ray Zahab, ultra
marathon runner and adventurer, and
Laurie Skreslet, the first Canadian to
reach the summit of Mount Everest, also
joined the list of Canada Goose spokes-
people. These individuals have enormous
credibilty with the company’s core
customer segment, which consists of
polar expeditioners, oil riggers, and police
departments alike.

Rather than using traditional advertis-
ing campaigns to buid brand awareness.
Ganada Goose relied on consumer-diven
marketing tactios to build its brand. About
10 years ago, product was placed on
people who worked outside in cold
environments, such as bouncers at
nightclubs or doormen at hotels, who
couid give the brand credibiity. Today,
Ganada Goose stil employs several
nontraditional forms of promotion to buid
brand awareness, from supplying
Fairmont Hotels' doormen and valets with
Expedition parkas to running a Canada
Goose coat check at Toronto Maple Leafs
and Toronto Raptors games where fans
are offered the chance to try on parkas,
while checking their own garments.

Celebrities caught on camera and
actors in feature fims wearing the brand
have also contributed to Canada Goose's
success. Hayden Christensen was
photographed wearing one at the Vancou-
ver 2010 Winter Olympics. Daniel Redifle
is often spotted wearing his Canada Goose
parka. The brand has been used in the fim
industry for decades behind the scenes,
but now appears on screen as wellin such
movies as The Day After Tomorow, Eight
‘Below, National Treasure, Good Luck
Chuck, and Whiteout.

While Canada Goose has long been a
bestseller in Europe, it has also been
successful in the highly competitive US
fashion market. It currently sells ts
products at premium department stores
such as Barneys and Saks Fifth Avenue
and is expanding its product offerings via
collaborations with ltalian cashmere and
wool manufacturer Loro Piana and
Japanese designer Yuki Matsuda.

Ganada Goose is a company that has
always chosen its own path and stayed
true to its brand. As a result, it has
attracted a diverse customer base who
are interested in everything from function
to fashion. This is perhaps the biggest
reason why Canada Goose has been able

designed for kids? It's a matter of economics—this seg-
ment of young consumers is just too small. One leading
i attributed the di toa’] i
gap” between the children’s market and the much more
profitable adult market for treating heart disease. While
not supplying this market might make good economic
sense for companies, it is of little comfort to the parents
of these small patients.

If you thought that getting 50 miles per gallon (4.7L/100
km) driving a Toyota Prius hybrid was good, how about
230 miles per gallon (1L/100 km)? Or 367 miles per gal-
lon (0.64L/100 km)? Well, you are about to see a new
breed of automobiles from big and small automakers tout-
ing this level of performance. In 2010, there was GM’s Volt
and Nissan's Leaf, but there will also be offerings from un-
known start-ups such as V-Vehicle, a California-based
electric car company backed by billionaire T. Boone Pick-
ens. These automobiles range from hybrids—a combina-
tion of gas and electric—to all-electric vehicles. This level
of performance comes at a high price, however. Although
US consumers will receive an expected US$7500 tax credit
for purchasing one of these cars, the Volt's expected
USS$40 000 price tag will still cause sticker shock. Also, the
lack of public recharging stations poses a significant chal-
lenge, especially for all-electric vehicles such as the Leaf,

China and India are emerging markets that will have a
significant impact on the world in coming years. With
China’s and India’s combined population of almost 2.5 billion,
they are the two most populous countries, comprising
almost 40 percent of the world’s population. The economies
of both countries are growing at phenomenal rates as well.
The term Chindia is used to describe the growing power
of these two countries, and predictions are that these two
will overtake the United States as the largest economies in
the world within just a few decades.

QUESTIONS

1. Discuss the environmental forces acting on medical
devices and pharmaceuticals companies that are
preventing them from meeting the needs of the infant
and child market segment. Is it wrong for these
companies to not address the needs of this segment?

2. Suggest some solutions to this problem.

which needs recharging approximately every 100 miles
(160 km). And some might question the efficiency claims,
especially since the Environmental Protection Agency is
still finalizing the methodology that factors in electricity
used when making miles-per-gallon equivalency claims.

QUESTIONS

1. What factors in the marketing environment present
opportunities or threats to automakers?

[

Will it be possible for a start-up automaker such as
V-Vehicle to compete with big automakers such as
Ford, GM, Chrysler, Toyota, Honda, Nissan, Volvo,
Hyundai, BMW, and Mercedes? What factors in the
‘marketing environment will enable or inhibit new
competitors?

QUESTIONS

1. Discuss a demographic and an economic trend related
to Chindia’s power and their impact on marketers in
Canada. Support your discussion of these trends with
statistics.

»N

Using the chain ratio method described in Appendix 3:
Marketing by the Numbers, discuss factors to consider
when estimating total market demand for automobiles
in China or India.

Valuable Learning Aids

A wealth of chapter-opening, within-chapter, and end-of-chapter
learning devices help students to learn, link, and apply major
concepts:

Chapter-opening Content. The new, more active and integra-
tive opening spread in each chapter features a brief Previewing
the Concepts section that includes chapter concepts, an out-
line of chapter content and learning objectives, and an open-
ing vignette—an engaging, deeply developed, illustrated, and
annotated marketing story that introduces the chapter mate-
rial and sparks student interest.

Marketing@ Work highlights. Each chapter contains two high-
light features that provide an in-depth look at real marketing
practices of large and small companies.

Reviewing the Concepts. A summary at the end of each chap-
ter reviews major chapter concepts and links them to chapter
objectives.

Key Terms. A helpful listing of chapter key terms by order of
appearance with page numbers facilitates easy reference.

Talk About Marketing. This section contains discussion ques-
tions that require students to think about, discuss, defend, and
apply the concepts in the chapter.

Think Like a Marketing Manager. A very short case gives a
real-world example of one of the concepts in the chapter in
action, followed by application questions.

Marketing Ethics. Situation descriptions and questions at the
end of each chapter highlight important issues in marketing
ethics and social responsibility.

Marketing Technology. Application exercises at the end of
each chapter facilitate discussion of important and emerging
marketing technologies in this digital age.

Marketing by the Numbers. An exercise at the end of each
chapter lets students apply analytical and financial thinking to
relevant chapter concepts and links the chapter to Appendix 3,
Marketing by the Numbers.

Video Case. Short vignettes with discussion questions come
at the end of most chapters. These are to be used with the set
of engaging 4- to 7-minute videos that accompany the fifth
Canadian edition, and can be found on the MyMarketingLab.



The fifth Canadian edition of Marketing: An Introduction provides an effective and
enjoyable total package for moving you down the road to learning marketing!

Comprehensive Case: WestJet®

WestJet is as authentic an example of true Canadian entrepreneurialism as there has been
in the last several decades. Three forward thinking, resourceful businessmen, five planes
and an idea to super-serve “guests” with value priced airfare, has gone from nothing to
approximately one-third share of the Canadian domestic air travel market. In 2013, hav-
ing grown to servicing 90 destinations throughout North America, Central America and
the Caribbean, WestJet launched its regional subsidiary, Encore, to begin a new chapter of
delivering the same WestJet brand experience to smaller Canadian communities.

We've used WestJet as our comprehensive case in the fifth edition. This case material
can be found in three key areas of the text:

1. WestJet Mini Cases. At the end of each chapter is a short case about the company that
illustrates how they employ the topics covered in that chapter.

2. Appendix 1 - General Company Information: WestJet. This appendix tells the story of
West]et and illustrates how its marketing strategy has been a key element of its success.

3. Appendix 2 - The Marketing Plan: An Introduction. Our second appendix contains a
sample marketing plan that helps you to see how marketing concepts translate into
real-life marketing strategies.

]

Happy Brands

Regardless of whether you're talking to WestJet president and CEO Gregg Saretsky, a
WestJet sales super agent over the phone, or a fiight attendant on board any one of
WestJet's 420 daily flights, the WestJet brand is on display. But it it's Ed Baklor, vice-
president of guest services, you're going to get perhaps the most impassioned brand
advocate. As an executive with Disney for 14 years prior to joining WestJet, he knows
a thing or two about managing a powerful brand. In fact, as he recalls, it was his first
experience as a WestJet guest when he noticed the similarities to Disney.

“I had just been recruited to begin work with a high-
end tour operator in Vancouver, and | got on a WestJet
fight, and | was referred to as a guest, not a passenger,
not a customer or a traveller—a guest. And after my Dis-
ney experience, where the brand was all about the guest
experience, it was obvious WestJet was the same.” If
Baklor's guest experience with WestJet set the first bait, it
would ironically be Saretsky's experience with Baklor's
tour company that would be the final lure. “Come visit our
campus in Calgary, we love showing off our culture,” Bak-
lor recalls of Saretsky's invitation. “After my visit, | went
home that night thinking, they’re all just so happy.” Baklor
agreed to join the team a mere weeks after that visit

Happy employees beget happy customers, which in
turn builds brand equity. Bakior believes, however, that
you can neither buy nor train “happy.” “We hire for atti-

tude,” he claims. “We train for safety, we train for processes, but we expect some key
unscripted things to happen. Real smiles, enthusiasm, eye contact, empathy and yes,
an apology if things don't go right.”

In a service-based company, the experience is the product. This is never more obvi-
ous than in the travel and tourism industry. While all WestJetters together pursue the
vision of being “one of the five most successful intenational airfines in the world providing
our guests with a friendy, caring experience,” nowhere in the operation does reaching that
goal weigh more heavily than in Baklor's group. “I constantly remind my team that every
quest has a unique story which has brought them to our check-in counter. Whether it's a
vacation they've saved a lifetime for, or a family tragedy, o a job interview—there's go-
ing to be some emotion. Our brand promise respects and reacts to those emotions. If
we don't deliver on that promise, they're not coming back.”

The Marketing Plan

Introduction

Asamarketer, you'll need a good marketing plan to provide direction and focus for your
brand, product, or company. With a detailed plan, any business will be better prepared
to launch a new product or build sales for existing products. Not-for-profit organiza-
tions also use marketing plans to guide their fundraising and outreach efforts. Even gov-
ernment agencies put together marketing plans for initiatives such as building public
awareness of proper nutrition and stimulating area tourism.

The Purpose and Content of a Marketing Plan

Unlike a business plan, which offers a broad overview of the entire organization’s mis-
sion, objectives, strategy, and resource allocation, a marketing plan has a more limited
scope. It serves to document how the organization's strategic objectives will be achieved
through specific marketing strategies and tactics, with the customer as the starting point.
It is also linked to the plans of other departments within the organization. Suppose a
marketing plan calls for selling 200 000 units annually. The production department
must gear up to make that many units; the finance department must arrange funding
to cover the expenses; the human resources department must be ready to hire and train
staff; and so on. Without the appropriate level of organizational support and resources,
no marketing plan can succeed.

Although the exact length and layout will vary from company to company, a mar-
keting plan usually contains the sections described in Chapter 2. Smaller businesses may
create shorter or less formal marketing plans, whereas corporations frequently require
highly structured marketing plans. To guide implementation effectively, every part of
the plan must be described in considerable detail. Sometimes a company will post its
marketing plan on an internal website, which allows managers and employees in differ-
ent locations to consult specific sections and collaborate on additions or changes.

The Role of Research

Marketing plans are not created in a vacuum. To develop successful strategies and action
programs, marketers need up-to-date information about the environment, the com-
petition, and the market segments to be served. Often, analysis of internal data is the
starting point for assessing the current marketing situation, supplemented by marketing
intelligence and research investigating the overall market, the competition, key issues,
and threats and opportunities. As the plan is put into effect, marketers use a variety
of research techniques to measure progress toward objectives and to identify areas for
improvement if results fall short of projections.

QUESTIONS

) Finally, marketing research helps marketers learn more about their customers

1. Listall :he brand touchpoints a person booking and taking a fiight on WestJet and Jevels, This deeper under-
encounters. A

. standing provides a foundation for building competitive advantage through well-

2. How would you describe WestJet's brand personalty? v (argeting, and p decisions, Thus. the

@

What brand development strategy did WestJet use when it introduced Encore (see
the WestJet Mini Case in Chapter 8)?

PREFACE
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Teaching and Learning Support

A successful marketing course requires more than a well-written book. Today’s classroom
requires a dedicated teacher and a fully integrated teaching package. A total package of
teaching and learning supplements extends this edition’s emphasis on effective teaching
and learning. The aids on the following page support Marketing: An Introduction.

Instructor’s Resource Manual. This invaluable resource not only includes chapter-by-
chapter teaching strategies, it also features notes about the PowerPoint slides and the video
cases. This supplement is available through Pearson Education Canada’s online catalogue at
http://vig.pearsoned.ca, and also available through the instructor’s eText.

Pearson MyTest. This computerized test bank includes multiple-choice and true/false
questions, plus essay and short-answer questions. All questions include the correct answer
and are linked to a learning objective from the chapter. The MyTest is available through
MyMarketingLab.

PowerPoint® Presentations. Newly designed PowerPoint slides are available with this
edition and include custom infographics that help bring marketing concepts to life. The
PowerPoints are also available to instructors through Pearson Education Canada’s online
catalogue at http://vig.pearsoned.ca.

Pearson eText

Pearson eText gives students access to the text whenever and wherever they have access
to the Internet. eText pages look exactly like the printed text, offering powerful new func-
tionality for students and instructors. Users can create notes, highlight text in different
colours, create bookmarks, zoom, click hyperlinked words and phrases to view definitions,
and view in single-page or two-page view. Pearson eText allows for quick navigation to key
parts of the eText using a table of contents and provides full-text search. The eText may also
offer links to associated media files, enabling users to access videos, animations, or other
activities as they read the text.

MyMarketingLab

Break through to a higher level of learning with MyMarketingLab. MyMarketingLab now
allows you to assess your students at every level of learning.
Features include:

—Chapter Quizzes
-Video Cases
-Marketing Mini-Cases
—Performance Reporting

—Pearson eText for Students and Instructors



Adaptive Learning

Dynamic Study Modules. MyMarketingLab makes studying more efficient and more
effective for every student with the new Dynamic Study Modules. Leveraging research
from the fields of cognitive psychology, neurobiology and game studies - the Dynamic
Study Modules work by continuously assessing student performance and activity, then
using data and analytics to provide personalized content in real-time to reinforce con-
cepts that target each student’s particular strengths and weaknesses. The Dynamic
Study Modules in MyMarketingLab are mobile! Students can study on their phone, tablet
or computer.

Writing Space. Pearson’s Writing Space offers instructors powerful new tools to assign,
track, and grade writing in their courses. Students can now complete and get feedback on
writing assignments right within their MyLab. Writing Space assignments for this MyLab
include Assisted-Graded Writing Assignments and Create Your Own Writing Assignments.

Learning Solutions Managers. Pearson’s Learning Solutions Consultants work with fac-
ulty and campus course designers to ensure that Pearson technology products, assessment
tools, and online course materials are tailored to meet your specific needs. This highly
qualified team is dedicated to helping schools take full advantage of a wide range of edu-
cational resources, by assisting in the integration of a variety of instructional materials and
media formats. Your local Pearson Education sales representative can provide you with
more details on this service program.

CourseSmart goes beyond traditional expectations—providing instant, online access to the
textbooks and course materials you need at a lower cost for students. And even as students
save money, you can save time and hassle with a digital eTextbook that allows you to search
for the most relevant content at the very moment you need it. Whether it’s evaluating text-
books or creating lecture notes to help students with difficult concepts, CourseSmart can
make life a little easier. See how when you visit www.coursesmart.com/instructors.

Pearson Custom Library

For enrollments of at least 25 students, you can create your own textbook by choosing the
chapters that best suit your own course needs. To begin building your custom text, visit
www.pearsoncustomlibrary.com. You may also work with a dedicated Pearson Custom edi-
tor to create your ideal text—publishing your own original content or mixing and matching
Pearson content. Contact your local Pearson Representative to get started.
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