
The fi fth Canadian edition of Marketing: An Introduction makes 
learning and teaching marketing more eff ective, easier, and more 
enjoyable than ever. Its streamlined approach strikes a careful 
balance between depth of coverage and ease of learning. Students 
will see how customer value–creating it and capturing it–drives 
every good marketing strategy.

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, fi ve 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. 

We’ve used WestJet as our comprehensive case in the fi fth edition. This 
case material can be found in three key areas of the text:
• 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.
• Appendix 1. General Company Information: WestJet. This appendix 
tells the story of WestJet and illustrates how its marketing strategy has 
been a key element of its success.
• 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.
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New to the Fifth Canadian Edition

• New coverage in every chapter shows how companies are dealing 
with marketing and the turbulent economy in the aftermath of the recent 
worldwide economic meltdown. Starting with a major new section in 
Chapter 1 and continuing with discussions and examples integrated 
throughout the text, the fi fth Canadian edition shows how, now more 
than ever, marketers must focus on creating customer value and sharp-
ening their value propositions to serve the needs of today’s more frugal 
consumers.
• A revised Chapter 3 pulls marketing together under an important 
new sustainable marketing framework. Additional discussions through-
out the fi fth Canadian edition show how sustainable marketing calls for 
socially and environmentally responsible actions that meet both the 
immediate and the future needs of customers, the company, and society 
as a whole.
• Increasingly, marketing is taking the form of two-way conversations 
between consumers and brands. The fi fth Canadian edition contains new 
material on the exciting trend toward consumer-generated marketing, by 
which marketers invite consumers to play a more active role in provid-
ing customer insights (Chapter 5), shaping new products (Chapter 8), 
developing or passing along brand messages (Chapter 12), interacting in 
customer communities (Chapters 6, 12, and 14), and other developments.
• This edition provides new and expanded discussions of new market-
ing technologies, from “Web 3.0” in Chapter 1 to neuromarketing in Chap-
ter 6 to RFID in Chapter 11 to the new-age digital marketing and online 
technologies in Chapters 1, 6, 12, and 14.
• In line with the text’s emphasis on measuring and managing return 
on marketing, we’ve added end-of-chapter fi nancial and quantitative 
marketing exercises that let students apply analytical thinking to relevant 
concepts in each chapter and link chapter concepts to the text’s innova-
tive Appendix 3, Marketing by the Numbers.
• The fi fth Canadian edition provides refreshed and expanded cover-
age of the explosive developments in integrated marketing communica-
tions and direct and online marketing. It tells how marketers are incor-
porating a host of new digital and direct approaches to build and create 
more targeted, personal, and interactive customer relationships. No other 
text provides more current or encompassing coverage of these exciting 
developments.
• An expanded discussion of branding (Chapter 9) provided better 
coverage of how brands are eff ectively developed and managed, and a 
restructured pricing chapter (Chapter 10) provides improved coverage of 
pricing strategies and tactics in an uncertain economy.

NEW! Pearson Principles of Marketing 

CourseConnect is a two-time CODIE-Award 
winning comprehensive, personalizable, 
online course built to specifi c learning outcomes. 
CourseConnect courses include interactive lesson 
presentations and a complete, integrated 
assessment strategy. Our courses are ideal for 
online and blended environments, in which 
courses are taught remotely and asynchronously 
— meaning the instructor and student are not 
always in the same physical location at the same 
time. Our courses are built by subject matter 
experts and credentialed instructional designers, 
then rigorously evaluated for quality, alignment, 
and instructional design.

Within our streamlined, easy to navigate 
MyMarketingLab:
• NEW! Assisted-Graded Writing Assignments-
Select end-of-chapter questions, identifi ed by an 
icon, have been built as assisted-graded assign-
ments within MyMarketingLab to help assess stu-
dents’ written communication skills. Each question 
is built with marking rubrics to help facilitate the 
grading of these assignments.
• NEW! Dynamic Study Modules powered by 
Amplifi re - Accessed via any computer or mobile 
device, these Dynamic Study Modules deliver a 
truly engaging solution that’s proven to optimize 
study times, enhance test scores, boost knowl-
edge acquisition and improve retention.


