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ESSENTIALS OF MARKETING

Visit the Essentials of Marketing, 5th edition, Companion
Website at www.pearsoned.co.uk/blythe to find
valuable student learning material including:

m Self-assessment questions to test your
understanding.

m Video case studies to demonstrate how top
marketing managers refer to marketing theory in the
working environment.

m Flashcards to test your understanding of key terms.

= An online glossary to explain key terms.
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PEARSON

At Pearson, we take learning personally. Our courses and
resources are available as books, online and via multi-lingual
packages, helping people learn whatever, wherever and
however they choose.

We work with leading authors to develop the strongest
learning experiences, bringing cutting-edge thinking and best
learning practice to a global market. We craft our print and

digital resources to do more to help learners not only
understand their content, but to see it in action and apply
what they learn, whether studying or at work.

Pearson is the world’s leading learning company. Our portfolio
includes Penguin, Dorling Kindersley, the Financial Times and
our educational business, Pearson International. We are also

a leading provider of electronic learning programmes and
of test development, processing and scoring services to
educational institutions, corporations and professional bodies
around the world.

Every day our work helps learning flourish, and wherever
learning flourishes, so do people.

To learn more please visit us at: www.pearson.com/uk
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Supporting resources

Visit www.pearsoned.co.uk/blythe to find valuable online resources:

Companion Website for students
e Self-assessment questions to test your understanding.

e Video case studies to demonstrate how top marketing managers refer to
marketing theory in the working environment.

e Flashcards to test your understanding of key terms.
e An online glossary to explain key terms.

For instructors
e A downloadable Instructors’ Manual.
e PowerPoint presentations for each chapter.

Also: The Companion Website provides the following features:
@ Search tool to help locate specific items of content.
@ E-mail results and profile tools to send results of quizzes to instructors.

e Online help and support to assist with website usage and
troubleshooting.

For more information please contact your local Pearson Education sales
representative or visit www.pearsoned.co.uk/blythe.
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