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Preface

This is the sixteenth annual edition of Applications in Basic Marketing. We developed this set of marketing
“clippings” from popular business publications to accompany our texts—Basic Marketing and Essentials of
Marketing. All of these clippings report interesting case studies and current issues that relate to topics covered
in our texts and in the first marketing course. We will continue to publish a new edition of this book every year.
That means that we can include the most current and interesting clippings. Each new copy of our texts will come
shrinkwrapped with a free copy of the newest (annual) edition of this book. However, it can also be ordered from
the publisher separately for use in other courses or with other texts.

Our objective is for this book to provide a flexible and helpful set of teaching and learning materials. We have
included clippings (articles) on a wide variety of topics. The clippings deal with consumer products and business
products, goods and services, new developments in marketing as well as traditional issues, and large well-known
companies as well as new, small ones. They cover important issues related to marketing strategy planning
for both domestic and global markets. The readings can be used for independent study, as a basis for class
assignments, or as a focus of in-class discussions. Some instructors might want to assign all of the clippings, but
we have provided an ample selection so that it is easy to focus on a subset which is especially relevant to specific
learning/teaching objectives. A separate set of teaching notes discusses points related to each article. We have
put special emphasis on selecting short, highly readable articles—ones which can be read and understood in 10
or 15 minutes—so that they can be used in combination with other readings and assignments for the course. For
example, they might be used in combination with assignments from Basic Marketing, exercises from the Learning
Aid for Use with Basic Marketing, or The Marketing Game! micro-computer strategy simulation.

All of the articles are reproduced here in basically the same style and format as they originally appeared. This
gives the reader a better sense of the popular business publications from which they are drawn, and stimulates an
interest in ongoing learning beyond the time frame for a specific course.

We have added this component to our complete set of Professional Learning Units Systems (our P.L.U.S.) to
provide even more alternatives for effective teaching and learning in the first marketing course. It has been an
interesting job to research and select the readings for this new book, and we hope that our readers find it of value
in developing a better understanding of the opportunities and challenges of marketing in our contemporary society.

William D. Perreault, Jr. and E. Jerome McCarthy
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