Correlation Guide

The Annual Editions series provides students with convenient, inexpensive access to current, carefully selected articles from the public press.
Annual Editions: Marketing 08/09 (2009 Update) is an easy-to-use reader that presents articles on important topics such as the future of market-
ing and developing marketing strategies. For more information on Annual Editions and other McGraw-Hill Contemporary Learning Series titles
visit www.mhcls.com. This convenient guide matches the Units in Annual Editions: Marketing 08/09 (2009 Update) with corresponding chapters

in FOUR best-selling McGraw-Hill Marketing texts.

Grewal/Levy:
Marketing, le

Kerin: Marketing:
The Core, 2e

Perreault: Basic
Marketing, 16e

Perreault: Essentials
of Marketing, 11e

Unit 1: Marketing in
the 2000s and Beyond

Chapter 1: Overview of
Marketing—pg. 2

Chapter 3: Marketing
Ethics—pg. 58

Chapter 1: Creating
Customer Relationships
and Value Through
Marketing—pg. 4

Chapter 4: Ehtics and
Social Responsibility in
Marketing—pg. 78

Chapter 1: Marketing’s Value
to Consumers, Firms, and
Society—pg. 2

Chapter 4: Evaluating
Opportunities in the

Changing Marketing
Environment—pg. 88

Chapter 22: Ethical
Marketing in a Consumer-
Oriented World: Appraisal
and Challenges—pg. 598

Chapter 1: Marketing’s
Value to Consumers, Firms,
and Society—pg. 2

Unit 2: Research,
Markets, and
Consumer Behavior

Chapter 5: Consumer
Behavior—pg. 116

Chapter 9: Marketing
Research and Information
Systems—pg. 240

Chapter 5: Consumer
Behavior—pg. 98

Chapter 6: Organizational
Markets and Buyer
Behavior—pg. 120

Chapter 8: Marketing
Research: From Information
to Action—pg. 160

Chapter 6: Final Consumers
and Their Buying
Behavior—pg. 150

Chapter 7: Business and
Organizational Customers
and Their Buying
Behavior—pg. 176

Chapter 8: Improving
Decisions with Marketing
Information—pg. 206

Chapter 3: Focusing
Marketing Strategy
with Segmentation and
Positioning—pg. 58

Chapter 5: Final Consumers
and Their Buying
Behavior—pg. 114

Chapter 7: Improving
Decisions with Marketing
Information—pg. 168

Unit 3: Developing
and Implementing
Strategies

Chapter 8: Segmentation,
Targeting, and
Positioning—pg. 208

Chapter 10: Product,
Branding, and Packaging
Decisions—pg. 268

Chapter 13: Pricing
Concepts for Establishing
Value—pg. 354

Chapter 14: Strategic
Pricing Methods—pg. 382

Chapter 18: Advertising
and Sales
Promotion—pg. 486

Chapter 10: Developing
New Products and
Services—pg. 208

Chapter 11: Managing
Products, Services and
Brands—pg. 234

Chapter 12: Pricing,
Products, Services and
Brands—pg. 260

Chapter 16: Advertising,
Sales Promotion, and
Public Relations—pg. 352

Chapter 9: Elements of
Product Planning for Goods
and Services—pg. 234

Chapter 10: Product
Management and

New-Product Development—

pg. 262

Chapter 12: Distribution
Customer Services and
Logistics—pg. 312

Chapter 14: Promotion—
Introduction to

Integrated Marketing
Communications—pg. 366

Chapter 17: Pricing
Objectives and
Policies—pg. 454

Chapter 9: Product
Management and
New-Product
Development—pg. 220

Chapter 11: Distribution,
Customer Service, and
Logistics—pg. 274

Chapter 12: Retailers,
Wholesalers, and Their
Strategy Planning—pg.296

Chapter 13: Promotion—
Introduction to

Integrated Marketing
Communications—pg. 326

Chapter 17: Price Setting
in the Business
World—pg. 438

Unit 4: Global
Marketing

Chapter 7: Global
Marketing—pg. 174

Chapter 7: Reaching Global
Markets—pg. 138

Chapter 5: Demographic
Dimensions of

Global Consumer
Marketing—pg. 120

Chapter 1: Marketing’s
Value to Consumers, Firms,
and Society—pg. 2

xiii



