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McGraw-Hill/Irwin is committed to excellence
in Marketing education. We offer an impressive
array of titles, written by the finest authors,
for every possible course, and we’re extremely
proud of the additional products, technology,
and services we provide to professionals all
over the world. Shaping the minds of tomorrow’s
business professionals is a big responsibility,
but it’s one we embrace gladly with your help.

www.mhhe.com

We invite you to visit us at our booth,
where we will be happy to assist you
with your textbook—and technology—
related questions, or just listen to what
you have to say. Whether you come to
us with questions or answers, we look
forward to meeting you. If you’re
unable to visit us in person, we hope
you’ll contact your local McGraw-Hill/
Irwin representative or call 
1-800-338-3987 to share your 
questions and concerns.

Thank you, and have a great conference!
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Actually, choosing a textbook
is rather easy thanks to this
grid. It shows you exactly
which supplements 
accompany which textbooks.
Simply choose the textbook
that best fits your course.
And then turn your sights 
on plans for the weekend.

Thomson Resource Boone & Kurtz Lamb, Hair and McDaniel Hoffman

PLAN
Business & Company Resource Center X X
Resource Integration Guide X X
Instructors Manual X X X
Handbook for New Instructors X
Collaborative Learning Guide X

MANAGE
MarketingNow™ X X
WebTutor™ X X X
JoinIn™ on TurningPoint ® X X X

TEACH
Business & Company Resource Center X X
JoinIn™ on TurningPoint ® X X X
PowerPoint® X X X
Videos X X X
Collaborative Learning Guide X
Acetates X X X

REINFORCE
MarketingNow™ X X
JoinIn™ on TurningPoint ® X X X
Videos X X X
Xtra! X X X
WebTutor™ X X X
Audio Chapter Reviews X
Study Guide X X X

TEST
MarketingNow™ X X
JoinIn™ on TurningPoint ® X X X
Certified Test Bank X X
ExamView® X X X
Xtra! X X X
Online Quizzing X X X

GRADE AND REPORT
MarketingNow™ X X
WebTutor™ X X X
JoinIn™ on TurningPoint ® X X X
ExamView® Testing X X X
Certified Test Banks X X

VALUE OPTIONS
Low Price Contemporary Marketing 2006 Essentials of Marketing X
Loose-Leaf X X X

It’s All About Helping YOU….

Business & Company Resource Center 
Rely on this online resource for a wide variety of global business information including 

current articles and business journals, detailed
company and industry information, investment
reports, stock quotes, and much more.

JoinIn™ on TurningPoint®

This unrivaled software turns PowerPoint® into power-
ful group response software that encourages students
to use wireless keypads to respond to your questions in class and receive immediate 
feedback—a great way to give quizzes and gauge student comprehension on topics.

MarketingNow
Students take pre- and post-assessment
quizzes, which launches a personalized learning plan based on their results. 
Instructors have the ability to build and customize their classroom lectures around 
their students' outcomes.

Resource Integration Guide
Your one-stop source for course organization and preparation. The Resource
Integration Guide helps you get the most from your textbook and supplements 
package providing a detailed outline of all the resources available to 
enhance your course.

You have some tough
decisions 

to make...
Like what to do 

this weekend!

http://newtexts.swlearning.com   • Phone: 1.800.423.0563   • Fax: 1.859.647.5020

Please visit
marketing.swlearning.com
for more information.
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