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0 Introducing

*PrepCenter... from McGraw-Hill.

PrepCenter is McGraw-Hills unique library of teaching
assets that puts the power in your hands. You can search
an entire package of kearning materlal on one easy-to-
navigabe screen,
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Choose 1o browse our complete library of digyital assets \,
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Are yvau loaking for something—anything—
Irvheresting ho liver wpe the rext leclure? i i
Are vou looking for an exerclse on segmentation?
Are you looking for graphics or video?
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D vou wand fo preview the video clip on mew
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With PrepCenter you can create your own set of
PrepFolders onganized however vou want them—by
date, topic, class—it's up to you, Simply drag and drog
the assets into vour folder and save them theene for a
future becture, PrepCenter allows you 1o create and
narme as many Folders as you want, when you want.
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Wiew assats by chaptar, concept, or media type.

In your own time

Perhaps you would like to spend a few days In the
surmmwer creating vour temiplates for vour Principles of
Marketing class in the fall. 5tart the process, save your
bectures, and revisit befiore the start of school, O, If you
are assigirued your course at the [ast minube, you can creale
your presentations on the fly, With one password and
one website, you can bulld vour classroom presentations
whenever, wherever and however you want!
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Ask for a demonstration today!
Stop by the MoGraw-HillArvin Booth Consider merits of sach individual asset with detaifad review,

ar el vour M-HT representative,
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The following paper was presented at the 2005 MMA Fall Educators’ Conference,
but was not included in the proceedings.
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