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) . Better Design
I.INKS(%)Slmulatmns e e s

= Better Simulations

“‘leaming is not a spectator sport.” — D. Blocher

Whatis LNKS?

LINKS is a sophisticated, team-based, state-of-the-art, large-scale, competitive, web-based
management simulation designed in a customizable fashion for infroductory and advanced

undergraduate, MBA, and EMB A courses.

2 “Far andaway the most useful,
Why I__INHS ’ effecive, grueling, and fun

# Rich content educational expenence |ve ever
encountfered.”

% Web-based administrafion and esources (eq.,

FAQs, tutonals, test questions, and M) “This isthe real world ... with real

world workioads, salisfchons, and

# Highly customizable, accommodating varying frusfrafions.”

course requirements, durations, and emphases o
“LINKS breathes Iife info the course

# Direct instructor support from the author, including material and provides students

i i ' ithin- | wit & view of the real Iffe challen
Eﬁfi“'ﬁﬁiﬁ% gﬂ;ﬁ:m and on-going, Within- {2 8 evisions that b siness leaters

face”

LINKS Marketing Simulation Varants

For Introductory Courses: For Bectives and Advanced Courses:
# LINKS Marketing Tactics & LINKS Positioning Strategy
@ LINKS Marketing Principles % LINKS Mult-Channel Management
# LINKS Marketing & LINKS Marketing Strategy
# LINKS Services Marketing % XLINKS Marketing Strategy [Extreme]

Join Us Fora LINKS Train-The-Trainer Seminar

% Distancedearning seminar lead by the LINKS author, Randy
Chapman

# Animmersion experience with 5 telec onferences and a 4-round
simulation event

#® Learn how to effectively incorpomte LUNKS into your courses

#® Visit the LINKS website for dates of fulure LINKS TTT Seminars

http:/iwww .LINKS-simulations.com



Want to lecture in France for a couple
weeks? Germany? Finland? Mexico? ....

Join our Short-Term Faculty Exchanges
network of Lecture abroad for 1-3 weeks!

global business Housing provided!

schools and _
participate in Semester, Summer & Academic Year

Student Exchanges
faculty Students pay tuition at their home school only!

exchanges! Courses available in English OR host language!
Full immersion in the host culture!
Opportunities for non-business students, too!
Create
opportunities
for your
students, too! Member Schools in:
Austria, Belgium, Denmark, Finland, France,
Germany, Mexico, The Netherlands,
South Korea, Spain, United States
The Magellan Exchange is a non-profit consortium of
THE MAGELLAN

universities offering a cost effective means of developing
EXCHANGE partnerships with universities around the world, providing
. internationalization opportunities for your students and faculty,
Y ELCERINER, SN HD e and enabling more diversity in your home classes.
1 University Plaza, MS0130

Cape Girardeau, MO 63701
Phone: 573-335-7111

Emaiginfo@magellanonline. org www.magellanonline.org



W e are pleased to attend the 2010 Marketing Management Association meeting.
Please stop by the Cengage booth and review our new and revised offerings.

Advertising and Integrated Brand Promotion 6e
Thomas O'Guinn | Chris Allen | Richard J. Semenik
ISBN-13: 9780538473323

734 Pages | © 2012 | Available February 2011

CB2

Barry J. Babin | Eric Harris

ISBN-13: 9780840058515

352 Pages | © 2012 | Available February 2011

Contemporary Marketing 15e

Louis E. Boone | David L. Kurtz

ISBN-13: 9781111221782

784 Pages | © 2012 | Available January 2011

Essentials of Marketing 7e

Charles W. Lamb | Joseph F. Hair | Carl McDaniel
ISBN-13: 9780538478342

704 Pages | © 2012 | Available January 2011

=%, CENGAGE Marketing 2012
William M. Pride | O.C. Ferrell

800 Pages | © 2012 | Available January 2011

MKTG5

Charles W. Lamb | Joseph F. Hair | Carl McDaniel
ISBN-13: 9781111528096

400 Pages | © 2012 | Available February 2011

ISBN-13: 9780538475402

MM 2

Dawn lacobucci

ISBN-13: 9780538481342

256 Pages | © 2012 | Available February 2011

Pricing Strategy

Tim Smith

ISBN-13: 9780538480888

432 Pages | © 2012 | Available January 2011

SELL2

Thomas N. Ingram | Raymond W. LaForge | Ramon A. Avila | Charles
H. Schwepker, Jr. | Michael R. Williams

ISBN-13: 9781111528232

352 Pages | © 2012 | Available February 2011

~% SOUTH-WESTERN

1 (ENGAGE Learning



Active Learning through Marketing Simulations

HewShoes

Suggested Cowrses:

MewShoes covers basic marketing concepts in a context that
students can easily grasp - the athletic shoe market. The primary
foous of NewShoes is the 4Ps of marketing - price, product,
promotion, and place. Competition in NewShoes consists of up to
10 teams of 3-5 students competing directly in a dynamic
emvironment. New5Shoes is an excellent complement to traditional
teaching methods, allowing students to apply business concepts in
a dymamic, integrative environment.

MarketShare iz a marketing principles simulation that foouses on
the process of learming how to create, communicate, and deliver
value to customers. Students develop a basic understanding of
market segments, channels, and buyer behaviorin a 4Ps context
through the simulatien and acoompamying hands—-on exercises.
MarketShare iz based on the leading marketing management
smulation Pharma5im, but simplified to be applicable for usein
undergraduate marketing classes.

PharmaZSim iz the leading marketing management simulation and
drives home the Four Ps of Marketing whils introd ucing students to
the concepts of brand eguity and marketing planming for mulGple
product nes. This simulabon covers segmentation, positioning.
management of a portfolio of brands, integrated marketing
commumications, and multiple channels with intermediaries. Alzo
available: From Pearson, Kotler/Keller Fremeworks integrated
with PharmaSim using “SimConnects™. Azk to see it!

CountryManager teaches international marketing concepts in a rich,
realistic setting. Studemts explore market entry and market
attractiveness,. 5TF, and the Four Ps, allin an internabional context
The simulation and supporting matenals are co-authored by Larmy
Feick (University of Pitisburgh]), Marty Roth (University of Souwth
Carplina) and Interpretive. CountryManageris an excellent
complement to taditional teaching methods, allowing students to
apply business concepts in a dynamic, integrative environment.

Suggested Courses:
= Marketing

Strategy
= Marketing

MBA level

StratSimMarketing is designed for MBA, Executive Development. or
advanced courses in Marketing Sirategy. Students must manage
shortt and Leng term objectives, making integrated marketing
decisions that also impact on other funcbonal areas of the business
suich as operations and finance. Teams compete directly against
each other with direct interaction through results. Students apply
marketing concepts and demonstrate how the marketing funchon
impacts financal performance.

For more information email us at sales _requesti@interpretive.com, or go to our websibe weww. interpretive. com.
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