Reading Reimagined

Revel for Marketing

Revel is a digital platform which
provides an integrated, flexible
learning experience, designed to
engage and motivate students.

Revel offers your marketing students the
tools to read, practise and reflect in a single
resource packed with multimedia and online
exercises to support active learning.

Assign learning activities and keep track

of student progress via the Performance
Dashboard. You will also be able to quickly
and easily identify the students who have not
completed tasks or might be struggling, for
early intervention.

“Highly likely to recommend
Revel to colleagues both

in Swansea and other
universities...it’s a fabulous
way to integrate blended

learning.”

Dr Samantha Burvill, Senior
Lecturer, Swansea University




Encourage active reading

—of 1 point

Test your understanding of Porter’s generic strategies
Unlimited tries --of 1 point

Consider the following global brands. Place the brand names in the relevant section Think about adverts that are personalised to you
of Parter's generic strategies.

: There is a minimum of 20 characters required to post and earn points. If
* Aston Martin

CBMW submitted, your respense can be viewed by your instructor.
* ASDA . P
« Primark Have you noticed that when you purchase an item on, for example, Amazon, you see

similar suggestions afterwards on other social media platforms?

* Mercedes

* The White Company Based on the data collected about your lifestyle and preferences, you will see
* M&S different adverts on your social media feeds from those your parents, carers,
* Claire's siblings and friends will see.

* lceland Food : ; =
Reflect on why this happens? Why should different advertisements be visible on the

same page for different users?
Choices can be re-used. Show instructions

Write your response here...
Aston Martin Mercedes Prirnark Asda Claire's

0/ 20 minimum

Cost leadership

Differentiation

Focus cost

Focus differentiation

Reflective journal entries prompt
students to pause, question and think
e critically about what they are reading.

Domineo's Pizza's digital revolution

Exercises like drag and drop, fill-in-the-blanks and
matching are seamlessly woven throughout the
text so students can check their understanding as
they go.

Watch
Meat substitutes

‘Doming’s CEQ: Most Pizza Sales Through Digital'
Source: Bloomberg. 20 October 2016,

Source: Why meat substitutes investing is not a sure-fire bet, November 28 2019 Produced by Alpha Grid. @ Releva nt Videos are integrated

T Fnanci Times. throughout to engage students. They
also include full transcripts, making
- them flexible and more accessible
for everyone.




Help students apply theory

= Com Model

MY PROGRESS - 15%

DEFINITIONS OF MARKETING 4

Decision Point: Choosing Your Target Market 10f2
The communication process begins with selecting a target audience - the group with whom
Take-A-Ride will be communicating. Which target market would be the most likely to find

the bike-share program valuable, and thus be the most profitable for the firm?

Select an option from the choices below and click Submit.

Tourists

Marketing plays
a socialrole in

DEFINITIONS OF MARKETING 4

society 5
@Charlesmn residents

Charleston college students

10f2

Communication Model

MY PROGRESS - 42% >

Decision Point: Choosing Your Message Design

With the target market and communication objective identified, you now need to begin the
process of message design. As you develop your message's content, you need to choose an

& o k Marketing i ietal pr
appeal that will facilitate achieving your communication objective. arketing Is aisacleral process by

which individuals and groups

obtain what they need and want 5
through creating, offering and

freely exchanging products and
services of value with others.

Which of the following will best achieve your communication objective?

Select an option from the choices below and click Submit.

Rational appeal: Show consumers how a bike-share program benefits them and Charleston.

e Emotional appeal: Use humor to generate positive emotions for bike sharing and Take-A-Ride.

Frms

Now it is easy for your students to revise

_ key concepts with ready-made sets of

flashcards available for each chapter.
In-built mini simulations put students in the
position of marketing professionals, making
choices and seeing the impact of their decisions.

Question 1 of 10

— of 5 points
9.1

Title: Think like a marketer topic 1: Strategic approach to planning

Grade: /100 If a manufacturer of automabile accessories was unable ta sell any products on
a particular day, they may do so in the days, weeks or months to come.

Learning Objective: 1.4 Outline an argument for taking a strategic approach to planning marketing campaigns However, a hairdresser's failure to sell their services on a particular day
amounts to a day’s lost opportunity. Which of the following challenges of

eseipons {b marketing services does this scenario best exemplify?

Huge Pizza (HP) is a takeaway pizza restaurant based in Birmingham in the English midlands.

The delivery area for HP is within six miles of Selly Oak in Birmingham. There is a large student population in the area as well as members of the local community with O Inseparability,
young families. The owner, Joe, thinks there is potential to increase business during exam times, and at the start of the academic year. He tells you that he thinks the
majority of the company’s business takes place on Thursdays, Fridays and Saturdays. He is convinced that by reducing prices on those nights, he will bring in extra custom Q) \variability.

for the rest of the week. However, you are not so sure because the burger place down the road does special offers on other days.
Tasks: Q) Perishabilty.

1. Using PowerPoint (or similar) produce a persuasive presentation which outlines an argument to Joe explaining why he should not make a rash decision and why a O Intangibility.
proper marketing plan is a better approach.

2. Explain the principle of the marketing mix and how it works, ilustrate this by sing examples from researching pizza companies online.

3. Using your own knowledge and online research, suggest three objectives for a marketing plan that would help Joe achieve his objectives.

Tips:
Your answer should highlight the link between business planning and marketing planning to Joe. You might recommend he think about some research to find out what

customers buy and when. He should lso consider who his competitors are and plan a strategic response to their actions. Your explanation of the marketing mix to joe
should get hin thinking about what combination of elermients would be most appealing Lo his potential ustormers.

Student tasks

1. Add a video (optional)

2. Add an audio (optional)

2 88 doumert oo After reading a chapter, students
can take a short quiz to test
their knowledge. Their scores
and answers will appear in the
Performance Dashboard.

Think like @ marketer assignments put students in charge of the
marketing function to action real world problems. They enter
their response in Revel and can also upload slide decks or audio/
video files as part of their submission.




Revel helps lecturers and students

In 2018, The School of Management at Swansea University used two Revel titles across
strategic management and marketing modules in two semesters. The results showed:
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(6T
6.3% 11.8% 88%

higher average mark higher mark for students of students were likely to
for students who used who also used the revision recommend Revel.
Revel. session created in Revel by

their lecturer.

Marketing titles available through Revel

Principles of EL v
Our Revels cover a range of bl o s

. . . 1Al AC LIS KOTLER Marketing for
areas within the marketing KELLER Hosptaltyand Tourism
discipline, from Digital SHERE ;
Marketing to Consumer
Behaviour, and our new

Principles of Marketing
i ifi Principles of Marketing 1/E  Marketing Management Marketing for Hospitality
Revel’ written SpeCIflca”y Owusu-Barnaby 16/E and Tourism 8/E

MARKETING MANAGEMENT

16e

for the dlgltal environment. Kotler, Keller & Chernev Kotler

GlObal A European Perspective
Marketing

T ¢
0 & ® Marketing
ljﬂ% Communications

touchpoints; sharing and disrption

@ il il 3 S ool

9

Global Marketing 8/E Consumer Behaviour Marketing Digital Marketing 6/E
Hollensen 7/E Communications 8/E Chaffey &
Solomon et al Fill & Turnbull Ellis-Chadwick

Get started with Revel

Our team can help you discover all that Revel has to offer you and your students.
When you choose to use Revel, Pearson’s Expert Support team will help you get
started and provide advice as you use the platform throughout your course.

Get in touch at go.pearson.com/uk/revelmarketing


http://go.pearson.com/uk/revelmarketing
https://www.pearson.com/en-gb/subject-catalog/p/principles-of-marketing/P200000007234/9781292296159
https://www.pearson.com/en-gb/subject-catalog/p/principles-of-marketing/P200000007234/9781292296159
https://www.pearson.com/en-gb/subject-catalog/p/marketing-management-global-edition/P200000004662/9781292422145
https://www.pearson.com/en-gb/subject-catalog/p/marketing-management-global-edition/P200000004662/9781292422145
https://www.pearson.com/en-gb/subject-catalog/p/marketing-management-global-edition/P200000004662/9781292422145
https://www.pearson.com/en-gb/subject-catalog/p/marketing-for-hospitality-and-tourism-global-edition/P200000004657/9781292363523
https://www.pearson.com/en-gb/subject-catalog/p/marketing-for-hospitality-and-tourism-global-edition/P200000004657/9781292363523
https://www.pearson.com/en-gb/subject-catalog/p/marketing-for-hospitality-and-tourism-global-edition/P200000004657/9781292363523
https://www.pearson.com/en-gb/subject-catalog/p/global-marketing/P200000004481/9781292177687
https://www.pearson.com/en-gb/subject-catalog/p/global-marketing/P200000004481/9781292177687
https://www.pearson.com/en-gb/subject-catalog/p/consumer-behaviour-a-european-perspective/P200000005457/9781292245430
https://www.pearson.com/en-gb/subject-catalog/p/consumer-behaviour-a-european-perspective/P200000005457/9781292245430
https://www.pearson.com/en-gb/subject-catalog/p/consumer-behaviour-a-european-perspective/P200000005457/9781292245430
https://www.pearson.com/en-gb/subject-catalog/p/marketing-communications-touchpoints-sharing-and-disruption/P200000004190/9781292235004
https://www.pearson.com/en-gb/subject-catalog/p/marketing-communications-touchpoints-sharing-and-disruption/P200000004190/9781292235004
https://www.pearson.com/en-gb/subject-catalog/p/marketing-communications-touchpoints-sharing-and-disruption/P200000004190/9781292235004
https://www.pearson.com/en-gb/subject-catalog/p/digital-marketing/P200000003911/9781292241579
https://www.pearson.com/en-gb/subject-catalog/p/digital-marketing/P200000003911/9781292241579
https://www.pearson.com/en-gb/subject-catalog/p/digital-marketing/P200000003911/9781292241579
http://go.pearson.com/uk/revelmarketing
https://www.pearson.com

