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Supporting resources

Visit www.pearsoned.co.uk/hollensen to find valuable online resources:

For students
� Full versions of the video case studies at the start of each part opener
� Multiple choice questions to test your learning
� Weblinks

For instructors
� A complete, downloadable Instructor’s Manual
� PowerPoint slides that can be downloaded and used for presentations
� Extra online case material

For more information please contact your local Pearson Education sales representative or visit
www.pearsoned.co.uk/hollensen.
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