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Supporting resources
Visit www.pearsoned.co.uk/hooley to find valuable online resources

Companion Website for students
• Annotated weblinks to relevant specific Internet resources to facilitate in-depth

independent research
• Additional classic csaes that allow you to apply theory to recognisable 

real-world brands and products

For instructors
• PowerPoint slides, including key figures from the book
• Extensive Instructors Manual, with guidelines on how to get the most out of the

book in your teaching

Also: The Companion Website provides the following features:

• Search tool to help locate specific items of content
• E-mail results and profile tools to send results of quizzes to instructors
• Online help and support to assist with website usage and troubleshooting

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