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FEATURES

Preface

This seventh edition of Management: Meeting and Exceeding Customer Expectations
is a comprehensive survey of the functions of management as they are currently
being applied, in the United States and around the world. The content and fea-
tures are structured to reinforce two continuing themes that are woven into the
chapter narratives: (1) the never-ending effort by managers and organizations to
meet or exceed customers’ needs, and (2) the need organizations and their people
have to be guided by effective leadership.

The authors have made every effort to keep this text objective, timely, and in-
teresting to both the student and the instructor. All case problems, examples, and
features portray actual companies and managers in action. Companies have been
selected to provide balance between large and small organizations representing ser-
vice, manufacturing, and retailing industries. Successes as well as failures are in-
cluded to lend perspective and aid in understanding.

This text is designed to introduce you to terminology, theories, and principles at
the core of business management. The book is divided into six comprehensive
parts, comprising a variety of examples, applications, exercises, and devices. Each
chapter contains the following components:

A list of specific Learning Objectives—concepts to be mastered through chap-
ter content—at the beginning of each chapter. Each learning objective is also high-
lighted in the page margin to identify where the content addresses the objective.
A list of Key Terms defined within the chapter narrative, highlighted in the
page margin, and presented in the glossary at the back of the book.

A Management in Action chapter introductory case involving managers and
their organizations—large and small, service, retailing, or manufacturing—en-
gaged in a variety of activities that relate and connect each chapter’s essential
concepts. The case is regularly referred to throughout the chapter.

Figures designed to illustrate and summarize essential concepts.
Photographs chosen to enrich the chapter content.

A Global Applications feature demonstrating the successful application of one
or more of a chapter’s concepts from the practice of management in other
countries.

An Ethical Management feature reporting on managers facing decisions that
contain a variety of issues and consequences for themselves and others.

A Valuing Diversity feature depicting unique ways in which organizations
show appreciation for their diverse employees.

XV
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A Managing Technology feature highlighting techniques that can make the
manager more productive.

A Chapter Summary providing a narrative explanation for each of the chapter’s
learning objectives.

Review Questions designed to assist in mastery of the chapter's learning
objectives.

Discussion Questions for Critical Thinking intended to provide an oppor-
tunity to analyze and apply the chapter’s concepts to practical situations.
Internet Exercises designed to help in applying one or more of the chapter’s
key concepts.

An Application Case—found at the end of each chapter—presenting man-
agers and organizations and their attempt to cope with the major issues raised
in that chapter.

A Video Case to help bring key management concepts and issues to life in
the classroom.

Throughout your study of this text, try to relate what you read and discuss to
your own experiences. You have already been practicing—and perhaps violating—
many of the principles of management. What you are about to learn is an extension
and refinement of what you already know—a blending of it with the experiences of
others.

Although you will be reading each chapter as a separate area of study, try to
relate it to what you have experienced and read previously. By linking the content
of each chapter to that which has preceded it, you will begin to appreciate that
management is a tapestry with many threads that run parallel to and across one
another. For example, planning relates to all the management functions; it is part of
every management activity in much the same way as is communicating. Periodi-
cally step back from your study to see the “big picture” of which each chapter is
but a part.

Upon completion of this text and course, you will have developed your own
philosophy of management and be armed with the essentials necessary for im-
proving your career. You will become a better manager of your own concerns as
well as the work of others.

ORGANIZATION OF THE CONTENT

Part 1: Management Concepts. This section provides a basic overview of man-
agement, the evolution of management thought, management’s commitment to im-
provement, and the various environments that affect the practice of management.

Chapter 1 explores what management is about, why it is necessary, the needs
managers must address, management functions, management roles, management
skills, and management myths and realities.

Chapter 2 takes the student on a journey through the past, examining the
evolution of management theory from the classical schools through today. It as-
sesses the contributions made by each and explains the links among them.

Chapter 3 focuses on management’s commitment to continuous improvement.
The link between quality, productivity, and profitability is explained. Factors that
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affect productivity are examined along with the commitments necessary by top,
middle, and first-line management to improve quality and productivity. Key con-
cepts such as core values, reengineering, open-book management, empowerment,
and knowledge management are introduced.

Chapter 4 lists and defines the internal and external environments that affect
and challenge the practice of management. Business as an open system and the de-
mands of stakeholders are the major focus.

Part 2: Planning and Decision Making. The importance of the first function of
management—planning—is examined from several perspectives in Chapters 5 and
6: organizational, contingency, strategic, and operational. The relationship of plan-
ning to all other management functions, and ways to make it more effective, are
covered. The art of decision making is the focus of Chapter 7.

Chapter 5 explains the importance of planning, the framework for plans, types
and uses of plans, and the planning process.

Chapter 6 explores the nature of strategic planning, elements of planning
strategies, levels of strategic planning, and the strategic-planning process.

Chapter 7 guides the student through the steps for rational decisions, decision-
making climates, quantitative methods, and the various influences on the manager’s
problem-solving efforts.

Part 3: Organizing. Organizing is examined as a process along with why differ-
ent organizations adopt different approaches to structuring their operations. Both
the formal and informal organization are included in the discussions. Organizing
principles are demonstrated with examples.

Chapter 8 looks at the formal organization, the organizing process, its key
principles and concepts, and the informal organization.

Chapter 9 covers organizational design, the range of organizational-design out-
comes, contingency factors affecting organizational design, and the structures in
common use.

Chapter 10 features organizational culture and handling change. The mani-
festations of cultures and subcultures, creation of cultures, nature of change, man-
aging and implementing change, and the concepts connected with organizational
development are covered comprehensively.

Part 4: Staffing and Leading. This section develops the concepts of staffing,
communication, motivation, leadership, team management, and conflict. Essential
legal concepts are included along with the principles and practices that affect each.

Chapter 11 surveys staffing from human resource planning to employee sep-
arations. Sociocultural and legal influences are addressed along with such activi-
ties as job analysis, job evaluation, training and development, and the practice of
staffing in a union environment.

Chapter 12 focuses on communication—organizational and interpersonal. The
communication process and barriers to it are demonstrated along with how man-
agers can improve their communication efforts.

Chapter 13 explores motivation and the applications of the most relevant the-
ories. Special attention is given to how managers can use their insights and prin-
ciples to get the most from themselves and team members.
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Chapter 14 looks at leadership. Its importance and associations with power
and authority are detailed. The roles leaders must play with their followers are re-
viewed along with the theories that govern the practice of leadership and the styles
that leaders may adopt.

Chapter 15 examines team management and conflict. The nature and types
of teams, philosophical approaches to team management, and how to establish
team-based organizations are included. Conflict is defined, and the causes of and
methods for managing it are discussed.

Part 5: Controlling. This section examines and applies different aspects of the
principles and theories of control.

Chapter 16 focuses on the nature of control, the control process, types of con-
trols, and characteristics of effective controls. Added emphasis is given to the art
of making controls effective.

Chapter 17 is an in-depth look at four kinds of controls: financial, budgetary,
marketing, and human resource. Financial statement analysis is followed by budget-
development processes and types of budgets. Various marketing controls are scruti-
nized next, followed by popular human resource controls.

Chapter 18 looks at operations management—its nature; its link to planning,
processes, and facilities; and how to manage operations. How to control opera-
tions for both quality and productivity is included.

Part 6: Special Concerns. This section explores information management systems,
international management, succeeding in one’s career, and management ethics and
social responsibility. Although all chapters include regular features on ethics and
international applications, these important subjects merit further exploration.

Chapter 19 focuses on information flow and how it can be managed in or-
ganizations. Management information systems and decision support systems are
discussed in detail.

Chapter 20 explores the recent trends affecting businesses in global markets,
the nature of the international business environment, and the nature of multina-
tional corporations. Each function of management is discussed as it applies to an
international operation and environment.

Chapter 21 is concerned with career management. Stages in career develop-
ment and steps in career planning are analyzed. Discussed next are several strate-
gies managers can take to advance their careers.

Chapter 22 examines ethical issues and the need to be proactive when man-
aging for social responsibility. After defining both concepts, the chapter explores
ethical tests, approaches to social responsibility, and the links between them and
applicable legal requirements. The issues of responsibilities to stakeholders and of
government regulation of business activities are dealt with as well.

Thomson Learning is committed to providing you, our educational partners, with
the best educational resources available. Because we prepare our instructor re-
sources with a variety of teaching environments in mind, it is likely that you will
need only a portion of these for your course. Before you request an item, we ask
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that you please read thoroughly the description of each resource. If you still need
more information about resources, we urge you to contact your local Thomson
Learning sales representative or visit our Web site at http:/plunkett.swcollege.com.
Many teaching and learning resources can be downloaded directly from this site.

Student CD-ROM. The student CD-ROM, included with every copy of the text,
offers a comprehensive video case that explores the characteristics of learning or-
ganizations. It features Yahoo!, the high-tech company that leads the way for more
traditional organizations on the Web, learning as it goes. Case questions are pro-
grammed to allow students to email their solutions directly to their instructors.
Also available on the CD-ROM are additional video cases, interactive quiz ques-
tions for each chapter, and a complete management glossary.

Study Guide (0-324-02727-3)—prepared by Harold C. Babson, Columbus
State Community College, and Murray S. Brunton, Central Ohio Technical
College. Designed from a student’s perspective, the value-laden study guide comes
with all the tools necessary to maximize results on exams and in class. Chapter
outlines are included, as well as pre-tests, post-tests, and numerous self-study ques-
tions. Concept applications include skill-builder exercises and a journal for keep-
ing track of observations of concepts presented as they relate to classroom dis-
cussion and on-the-job experience. Answers are provided for all self-tests.

Instructor’s Resource Guide (0-324-02762-5)—prepared by Thomas Lloyd,
Westmoreland County Community College. The Instructor’s Manual empha-
sizes our integrated learning system. Each chapter includes learning objectives; key
terms; outlines annotated with additional examples and other lecture-enhancing
stories and facts; complete solutions to all end-of-chapter questions, activities, and
video cases: and additional cases.

Test Bank (0-324-11683-7)—prepared by Thomas Lloyd, Westmoreland
County Community College. Organized around the text’s learning objectives, the
test bank is available to instructors in print and computerized format. The test
bank contains more than 2,900 true/false, multiple-choice, matching, short answer,
and essay questions.

Examview (0-324-02731-1). This supplement contains all of the questions in
the printed test bank. This program is an easy-to-use test creation software com-
patible with Microsoft Windows. Instructors can add or edit questions, instruc-
tions, and answers, and select questions (randomly or numerically) by previewing
them on the screen. Instructors can also create and administer quizzes online,
whether over the Internet, a local area network (LAN), or a wide area network
(WAN).

PowerPoint—prepared by Stephen M. Peters, Cool Pictures and Multimedia.
More than 200 full-color images supplement course content and expand on it
through slides drawn from relevant material in the text.

Instructor’s Resource CD-ROM (0-324-11652-7). Key instructor ancillaries
(instructor’s manual, test bank, and PowerPoint slides) are provided on CD-ROM,
giving instructors the ultimate tool for customizing lectures and presentations.
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Transparency Acetates (0-324-02730-3). A full set of acetate transparencies of
all text figures is available to enhance classroom presentations.

Taking the Lead Telecourse Videos—prepared by INTELECOM, a not-for-
profit producer of distance learning courseware. An award-winning telecourse
that explores the ideas and practices of contemporary management, Taking the
Lead is a series of 26 half-hour video programs designed by INTELECOM to cor-
relate with Management: Meeting and Exceeding Customer Expectations. Related tele-
course components include a Telecourse Study Guide, available from South-Western
(0-324-02728-1). Designed around the telecourse videos, each lesson in the study
guide includes learning objectives; an overview of the lesson’s subject material;
assignments that link the video lesson with applications in the textbook; a list of
key terms and definitions; video viewing questions; a self-test; and expanded analy-
sis of the lesson’s concepts.To request a preview or to find out more about this
INTELECOM video course, visit http:/www.intelecom.org or call (626) 796-7300.
To license Taking the Lead for distance learning, call (800) 576-2988.

Video Cases (0-324-11684-5, 0-324-11685-3, 0-324-11686-1, 0-324-16084-4).
Our video package, available on four VHS cassettes, includes twenty-two videos
that bring action-based insights right into the classroom. Organizations featured
include Yahoo!, Burton Snowboards, and Ben & Jerry's. These videos frame man-
agement issues in such a way that students must apply some aspect of chapter con-
tent to their analysis of the issues.

CNN Video: Management and Organizations (0-324-13495-9). Forty-five
minutes of short segments from CNN, the world’s first 24-hour all-news network,
are available on VHS cassette to use as lecture launchers, discussion starters, top-
ical introductions, or directed inquiries.

InfoTrac College Edition. With InfoTrac College Edition your students can receive
anytime, anywhere online access to a database of full-text articles from hundreds of
popular and scholarly periodicals, such as Newsweek, Fortune, Entrepreneur, Journal
of Management, and Nation’s Business, among others. Students can use its fast and
easy search tools to find relevant news and analytical information among the tens
of thousands of articles in the database—updated daily and going back as far as
four years—all at a single Web site. InfoTrac is a great way to expose students to
online research techniques, with the security that the content is academically based
and reliable. An InfoTrac College Edition subscription card is packaged free with
new copies of the Plunkett text. For more information, visit http:/www.swcollege.com/
infotrac/infotrac.html.

Web Site (http:/plunkett.swcollege.com). A rich Web site at http:/plunkett.sw
college.com complements the text, providing many extras for students and instruc-
tors. Resources include interactive quizzes, downloadable support materials, addi-
tional cases and Internet exercises, and links to other useful resources.

WebTutor™ on WebCT and on Blackboard. WebTutor complements Man-
agement: Meeting and Exceeding Customer Expectations by providing interactive re-
inforcement. WebTutor’s online teaching and learning environment brings together
content management, assessment, communication, and collaboration capabilities
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for enhancing in-class instruction or for delivering distance learning. For more in-
formation, including a demo, visit http:/webtutor.swcollege.com.

Personal WebTutor™. This Web-based study guide reviews critical text material
chapter by chapter. Concepts are reinforced through extensive exercises, problems,
flashcards, self-tests, and other tools. Access certificates for Personal WebTutor can
be bundled with the textbook, or students can preview and purchase the product
directly online for subscription periods of one month or four months. Visit http:/pwt
.swcollege.com for more information and to view a demo.

Experiencing Management (0-324-01598-4). An innovative new product, Ex-
periencing Management is a totally online collection of Web-based modules that uses
the latest Flash technology in its animated scenarios, graphs, and models. Designed
to reinforce key management principles in a dynamic learning environment, Ex-
periencing Management maintains high motivation through the use of challenging
problems. Try it by visiting http:/www.experiencingmanagement.com. Experiencing
Management is available for purchase online by each individual module, or as a
collection of all fourteen modules. As an alternative to ordering online, higher ed-
ucation academic instructors or curriculum coordinators who wish to place orders
for multiple copies to be bundled with Management: Meeting and Exceeding Cus-
tomer Expectations should contact their Thomson Learning/South-Western College
Publishing Sales Representative at (800) 876-2350.

Management Power! PowerPoint Slides (0-324-13380-4). Management Power!
is a CD-ROM of PowerPoint slides covering 14 major management and organiza-
tional behavior topics: communication, control, decision making, designing organi-
zations, ethics and social responsibility, foundations of management, global manage-
ment, human resources, innovation and change, leadership, motivation, planning,
strategy, and teams. These easy-to-use, multimedia-enriched slides can easily be
modified and customized to suit individual preferences.

Management
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A Strategic Guide

to the seventh edition of Plunkett, Attner, and Allen’s
Management: Meeting and Exceeding Customer Expectations

Good planning and organization are equally essential to successfully operating a business and writing a textbook
—and using one! This guide introduces you to the features in the text that are designed to help you master the
management concepts fundamental to success in today’s business environment.

This text has been organized around the Learning Objectives,
to create for you a tightly integrated learning system.

ExmenwE

<4 CHAPTER OBJECTIVES

The Learning Objectives listed at the beginning of
every chapter briefly state the skills you will acquire
from reading the chapter.

Organizational Planning

141

dent of ebay Technologies. Maynard Wehh, had 10 make certam that
g it res rebuild the

CHAPTER SUMMARY

# planni List and explain the steps in a basic planning
e proces

Contingency Plans

I rovidc e ahilin o ad

NUMBERED ICONS »
Each objective, with its 5
numbered icon, then appears
in the chapter margin where
the objective is fulfilled, so
that you can quickly locate
the applicable material.

Exploin the relatianships betwsen strategic,
tactical, and operational goals. fli-1 i I

CHAPTER SUMMARIES »

The summary at the end of the chapter is organized
around the Learning Objectives as well, reinforcing
the key points under each objective.
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MANAGEMENT »
IN ACTION

These cases highlight
relevant experiences of
actual companies and
managers. This example,
for instance, offers practi-
cal, real-world application
of a company’s mission.

A Strategic Guide

Founded m September 1995
by Pierre Omudyar, ¢Bay began as a
place for trading Pez dispensers
Users can find everything from the
practical, umque, and interesting on
eBay—such as automobhiles, chintz
china, jewelry, teddy bears, musical
mstruments, |1hulngl'aphu L'L|l||[)-
ment, computers, furniture, and fig-
unnes " eBay doesn't actually carry
the inventory It hosts the auctions
and charges the sellers a lee for its
services. (See "About ¢Bay,” http/
www.ebay com.)

By 1998, a headhunter recruited

MANAGEMENT

tomers to express themselves directly
1o the firm in response 1o the firm’s

communications. One of the ways

Whitman scans the environment is
through the “Voice of the Customer
Day " Each month, 10 10 20 cus-
tomers are brought to eBay's offices
1o meet new employees, as well as
Whitman. "One of the things I'm
most [ocused on is managing some-
thing that's growing [rom a small
town 1o a larger community,” says
Whitman (Green, 1999)

The eBay user community was
sending signals that it was inter-

KEY TERMS
budget
confingency plan
forecasting
managemenl by objectives (MBO)
mission statement

operational objective

operational plan

plan

planning

single-use plan
standing plan
stalegic goal
strategic plan
shategy

stretch goal
lachc

tactical objective

tactical plan

Organizational Planning

Affer studying this chapter, you should be able to

D Explain the importance of planning

n Describe the importance of an organizalion's mission stalement

Discuss the pu

contingency plans

B List and explain the steps in a basic planning process

n Discuss various ways 1o make plans effective

D Describe the barriers o planning

OBJECTIVES

IN ACTION

& Buuterfield, which brought higher
valued ttems to the site. She also
purchased Cruise International
Auctioneers, an automobile auction-
cer company, allowing automobiles
to be auctioned on the eBay site
eBay is a multibillion-dollar
company and has grown at a phe-
nomenal rate in terms of the number
of people who are using eBay, the
quantity of items that are being listed
for sale, and the dollar amount of
transactions that close everyday. It
is difficult 1o forecast this rate of
growth, and a lack of forecast caused
poor technology planning, Further-
more, eBay had little or no backup
strategy in case ol an emergency

For most Web sites, the supporting
infrastructure is a [ragile ecosystem
of software, hardware and wiring. A
small weakness tn any part can cascade

© MICHELLE GARRETT/CORBIS

rd g new market segment for online auctions of higher-

125

<4 KEY TERMS

The terms are your
introduction to the
vocabulary of manage-
ment. They are listed at
the beginning of each
chapter, then defined in
context, as well as in a

master glossary at the
back of the book.
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- company o e <4 GLOBAL APPLICATIONS
e This feature presents a successful application
=X b S A e of a chapter concept by an organization from

another country. The selection of organizations
is varied by country and by industry—service,

manufacturing, retail.
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VALUING DIVERSITY »
Designed to illustrate how managers value st ok ek e
and utilize diversity, you will see diversity Tactical Flans
as a business strategy in large and small il 15
organizations, balanced by industry.

i wnagers. 4 tactical plan is concerned with whit cach of
al subsystems must do. how they must do 11, when things

must he dume. where acuivities will be performed, what resources are o be un
fizedl, andl sho will Rave the authority needed o perform cach task. Tactical plans

have mare detals, shorter e Trames, and narrower scopes than strategic plans

they wssally span one year or less

Stratege and tactical plans are bsually bt nor tlways el Every strawgs
tequires a seres of tactical and operational plans ke 10 each other 10 achieve
travcgie goak: miiddle managers, however, do create plans o each what are
uniguely department, divisior, o team gouls, both for the shart and long termt
The tacteal plans discussed i the oBay case are all related 1o reaching the com
pany’s stmtegic goals. Twa stich plans involved the lollowing:

Lo bl o “warm hackup, a redundant compitter system 1o take over when

the mam ome iled.
Tobuld a “hot hackup” that could reduce any blackonts 1o less than an hour
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functions, the hehaviors of organizational members. and the shaping of the orga-
mzation's culture ( Jones and Kahaner, 1995). Many companies are placing their
misston statements ort thew Weh sites, which can be read with a browser Browser
soltware 1s the subject of this chaprer's Managing Technology leature

Figure 5.1 illustrates the mission statements lor Starbucks, eBay, and Amgen

Notice the emphasts on quality—

meet—in these statements: The mi
an he measured. The
parent in the mission statement

which dec

While creating a misston statement. management expent Peter Drucker states
that two guestions musi be answered  What 1s our husiness? What should it he?
(Drucker, 1954) These questions must be rused and answered periodically, not
Just when lorming a business. The answer to the lirst question is determined in
part by the customers an organtzation currently serves, Meet
needs has made the « won what it 1s. The answer o

deter

ned i pan by the custom

needs of dentified ¢ ers, along v

dictate what product:

and what thewr levels of qualiy will be

since the values, behels, and wants of an organization's customers keep chang-

o

1 customer needs that the organization can

ith th

and services it creates and/or sells, what

127

cnICnt serves as 4 temf i
ton's values should be easily ap

seeon

4 MANAGING TECHNOLOGY
Effective management techniques are
never static, so each chapter includes

firm's experience and

esses 1l uses.

mg, so o must the organization. Consider the sitaton ¢Bay has faced since 1t an overview Of a [eChl’lOIOgy [ha[ can

began i 1995 This virtual anction house (the

ment in Actton case) w3

growing over 50 perd

subject of this chapter’s Manage-

it quarer 10 quarter, miking i3 increase managers’ productivity. Based

new company every three months By staying locused on the missu o help . + "
pooile tride procuellcfcything o eariti-EEO Margret €. Whitiisxurned on emerging technologies, this survey
eBay from a quirky ides into an Internet giant capable of handling millions of o s . .
buyers and seflers. .. More than that, Whitman has helped gtz gie-soran p1 ovides 1n51ghl into the environment
wlz\”vl\.:‘,:»:v\‘\.\;nfz-:ylﬁu“nu‘v‘;’_’;?\.vkum 1 one af the most powerlul economic forces on the thal you, as a managel‘ Of tomorrow,
will face.
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APPLICATION CASE »

Each chapter includes an actual
case problem, directly related to
the chapter content. Some are
success stories; others present
unresolved problems. All of these
case studies, however, allow you
to apply what you have learned.
There are no right or wrong
answers—just workable solutions,
based on underlying principles of
informed management decisions.

VIDEO CASE »

Each chapter concludes with a
video case designed to bring key
management concerns and issues
to life in the classroom.
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