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Preface

With the success of the first Canadian edition of Business: A Changing World, we
were excited with the opportunity to update and further improve the second edition
of this award-winning text. The compact format helps instructors move away from
rushing through the material, and allows them to cover everything in a single se-
mester or quarter. Technology, specifically the Internet, makes it possible to expand
the subject matter, content, and learning devices beyond the textbook. At the same
time, students learn to compete in a world where businesses use virtual compo-
nents—and to keep up with, and hopefully stay ahead of, changes in the business
world.

After extensive research and suggestions from our reviewers, the second Canadian
edition of Business: A Changing World reflects the exciting challenges presented by
business in the twenty-first century. This text provides 15 chapters on topics that
instructors view as essential for the highly competitive introduction to business
market.

Six perspectives that are changing the world of business are emphasized through-
out the complete teaching package—the globalization of business, quality, ethics and
social responsibility, diversity, technology, and productivity. These current business
challenges are integrated into the text and also appear in boxes in each chapter.

0 Think Globally == Value Diversity

\\@ Strive for Quality ~: Embrace Technology

? Consider Ethics & Social Responsibility ?} Enhance Productivity

In addition to strong coverage of eBusiness throughout, all six parts have a
Cyberzone part-ending feature that provides insights on how the Internet is chang-
ing the business arena. These features provide an up-to-date report and links to sites
that focus on the Internet’s use in different areas of business.

In the text, the use of real-world examples, boxed features, and new video cases
creates excitement about business and stimulates students’ thought processes, judg-
ment, and communications skills. To assist in utilizing cognitive processes related to
decision-making skills, the text provides a dilemma and a skill-building exercise in
each chapter. We wanted this book to encourage students to think, communicate,
and make their own decisions—invaluable critical skills that can always be used in
the changing world of business.

WHAT'S NEW IN THE 2no CANADIAN EDITION

* Based on feedback from reviewers who requested a more concise text, the
text has been shortened to 15 chapters. The Legal and Regulatory Environ-
ment, formerly Chapter 2, now appears as Appendix A at the end of the text.
This allows students to focus on just the necessary and critical areas of law
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and regulatory issues (in addition to relevant and integrated coverage
throughout the text), and accommodates a 13-week semester.

* Reviewers asked for increased coverage of entrepreneurship, reflecting the
importance of small business in Canada. We’ve added more examples of
entrepreneurship to help students relate to the concepts presented.

* You also asked for expanded coverage of insurance—we increased and inte-
grated this coverage.

* Reviewers asked us to engage the students and initiate lively classroom
discussion. See our “Solve the Dilemma” boxes for new and engaging hypo-
thetical situations and creative problem solving.

* Stronger experiential exercises related to technology were another request.
We responded with “Searching the Online World” exercises at the end of each
chapter.

* Student Success! After all, that’s what it’s all about. Included in our robust
Online Learning Centre are numerous resources including skill-building
exercises and a Student Success Centre. This Centre includes a Study Guide
(including quizzes different from the web site), videos and related cases, and
all new role plays!

Our mission was to develop a book that prepares students for today’s rapidly
changing business environment. We wanted to prepare them to understand how busi-
nesses use the Internet. It was important that they recognize how global competition,
economic fluctuations in different parts of the world, and a push for more customer-
focused and people-friendly organizations make business decision-making more
challenging. By promoting a greater understanding of essential technological issues
and instilling a higher sense of self-development, this second Canadian edition pre-
pares students for a variety of opportunities and challenges. With that kind of prepa-
ration, we believe that any student will be ready to succeed—in business and beyond.

ORGANIZATION

Business: A Changing World is divided into six parts. Part One introduces the fun-
damentals of contemporary business and economics and discusses social responsi-
bility, ethics, and global business concerns. Part Two deals with forms of business or-
ganization and small business and entrepreneurship. Part Three explores
management principles, structuring the organization, teamwork, communication,
and production and operations management. Part Four focuses on human relations
and human resources management. Part Five covers customer-driven marketing.
rom  Part Six addresses financial management. In addition, the book includes an
| = appendix on preparing a business plan.

Pedagogy
Business: A Changing World provides numerous features to facilitate student
learning:

* Maps are provided immediately before Chapter One for student
reference in their study of business and globalization. The maps we’ve
supplied include:

A map of Canada, a map of the World, and a map of the European
Union.
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* Learning objectives at the Objectives
beginning of each chapter inform Aes reading s chapter,you will b bl o
« Define entrepreneurship and small business.
Students abOUt What Shoujd be ’ + Investigate the importance of small business in the Canadian economy and why
1 i 1 certain fields attract small business.
aChleved after readlng and Studylng +  Specify the advantages of small-business ownership.
ﬂle Chapter. + Summarize the disad: ges of small-business o hip and analyze why
many small businesses fail.
= Describe how vau ga about starting a sm. and what resources are
. " .
A. chapter-opening -
vignette sets the scene Enter the World
for issues discussed in of Business
each chapter. The Leopard Did Change His
Spots—They Grew

ive, Conrad

Th

Moffat Black was born August 25, 1944, in
Montreal. After lavmg hanu at age 18, he
earned a hi

1

d

Laval, and an MA

‘An

avid student of history, he has written several
books (including an autobiography) about politi-
cal figures such as Maurice Duplessis, Napoleon,
and most recently, Franklin Roosevelt.
Mr. Black purchased his first newspaper, the
Shcﬂm)nhﬂamrd whmhewasstmoliTwoyraxs

gained conn-ol of Argus Cx

with the

acquumnn of the Sterling Company chain. Five years later, at age 33 he

k

Alph ics h d Central Amer-

e

bility of

Electronic
advantages to both consumers and
business. E-commerce allows small-
and medium-sized enterprises to reach
4 wider market than traditional busi-
ness models, and there can be signifi-

cant overhead cost reductions and im-
proved  customer servm:. For the

+ Identifying the purpose of
information collected

* Consent of the information
provider

* Limiting collection of
information
Limiting the use, retention,
and disclosure of information

consumer, e-commerce re-
search on both competing products
and prices, it provides convenience, collected
and in many instances it offers broader * Accuracy
access o good deals. + Safeguards
Dcspdwthesudvanmgcs.thegrorh s
f rapidas iy
was widely forecast. Th d

access

reason is the concern of both busi-
nesses and consumers with the confi-
dentiality of information transferred

+ Challenging compliance

The PJ'PE:DA is intended to protect

&, g about an individual. For
92 e it e lmn"."”“:} b the Act an individual’s
tany, but the growth of electronic me-| Many North American companies are

dia has made users more aware of the|

expanding their Internet markmng

i i i market,
Fpmy shauld use market research

§ Consider Ethics

and Social
Responsibility

The Need
for Privacy

ica rebeavzryp:omablzma:het

Being creative in research is the
fourth step. Shred-It, an  industrial
shredding company, hires MBA stu-
dents to do research and provide an
understanding of a potential market,
with costs running between $5,000 and
$7,000 per country. Once a market is

ed to have potential, Shred-It
hires professional market researchers
to continue the process.

The last step inyolves asking the right
questions, either through a firm’s own
mwch dzparh'nen! or through an in-

ternational research firm. Concerns to
investigate include cultural and lan-
guug: issues, things that might offend

mgl.the following questions should be

same format that it did in Germany.
Comcnu.lsomunbe changed to re-
flect r For instance,

overseas. There is great for
savy firms to capitalize on the growth
of the Internet throughout Europe,
Asia, and the rest of the world. Re-
search indicates that the number of
overseas web surfers will continue to
increase, outpacing growth in North
America, To utilize the web as a global
marketing tool, however, companies
‘must take a number of issues into con-
sideration, including | cultu

basdmli is not widely followed in Great
Britain, 50 4 web site catering to base-
ball enthusiasts would be unsuccessful
there. However, cricket is very popular,
and a site incorporating the sport
would probably do well. In addition to
sports, other cultural and social con-
cerns to be addressed include buying
and eating, ha\ms entertainment, fam-
ily values a

regulations and laws, differing stan-
dards for telecommunication infra-
structures, and privacy concerns.

The most dominant language on the
Internet is English, but 64 percent of
users (680 million people worldwide)
use a language other than English. The

1 Pnitisht

d roles, and other lifestyle
issues. To be successful, web content
‘must take into account local, regional,
and country tastes.

Privacy is another key issue in online
global marketing. Many web publishers
in some European and Latin American
countries do not shaxz dam zbout snt

visits. Ady

the Netare Chinese (12 percent), Japan-

these areas because of persanal relation-
s g oy

* A Solve the Dilemma box in each chapter

Embrace
Technology

Online Global
Marketing

* Value Diversity, Consider
Ethics and Social Responsi-
bility, Think Globally,
Enhance Productivity, Strive
for Quality, and Embrace
Technology boxes highlight
real, familiar companies or
business issues to help
students gain practical
business experience and focus
on the issues of concern in
business today.

Think Globally

International
Marketing
Research

* Because of the prevalence of
small business in the
Canadian economy, many
small businesses are featured
in boxes and examples within
the text.

gives students an opportunity to think

creatively by applying chapter concepts to
hypothetical situations that could occur in

the real world.

* NEW! A new end-of-
chapter web research
question has been
added: Searching the
Online World.

Solve the
Dilemma

Quest Star in
Transition

| quality-improvement program for its

Quest Star (QS), which € However,
quality toim- 1f-

prove its ability to compete against
Japanese firms, Accordingly, the com-
pany has launched a comprehensive

‘who are not
d team players are having
difficulty getting used to their peers’
authority within this system. Upper-
level managers face stress and frustra-
tion be«ause theymusa train wurkanm
supervi

Montreal plant, The QS Intraco
cation ip Initiative (IL1) has

flattened the layers of management, The . hhal {ehiag ceails
P i ndpee W should an cmploy?e huvet‘a .
mxgx plish the plant’s SW’S] e lrnf‘ assume a leadership role within
ciligle Iwidien lnyers with their f otk eum riony
limited opy 2. Evaluate the pros and cons of
tion. Undtr the initiative, empkmes g; team system adopted by

e a1l Mot I

for a major re
shop at, most will have an employment section.
‘What rewards are offered to employees as

Searching the Online World
1. Explorea

that you incentives for

kind of motivational theory, if any, does the
company rely upon?

r work at the firm? What
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Review Your Understanding

* End-of-chapter learning

Jati d

why ts disl

m«iyu m;mrtam
Human relations

tstheSdeaf"“ behavi

. 75t

while Theory ¥ (humanistic)
sugge«s that | workzn not only like work but seek
ib to satisfy their hlghtt'trrd:r

employee

devices include a summary
entitled Review Your

s of company declsmn makmg. oﬂtn

Understanding that repeats

human relations 224

Check Your Progress

Learn the Terms
Behavi dification 234 hygi 229
Jussicul theory of joly enlarg 35
226 job enrichment 236
compressed work week 237 job rotation 235
equity theory 233 job sharing 238
esteem needs 229 management by objectives
expectancy theory 233 (MBO) 240
flextime 237 Maslow’s hierarchy 228

morale 225

ed wntk teams. Amardug to cqui!y the-

e

thei of the

chapter learning objectives,

2atios

r equity ,ohherewudstheywdlrmmm

a list of key terms, Check

nmonly anbowmudxaperson wants
< of

person’s

jfication (c

n the
heor shemogem U
wmalmmaﬂmmmqmm i
te employees. i
fies for mm.wl.tmg wurkm include behay-

ropriate actions by relating the conse-

Your Progress questions to
test and reinforce under-
standing, and Get Involved
exercises to challenge

behaviour and encour-

1. Why do managers need to uhdcrsmnd the ne:dx

of their employees?
2. Describe the motivation procesn

Theory

8. Identify

Get Involved

7 Wham'l'hzoryzlmwmnbmdmmappi

i!behmeurm the behaviour i itself) and )ol: I
trai

students to apply and

Z1to the workplace?
and describe five

job Siategs
toizucn (ﬂl!vwmi' Y
with job spmalmn

expand on concepts learned

it tell p
5. What are Herzberg’s

1. Consider a person who is homeless: How would
e or she be motivated and | what actions would

I tha(persont;kc?[lsemu
explain. Which of the need
‘hierarchy are likely to be m
important?

2. What events and trends n sociey techiologs,
do )cu think will uhape
inthe fuurer

!l Build Your Skills
ApprccxanngandValmng Dmmsl

ion of other cultures‘

you to think about d:varsrty issues and eva.{uam the beh

By
6.

1. Make a conscious effort not to think stereo e
2 Listen with interest (o the ideas of people who don't think like El"“ do?
p le’s opinions, even when you e i
4. Spend time with friends who are not your ag we,and scncfzr, orwho do
not have the same economic status and educati
is not the onl, was;r’

3. Respect other

Believe your

Do i

Adapt well to change and

e

Enjoy travelling, seeing
other cultures?

8.

Try

not to offend or hurt others?

9

not yours?

‘Allow extra time to communicate wxdz someon

10,

Consider the effect of cultur:
adjust them accordingly?

A comprehensive, challenging video case at the
end of each chapter tests students’ judgment

and decision-making skills.

Application-oriented appendices at the end of

the book focus on the legal and regulatory
environment and the preparation of a business

plan.

* An end-of-book glossary is included featuring
all of the margin terms and concepts boldfaced

in the text.

Name, subject, and URL indexes at the end of

the book aid in finding topics, key companies,
individuals, and web sites featured throughout

the book.

A full and robust Online Learning Centre at

www.mcgrawhill.ca/college/ferrell.

in the chapter.

A Build Your Skills exercise at
the end of each chapter
provides an opportunity to
build critical skills through a
variety of self-tests and other
exercises.

CBC‘@ See for Yourself Vldeocase www.che.ca

Wake Up and Smell the Coffee

Every day Canadians consume over 3.5 million cups
ofcaﬁee Many pcop]e couldn’t imagine. mms the

be found

chemical inputs are used. The price of chemical fer-
tilizers is also pﬂ)hlbltl\’c Therefore, almost 40 per-

fet at home, at work, and while they commute, For
many, dxccffccﬂwpf\ﬂﬁﬂsanmpnmmms!
need as we.

versation over coffee, Sc pervasive is our thirst Eor

cent of the the FLO register were ei-
ther certified organic or in the process of becoming

 certified as of February 2001,

Only about 22 percent of the 78.7 million kilo-
grams of co&e produ(ed by the FLO-registered co-

coffee, cup holders have even featured
as a sales point in the advertisements for new cars.
Coffee wnsumpnen isa partof onr cuhuxe

ayear
mdusxry unplaymgzs million peopbe Ofthose enm-

Id through Fair Trade, How-
ever, the small growers also benefit from the direct
access to world markets that the cooperatives pro-
vide. This marginal increase in income when com-
bmed with the more profitable Fair Trade sales has a

ers, typically pmducmgkssihxq 1500 kﬂagrams of

economic impact on the growers.
The  cooperative also lowers production costs by re-

beans per year on one- to tw
These growers, wh 3

o0 low organic fertilizers, which
in turn igher in fort

uvgnglessthml]sﬂf)ﬂpﬂduy.mml&ﬂmn 10
percent of the retail value of their

Thc low pnocs, lower now than during the 19305

part of what

unfazrmtm:moﬁhese farmers. Aswo.m many North
American farmers, their income is received only after
harvest; dmcfore thc}y musl often barmw to acquire

the small the
less dcvelop:d economies, the only source of credit is
often the intermediary who purchases their crop, and
interests rates are often. as high as mpemtperan~
num. Such costs further reduce the incomes of these
poorest members of » who face the prospect of
losing their land if they defaulx on the loans,

One group attempting m unpmve the situatio
for th d other di
ties such as tea, coca, and sugax is TransFair Canada
(TEC), the Canzdmu afﬁhm of Fairtrade Labeling

S

at the same time improves environmental steward-

Hzgher incomes allow the small growers to rein-
vest in their farms, to provide better nutrition and
housing for their families, and through cooperative-
funded schools, to provide more educational oppor-
tunities for their children.

These benefits accrue even though Fair Trade-
certified sales in Canada, as in other countries, repre-
sent only a small but growing proportion of the total
coffee market.

Questions

L. Isit the responsibility of coffee consumers to
ensure that the small producers receive a fair
price for their product? Why or why not?

2. If the price paid to the grower represents only

10 percent of the retail price of coffee, why is




Preface

The Ferrell Online Learning Centre (www.mcgrawhill.ca/college/ferrell) pro-
vides the first introduction to a business teaching package that has a web site fully
integrated with chapter content. This interactive web site for students and instruc-
tors includes a learning module for each chapter in the text. The content of the text
and Online Learning Centre (OLC) focuses on maintaining the currency and inte-
gration of important concepts. We have used the latest technology and business
terms to make traditional concepts more practical and applicable to students’ daily
lives and work.

Support Materials for the Student

* Student Success Centre. Included as part of our Online Learning Centre,
each chapter of the Study Guide includes a chapter summary; learning objec-
tives; and true/false, multiple-choice, matching, and skill-building questions.
Also look for videos and cases, and all new role plays!

* Online Learning Centre. A comprehensive student web site at
www.mcgrawhill.ca/college/ferrell contains the following:

1. “Cyberzones”at the end of each of the six parts of the text provide a
comprehensive overview of how the Internet is being used in business
today. Part One introduces the Internet and examines its five basic char-
acteristics. Part Two examines the wealth of information available to
small business owners. Part Three focuses on management’s use of the
Internet, while Part Four specifically addresses Internet use in human
resources management. Part Five covers e-commerce, and Part Six
examines Internet use in the areas of accounting and finance.

2. “e-Learning Sessions” include true/false and multiple-choice questions
from each chapter.

3. “Internet Exercises” provide an opportunity to reinforce chapter
concepts by guiding students through specific web sites that ask them to
assess information on the site and answer questions that apply chapter
concepts.

4. “Videos” provide a real-world context for chapter concepts and show
how businesses move through the fast-paced world of modern
commerce.

5. “Test Your Understanding” quizzes, tied to chapter concepts and key
terms.

Support Materials for the Instructor

The following supplements are available on the Instructor’s CD-ROM, and can also
be downloaded from the Online Learning Centre.

* Instructor CD-ROM. This CD-ROM collects all of the text’s visually oriented
supplement items in one presentation management system. By combining
features of the Instructor’s Manual, video notes, PowerPoint slides, Comput-
erized Test Bank, and lecture material into an electronic format, this CD
offers a comprehensive and convenient tool that allows you to customize
your lectures and presentations.

xxi

% LeainingCentre
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Instructor’s Manual. The Instructor’s Manual includes: A list of chapter
learning objectives; key terms and their definitions; a lecture outline and
notes; a supplemental lecture; a short discussion of a controversial issue;
answers to the “Check Your Progress”questions; questions pertaining to the
“Solve the Dilemma” boxes; additional discussion questions and exercises; a
chapter quiz; teaching suggestions; and answers to the end-of-chapter case
and exercise.

Computerized Test Bank. Test your class with this easy-to-use Brownstone
Computerized Test Bank software which contains true/false, multiple-choice,
and essay questions. Questions are linked to chapter learning objectives so
that instructors can tailor exams to their classes’ needs. This enhanced-
feature test generator allows you to add and edit questions, save and reload
multiple tests, select questions based on type, difficulty, or keyword, and
more.

PowerPoint Presentations. Over 300 electronic slides keyed to the text are
available. These slides can be modified with PowerPoint.

CBC Videos. A complete set of videos is available, both from CBC and the
McGraw-Hill Management library. Video cases for the student can be found
in the text. And for instructors there is a video guide in the Instructor’s
Manual that is also downloadable from the Online Learning Centre.

“PageOut’— create your own course web site. McGraw-Hill’s new web site
development tool allows you to create a customized web site for your course.
By utilizing material located in the text, you can include features such as:
Instructor information, Interactive Course Syllabus, Web Links, Discussion
Area, Assignments/Quizzing, Gradebook, and Student web pages. Ask your
local representative for a quick consultation.

WebCT/BlackBoard. This textbook is available in two of the most popular
course-delivery platforms—WebCT and BlackBoard—for more user-
friendliness and enhanced features.
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