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This eighth 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 features
are structured to reinforce two continuing themes that are woven into the chapters’
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 inter-
esting to both the student and the instructor. All case problems, examples, and fea-
tures portray actual companies and managers in action. Companies have been
selected to provide balance between large and small organizations representing serv-
ice, manufacturing, and retailing industries. Successes as well as failures are
included to lend perspective and aid in understanding.

FEATURES

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:

v A list of specific Learning Objectives—concepts to be mastered through chapter
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.

v A list of Key Terms defined within the chapter’s narrative is highlighted in the
page margin, and presented in the Glossary at the back of the book.

v A Management in Action chapter introductory case involving managers and

their organizations—large and small, service, retailing, or manufacturing—

engaged in a variety of activities that relate and connect each chapter’s essen-
tial concepts. The case is regularly referred to throughout the chapter.
anures designed to illustrate and summarize essential concepts.

raphs chosen to enrich the chapter content.

NEW! A How IT Works feature deals with the ins and outs of how a real-

world company’s IT systems work in relation to chapter material.

v A Global Applications feature demonstrating the successful application of
one or more of a chapter’s concepts to the practice of management in other
countries.
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v An Ethical Management feature reporting on managers facing decisions that
contain a variety of issues and consequences for themselves and others.

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

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

v A Chapter Summary providing a narrative explanation for each of the chap-
ter’s learning objectives.

v Review Questions designed to assist in mastery of the chapter’s learning objec-
tives.

v Discussion Questions for Critical Thinking intended to provide an opportu-
nity to analyze and apply the chapter’s concepts to practical situations.

v Internet Exercises designed to help in applying one or more of the chapter’s
key concepts.

v An Application Case—positioned at the end of each chapter—presenting
managers and organizations and their attempt to cope with the major issues
raised in that chapter.

v 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 exten-
sion 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
Jis 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 man-
agement activity in much the same way as is communicating. Periodically 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 phi-
losophy of management and be armed with the essentials necessary for improving

your career. You will become a better manager of your own concerns as well as the
work of others.

R B B P R 08 S s S N L2 S AN s 3 TS S s

ORGANIZATION OF THE CONTENT

PART |: MANAGEMENT CONCEPTS

This section provides a basic overview of management, the evolution of manage-
ment thought, management’s commitment to improvement, and the various envi-
ronments 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 you on a journey through the past, examining the evolution of
management theory from the classical schools through today. It assesses the contri-
butions made by each and explains the links among them.
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Chapter 3 examines ethical issues and the need to be proactive when managing
for social responsibility. After defining both concepts, the chapter explores ethical
tests, approaches to social responsibility, and the links between them and applica-
ble legal requirements. It also deals with the issues of responsibilities to stakehold-
ers and of government regulation of business activities as well.

Chapter 4 focuses on management’s commitment to continuous improvement. It
explains the link between quality, productivity, and profitability. It also examines
factors that affect productivity, along with the commitments necessary by top, mid-
dle, and first-line management to improve quality and productivity. Chapter 4 also
introduces key concepts such as core values, reengineering, open-book manage-
ment, empowerment, and knowledge management.

PART 2: PLANNING AND DECISION MAKING

This section begins with a look at the manager’s environments and their effects on
organizational management. The importance of the first function of management—
planning—is examined in Chapters 6 and 7 from several perspectives: organiza-
tional, contingency, strategic, and operational. The relationship of planning to all
other management functions, and ways to make it more effective, are covered. The
art of decision making is the focus of Chapter 8.

Chapter 5 lists and defines the internal and external environments that affect and
challenge the practice of management. Business as an open system and the demands
of stakeholders are the major focus.

Chapter 6 explains the importance of planning, the framework for plans, types
and uses of plans, and the planning process.

Chapter 7 explores the nature of strategic planning, elements of planning strate-
gies, levels of strategic planning, and the strategic-planning process.

Chapter 8 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 different organizations adopt
different approaches to structuring their operations. Both the formal and informal
organizations are included in the discussions. Organizing principles are demonstrated
with examples.

Chapter 9 looks at the formal organization, the organizing process, its key prin-
ciples and concepts, and the informal organization.

Chapter 10 covers organizational design, the range of organizational-design out-
comes, contingency factors affecting organizational design, and the structures in
common use.

Chapter 11 features organizational culture and handling change. The manifesta-
tions of cultures and subcultures, creation of cultures, nature of change, managing
and implementing change, and the concepts connected with organizational develop-
ment are covered comprehensively.

PART 4: STAFFING AND LEADING

This section develops the concepts of staffing, communication, motivation, leader-
ship, team management, and conflict. Essential legal concepts are included along
with the principles and practices that affect each.
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Chapter 12 surveys staffing from human resource planning to employee separa-
tions. It addresses sociocultural and legal influences, along with such activities as
job analysis, job evaluation, training and development, and the practice of staffing
in a union environment.

Chapter 13 focuses on communication—organizational and interpersonal—and
demonstrates the communication process and barriers to it, along with how man-
agers can improve their communication efforts.

Chapter 14 explores motivation and the applications of the most relevant theo-
ries. It gives special consideration to how managers can use their insights and prin-
ciples to get the most from themselves and team members.

Chapter 15 looks at leadership and details its importance and associations with
power and authority. It reviews the roles leaders must play with their followers,
along with the theories that govern the practice of leadership and the styles that
leaders may adopt.

Chapter 16 examines team management and conflict, including the nature and
types of teams, philosophical approaches to team management, and how to estab-
lish team-based organizations. It defines conflict and discusses the causes and meth-
ods for managing it.

PART 5: CONTROLLING

This section examines and applies different aspects of the principles and theories
of control.

Chapter 17 focuses on the nature of control, the control process, types of con-
trols, and characteristics of effective controls, and gives special attention to the art
of making controls effective.

Chapter 18 is an in-depth look at four kinds of controls: financial, budgetary,
marketing, and human resource. It reviews financial-statement analysis, followed
by budget-development processes and types of budgets. Next, it scrutinizes various
marketing controls, followed by popular human resource controls.

SUPPLEMENTS

South-Western/Thomson is committed to providing you, our educational part-
ners, with the best educational resources available. Because we prepare our
instructor resources 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 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 South-Western/Thomson sales representative or visit our Web site at http://
plunkett.swlearning.com. Many teaching and learning resources can be down-
loaded directly from this site.

XTRA! (http://plunkettxtra.swlearning.com)

This interactive online product provides students with a robust set of online learn-
ing tools, including quizzes, Experiencing Management online modules, video clips
with related cases and questions, and “author insights.” New books are packaged
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with a card that provides access to the site. To learn more about Xtra! and to see a
demonstration, go to http://plunkettxtra.swlearning.com.

INFOTRAC COLLEGE EDITION

InfoTrac College Edition is packaged with every new copy of the textbook. It is a fully
searchable online university library containing complete articles and their images. Its
database allows access to hundreds of scholarly and popular publications—all reliable
sources, including magazines, journals, encyclopedias, and newsletters.

STUDY GUIDE (0-324-20197-4)—prepared by Harold Babson, Columbus
Statc Community College, and Murray 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 questions.
Concept applications include skill-builder exercises and a journal for keeping track
of observations of concepts presented as they relate to classroom discussion and on-
the-job experience. Answers are provided for all self-study questions.

INSTRUCTOR’S MANUAL (0-324-20196-6)—prepared by Harold Babson,
Columbus State Community College.

The instructor’s manual emphasizes our integrated learning system. Each chapter
includes learning objectives; key terms; outlines annotated with additional exam-
ples and other lecture-enhancing stories and facts; complete solutions to all end-of-
chapter questions, exercises, cases, and video cases; and additional cases. New to
this edition are enrichment vignettes, which provide a look at chapter concepts
applied in a real-world setting, and team activities.

TEST BANK (0-324-20198-2)—prepared by Ross Mecham, Virginia
Polytechnic Institute and State University.

Organized around the text’s learning objectives, the test bank is available to instruc-
tors in print and computerized format. The test bank contains more than 2,900
true/false, multiple-choice, matching, short answer, and essay questions.

EXAMVIEW (0-324-20199-0)

Exam View Computerized Testing Software contains all of the questions in the printed
test bank. This program is an easy-to-use test creation software compatible with
Microsoft Windows. Instructors can add or edit questions, instructions, and answers,
and select questions by previewing them on the screen, selecting them randomly, or
selecting them by number. Instructors can also create and administer quizzes online
over the Internet, a local area network (LAN), or a wide area network (WAN).

POWERPOINT—prepared by Deborah Baker, Texas Christian University.

PowerPoint slides are available online at http:/plunkett.swlearning.com for use by
students as an aid to note taking and by instructors for enhancing their lectures.
More than 400 full-color images supplement course content and extend it through
slides drawn from relevant material in the text.

INSTRUCTOR’S RESOURCE CD-ROM (0-324-20202-4)

Key instructor ancillaries (instructor’s manual, test bank, and PowerPoint slides) are
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provided on CD-ROM, giving instructors the ultimate tool for customizing lectures
and presentations.

TRANSPARENCY ACETATES (0-324-20201-6)

A full set of acetate transparencies of all text figures is available to enhance class-
room presentations.

TAKING THE LEAD TELECOURSE VIDEOS—prepared by INTELE-

COM, 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 correlate with Management: Meeting and Exceeding Customer
Expectations. Related telecourse components include a Telecourse Study Guide,
available from South-Western (0-324-20203-2). 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 analysis 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 (0-324-28252-4)

Our video package includes 21 videos that bring action-based insights right into the
classroom. Organizations featured include Le Meridien Hotel, Timberland, and
Archway Cookies. These videos frame management issues in such a way that stu-
dents must apply some aspect of chapter content to their analysis of the issues.

CNN VIDEO: MANAGEMENT AND ORGANIZATIONS
(0-324-15179-9)

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, topical introductions, or directed inquiries.

WEB SITE (http://plunkett.swlcarning.com)

A rich Web site at bttp:/fplunkett.swlearning.com complements the text, providing
many extras for students and instructors. Resources include interactive quizzes,
downloadable support materials, additional cases and Internet exercises, and links
to other useful resources.

WEBT}JTOR TooLBoOx

WebTutor is an interactive, web-based, student supplement that harnesses the
power of the Internet to deliver innovative learning aids that actively engage stu-
dents. Available free with the purchase of a new textbook, WebTutor ToolBox pro-
vides students with links to the rich content from our book companion web site.
Available for WebCT and Blackboard only.
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RELATED RESOURCES

MANAGEMENT POWER! POWERPOINT SLIDES (0-324-13380-4)

Management Power! is a CD-ROM of PowerPoint slides covering 14 major man-
agement and organizational behavior topics: communication, control, decision
making, designing organizations, ethics and social responsibility, foundations of
management, global management, human resources, innovation and change, lead-
ership, motivation, planning, strategy, and teams. These easy-to-use, multimedia
slides can easily be modified and customized to suit individual preferences. Contact -
your South-Western/Thomson sales representative for more information.

TEXTCHOICE

TextChoice is the home of Thomson Learning’s online digital content. TextChoice
provides the fastest, easiest way for you to create your own learning materials. You
may select content from hundreds of our best-selling titles, choose material from one
of our databases, and add your own material. Contact your South-Western/Thomson
sales representative for more information.

HITS ON THE WEB: MANAGEMENT

This resource booklet supports students’ research efforts on the World Wide Web.
This manual covers materials such as an introduction to the World Wide Web,
browsing the Web, finding information on the World Wide Web, e-mail, e-mail dis-
cussion groups and newsgroups, and documenting Internet sources for research. It
also provides a list of the hottest management sites on the Web. Contact your
South-Western/Thomson sales representative for package pricing and ordering
information.

ECOURSEPACKS

Create a custom, easy to use, and online companion for any course with eCoursepacks,
from Thomson companies South-Western and Gale. eCoursepacks gives educators
access to content from thousands of current popular, professional, and academic
periodicals, as well as NACRA and Darden cases, and business and industry infor-
mation from Gale. In addition, instructors have the ability to easily add their own
material—and even collect royalties. Permissions for all eCoursepack content are
already secured, saving instructors the time and worry of securing rights.
eCoursepacks online publishing tools also save time and energy, allowing instructors
to quickly search the databases to make selections, organize all the content, and pub-
lish the final online product in a clean, uniform, and full color format. eCoursepacks
is the best way to provide current information easily, quickly, and inexpensively. To
learn more, visit bttp:/lecoursepacks.swlearning.com.

MANAGEMENT INTERACTIVE SELF-ASSESSMENTS
(0-324-20187-7)

Management Interactive Self-Assessments is an interactive online tool that shows
students the real value of what they have learned from their textbook, by measuring
how effectively they apply this knowledge. The self-assessments offer content on
decision making, leadership styles, motivation, managing conflict, problem solving,
innovative approaches, and solutions. This product is available to bundle with any
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South-Western management textbook. To learn more, link to the Management
Interactive Self-Assessment Web site at http://selfassessments.swlearning.com or
contact your South-Western/Thomson sales representative.
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We dedicate this book to our past and present students,
who have taught us how to be better managers.
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