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This sixth edition of Management: Meeting and Exceeding Customer Expectations in-
cludes dramatic changes from previous editions. It is a more comprehensive sur-
vey of the principles and practices 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 chap-
ters’ narratives: (1) the never-ending effort by managers and organizations to
meet or exceed customers’ needs and (2) the need organizations and their peo-
ple have to be guided by effective leadership.

With the help of reviewers, the authors have made every effort to keep this
text objective, timely, and interesting 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 service, manufacturing, and retailing indus-
tries. Successes as well as failures are included to lend perspective and aid in
understanding.

TO THE STUDENT

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:

o A list of specific Learning Objectives—concepts to be mastered through
chapter content—at the beginning of each chapter. Each Learning Objec-
tive is also highlighted in the page margin to identify when the content ad-
dresses the objective.

e Alist of Key Terms defined within the chapter’s narrative, highlighted in the
page margin, and presented in the Glossary at the back of the book.

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

Figures designed to illustrate and summarize essential concepts.

s Photographs chosen to enrich the chapter content.

e 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.

e An Ethical Management feature reporting on American managers making
of facing decisions that contain a variety of issues and consequences for
themselves and others.
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¢ A Valuing Diversity feature depicting unique ways in which American or-
ganizations show appreciation for their diverse employees.

e Alist of Future Trends at the end of each chapter highlighting predictions
for expected evolutions over the next few years.

e A Chapter Summary providing a narrative explanation for each of the chap-
ter’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 opportu-
nity to analyze and apply the chapter’s concepts to practical situations.

e  Skill-Builder Exercise designed to help in applying one or more of the chap-
ter’s key concepts.

¢ An Application C%e———positioned at the end of each chapter—presenting
American managers and organizations and their attempt to cope with the
major issues raised’in that chapter.

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 violat-
ing—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 1o what you have experienced and read previously. By linking the con-
tent 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 that communicating
is. 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
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 ba-
sic overview of management; the evolution of management thought; manage-
merit’s commitment to quality and productivity; and the various environments
that affect the practice of management.

Chapter 1 explores what management is, why it is necessary, the needs man-
agers 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’s qual-
ity management school. It assesses the worth and contributions made by each
and explains the links among them.

Chapter 3 focuses on management’s commitment to total quality and pro-
ductivity. The link between quality, productivity, and profitability is explained.
Factors that affect productivity are examined along with the commitments nec-
essary by top, middle, and first-line management to improve quality and produc-
tivity. Key concepts such as core values, reengineering, open-book management,
empowerment, and scoreboarding are introduced.
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Chapter 4 lists and defines the internal and external environments that af-
fect and challenge the practice of management. Business as an open system and
the demands of stakeholders are the major focus.

Part li: Planning and Decision Making. The impor-
‘tance of the first function of management—planning—is examined from several
perspectives in Chapters 5 and 6: organizational, contingency, strategic, and op-
erational. 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 fo-
cus 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 11I: Organizing. Organizing is examined as a process along
with why different organizations adopt different approaches to structuring their
operations. Both the formal and informal organization are included in the dis-
cussions. 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
outcomes, contingency factors affecting organizational design, and the struc-
tures in common use.

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

Part IV: Staffing and Leading. Thissection develops the con-
cepts 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
managers can improve their communication efforts.

Chapter 13 explores motivation and the applications of the most relevant the-
ories. Special concern is given to how managers can use their insights and princi-
ples to get the most from themselves, their subordinates, and team members.

Chapter 14 looks at leadership. Its importance and associations with power
and authority are detailed. The roles leaders must play with their followers are
reviewed 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
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team-based organizations are included. Conflict is defined, and the causes and
methods for managing it are discussed.

Part V: Controlling. This comprehensive section contains three
chapters, each of which 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
controls, and characteristics of effective controls. Special attention is given to
the art of making controls effective.

Chapter 17 is an in-depth look at four kinds of controls: financial, bud-
getary, marketing, and human resource. Financial-statement analysis is followed
by budget-development processes and types of budgets. Next, various marketing
controls are scrutinized, followed by popular human resource controls.

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

Part Vi: 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 sub-
jects merit further exploration.

Chapter 19 focuses on information flow and how it can be managed in or-
ganizations. Management information systems and their computerized applica-
tions are discussed in detail.

Chapter 20 explores the recent trends affecting businesses in global mar-
kets, the nature of the international business environment, and the nature of
multinational corporations. Each function of management is discussed as it ap-
plies 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. The analyses are followed by
several strategies managers can take to advance their career.

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

Organizational
Planning

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

<4 CHAPTER OBJECTIVES

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

Loarning 0h|e-:l ves

NUMBERED ICONS )
Each objective, with its
numbered icon, then appears
in the chapter margin where
the objective is fulfilled, so

Ll B

s Bhapier 8

Linear Programming.

that you can quickly locate
the applicable material.

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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