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What an exciting time to study business! Consider some major events in
recent years.

The stock market crash of October 1987 sent stock prices reeling
and had investors and brokers nervously watching day-to-day
stock averages following patterns similar to those after the Crash
of 1929.

The value of the dollar sank to new lows against the German
mark and Japanese yen, yet monthly trade deficits reached all-
time highs as foreign goods and investments continued to flood
into the United States.

Large firms attempted to become competitive in the global econ-
omy by cutting staffs, streamlining structures, and developing in-
trapreneurial cultures, while small, entrepreneurial businesses

continued to hire and to take market share away from the giants.

Large computer firms introduced new, more powerful microcom-
puters in an effort to recapture lost market share, but “clones”
still offered a more competitive price and high quality.

The Securities and Exchange Commission investigated stock trad-
ing and arrested brokers who had used insider information to
make personal fortunes. At the same time, more and more busi-
ness education programs around the country began introducing
business ethics into their curriculums.

These and many other exciting and often alarming events that are

happening around us every day signal that the 1990s will not be business

as usual. The old standby texts no longer sufficiently cover the dynami-
cally changing world of business.

Business marks the beginning of a new generation in the introductory
study of business. The time-tested basic functions of management, mar-
keting, and finance, and their more specialized subfunctions, are given
thorough treatment. But unlike previous introduction to business texts,
Business incorporates themes important to the contemporary business

scene.

Change itself is one important focus. The world of business is in a
state of flux. Well-known consultant and writer Tom Peters has charac-
terized the modern American business scene as “chaotic” and a “world
turned upside down.” Yesterday’s winners are often today’s has-beens,
and today’s winners may find it impossible to survive in tomorrow’s envi-
ronment. Much of this change comes from technological advancement
and the global marketplace. The 1990s will be an era of unparalleled

ERRE | 5 N
Preface




Vi

technological and international competitiveness. Only companies and in-
dividuals who understand and are able to adapt to such changes will
grow or even survive.

A second major focus of the text is on the ethical and social responsi-
bilities of business. Discrimination in employment, pollution of the envi-
ronment, and insider trading are in violation of the law and cannot be
tolerated. Business firms and individuals must operate within the letter
and spirit of the law. At the same time, they must fulfill their obligations
to stakeholders: quality, safe, and reasonably priced goods and services
to customers; good wages/salaries and quality work life for employees;
and profits for the owners. These responsibilities to owners, employees,
and customers go hand in hand.

Another focus of Business is on the important roles of small business,
entrepreneurs, and intrapreneurs. Small businesses with fewer than
1,000 employees provide about two-thirds of all new jobs. Every indica-
tion is that their influence in revitalizing U.S. business will be great. En-
trepreneurs continually commit their talents and fortunes to the creation
of new businesses. Well-known examples include Sam Walton of Wal-
Mart, Steve Jobs of Apple (and now Next, Inc.), Ben Cohen and Jerry
Winfield of Ben & Jerry’s Ice Cream, and Debbi Fields of Mrs. Field’s
Cookies. In recent years, large firms have found it difficult to compete
with small business on many fronts. In particular, many small businesses
have a more clear understanding of their market and a willingness to
work longer and harder to move the company ahead. In an effort to
take advantage of the small-business approach and the entrepreneurial
spirit, many large businesses today are putting a strong emphasis on cre-
ating a climate of intrapreneurship, encouraging managers and staff ex-
perts to create and control new, usually risky projects within the existing
business. Simply put, an increasing number of large firms are attempting
to divide themselves into a host of smaller firms to become more effec-
tive and competitive.

The most dominant theme of this text is that the 1990s will not be
business as usual. We can expect certain changes, such as the introduc-
tion of computers at all levels of the organization and the elimination of
smoking on the job, but there will also be changes in fundamental phi-
losophies and strategies. It is becoming increasingly clear that some of
the key factors for success during the upcoming decade will be product
and service quality, price competitiveness, new product development,
state-of-the-art technology, satisfied and productive human resources, an
entrepreneurial/intrapreneurial spirit, high ethical standards and socially
responsible management, and a clear understanding of the international
arena. The overriding purpose of this book is to introduce students to
these new developments and explain why and how business can best ad-
dress them.

Pedagogy

To help convey the new developments as well as the fundamental con-
cepts and principles of business, we have incorporated a number of ped-
agogical techniques. These features are designed to engage students with
the material and help them master the wide array of concepts and vo-
cabulary they encounter.



Learning Objectives Each chapter begins with a series of objectives that
cover the key points of the chapter. The objectives are then reviewed in
the chapter summary titled “Learning Objectives Revisited.”

Your Business IQ Each chapter begins with a short quiz related to the
upcoming material. These quizzes will give students a sense of how
much they currently know about this material and a brief introductin to
some of the topics that will be covered in the chapter. After reading the
chapter, they can retake the quiz to ensure that they are now able to
correctly answer the questions. Answers to “Your Business I1Q” are pro-
vided at the end of the chapter.

Checkpoints Designed for active learning, the Checkpoints consist of two
review questions at the end of each major section of the chapter so stu-
dents can continually check their progress. The Checkpoints can also be
used to study the chapter material and review important concepts and
topics.

Cases There are two cases at the end of each chapter. The first is drawn
from actual situations and gives students the opportunity to apply chap-
ter concepts to the real world. The second is a case titled “You Be the
Adviser.” This latter case has the student assume the role of a consultant
in helping a business firm deal with a particular issue or solve a problem
by applying ideas presented in the chapter.

Key Terms Every chapter contains a four-way glossary to help identify
and define key terms. Each key term is defined in the sentence and mar-
gin where it first appears as well as in a glossary at the end of the book.
Additionally, the term is listed at the end of the chapter in the Key
Terms Reviewed section.

Close-Ups We believe that examples from real companies and recent
business events should be interwoven throughout the text rather than in-
serted arbitrarily in the chapters. Consequently, the student will find
hundreds of examples right in the main body of the text. Each chapter
also contains two or three more extensive, boxed examples applicable to
the discussion at hand—whether about management, marketing, ac-
counting, computers, finance, or law. Each example is referenced in the
text so the student will know when to read it. The Close-Up categories
we use are Entrepreneurs, Small Business, International, Technology,
Computer Technology, Social Responsibility, Ethics, Business Communi-
cation, and Competitiveness.

Review Questions and Applied Exercises The Review Questions go be-
yond basic recall to ask students to apply the chapter to real-world situ-
ations. The Applied Exercises give ideas for pursuing concepts in the
chapter in business publications and local businesses.

Career Opportunities Each major part of the text ends with a Career Op-
portunities section. These sections identify careers in the areas discussed
in that part of the book. For example, in Part III, which is devoted to
managing people and operations, career opportunities in areas such as
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public relations, production and operations, and personnel are exam-
ined. Career Opportunities describes the work responsibilities, identifies
the current supply and future demand, and provides salary ranges for
these positions.

Supplements

While developing this book, the most common complaint we heard
about supplements to accompany introduction to business books is that
the pieces are disparate elements only loosely related to the text. Our
primary objective in developing the supplements for Business was to inte-
grate each item with the text to make them as helpful as possible for
you. Each item has been developed with the same care used in develop-
ing the text to ensure that it fully supports and enhances the material in
the text. Here are just a few examples of this integration:

B First, to save you time, the Ancillary Resource Guide provides you
with an overview of the entire package. Appropriate Instructor’s
Manual sections, transparencies, videos, and business papers are
integrated into outlines of the chapters to show you at a glance
the resources that are available for a particular topic.

B All of the written support material for classroom lectures, discus-
sions, and exercises are organized by chapter in a single volume
(the Instructor’s Manual) rather than several.

B The questions in the Test Bank have been thoroughly checked by
the authors for consistency with the text.

B The supplementary materials for the student—including a com-
puter simulation and career guide—are all in one volume, the
Study Guide.

B We have developed five professionally produced videos exclusively
for this text to help bring to life topics that are typically difficult
to convey in the classroom. Each video offered with the book is
supported by complete teaching notes that tie the video to the
text, highlighting chaper concepts covered in the video and pro-
viding discussion questions and class exercises.

These are only examples. Detailed descriptions of each supplement
follow.

Ancillary Resource Guide

The Ancillary Resource Guide will probably be the place you will want to
start as you acquaint yourself with the package. The guide gives you an
overview of all of the material we have provided to support the text and
then shows how each item can be used in your class. Supplemental items
in the Instructor’s Manual, transparency acetates and masters, videos, and
business papers, are integrated into outlines of the chapters to show you
at a glance what is available for each topic in the chapter. This guide
confirms our commitment to integrate your resource materials and coor-
dinate them with the text.



Instructor’s Manual

In writing the Instructor’s Manual, we have provided a variety of materi-
als that will allow you to choose what is most appropriate for your class
and for each topic. Each chapter of the manual includes the following

features:

Preface

Chapter overview

All key terms in the chapter, with definitions

Detailed lecture outline

Supplemental lecture (Lectures for Chapter 12 through Appendix B
were contributed by Richard Randall, Nassau Community College.)
New examples, news items, and “war stories”

Profile of a business leader

Controversial issue for class discussion

Supplemental cases with discussion questions and suggested answers
Discussion topics and in-class exercises

Out-of-class projects

Term paper topics

Guest lecturer suggestions

Annotated supplemental readings

Film and video suggestions

Answers to end-of-chapter questions

Analyses of end-of-chapter cases

Test Bank

An accurate test bank is critical for most professors teaching the intro-
duction to business course. Each question has been reviewed and
checked for accuracy and consistency with the text. The Test Bank in-
cludes approximately 3,000 true/false, multiple choice, and short answer
questions, which are organized by chapter learning objective. The key
for each question includes the answer, the text page reference, the cog-
nitive type (factual or applied), and the learning goal number. Each
chapter also includes two mini-cases with accompanying multiple choice
questions. The Test Bank was written by Douglas Hibbert, Fayetteville
Technical Institute; Jeffrey Mello, Northeastern University; and Philip
Weatherford, Embry-Riddle Aeronautical University.

An annual update of the Test Bank with 1,000 new test questions will
also be provided to adopters of Business.

Computerized Test Bank

In addition to the printed version, the Test Bank is available in a comput-
erized format for use with IBM-PC and Apple II microcomputers. The
computerized test banks contain the same questions appearing in the
printed Test Bank and allow you to preview and edit the questions, add
your own questions, and print multiple versions of test and answer keys.



Study Guide

The Study Guide consists of three parts: the study guide proper, a com-
puter simulation game, and a career guide. The study guide section,
written by Robert Cox of Salt Lake Community College, will help stu-
dents master the vocabulary and concepts of the text and apply them to
real-world situations. After completing the questions and exercises, stu-
dents will be prepared for class discussions and examinations. The study
guide includes the following sections for each chapter and appendix:
learning objectives, chapter summary, key terms matching exercise, true/
false questions, completion questions, multiple choice questions, mini-
cases, short-answer questions, and answers to all questions. Each part
ends with a crossword puzzle of the key concepts in the part.

The computer simulation game, written by Eugene Calvasina of Au-
burn University—Montgomery, puts students in the manager’s seat of a
small manufacturing company. The game asks them to make manage-
ment, operations, marketing, and financial decisions for the company as
they progress through the book.

The career guide section, written by Jeffrey Greenhaus of Drexel Uni-
versity introduces students to the basic issues of the career search and
career management and provides them with exercises that will help
them to actively think about the process. The guide includes sections on
occupation choice, the job search, on-the-job issues, and sources of infor-
mation.

Videos

In talking with intoduction to business professors, we identified a need
for assistance in presenting certain topics that are difficult to bring to
life in the classroom. In response to this need, we have developed five
videos exclusively for Business: The Great American Dream (focus on entre-
preneurship), A Plant Tour, A Tour of the Stock Market, Focus on Interna-
tional Business, and Close-Up: Wal-Mart Stores, Inc. These professionally
produced tapes, which are 15 to 20 minutes long, can be used either
with the appropriate chapter or to introduce or conclude a part of the
text. In addition, the text chapters are coordinated with 18 videotape
segments from the award-winning “Enterprise” and “60 Minutes” series.

Video Instructor’s Manual

The Video Instructor’s Manual, written by Anthony Lucas of the Commu-
nity College of Allegheny County and Gayle Marco of Robert Morris
College, provides complete teaching notes that integrate each video with a
chapter in the text and provide you with suggestions for using the videos.
Each chapter includes a synopsis of the video, a list of the chapter con-
epts covered in the video, teaching objectives, “warm-up” and “recap”
discussion questions, and in-class and out-of-class experiential activities.

Transparencies

The transparency package includes 150 full-color acetates of figures not
found in the text and over 200 transparency masters of all figures and
tables in the text, chapter outlines, and chapter quizzes. Both the ace-



tates and the masters are accompanied by detailed teaching notes that
describe the figures and tables and draw out the key points students

should note.

Stock Market Game

Preface

Developed by Leon Sterdjevich of Montgomery College, the Stock Market
Game gives students hands-on experience in investing money wisely and
provides them with a better understanding of the stock market. The
eight- to ten-week game allows students to select and track four stocks
on a week-by-week basis and create a profitable portfolio. The workbook
includes an overview of stocks and the stock market, information on
gathering and analyzing industry and company information, a list of ref-
erences, and forms for logging in weekly data.

Business Papers

The set of Business Papers, prepared by Clyde Neff of South Plains Col-
lege, contains an assortment of actual business forms and documents—
including stock and bond certificates, a small business loan application, a
balance sheet, and many others—and teaching notes for each.
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