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Our major goal in writing Business for the 215t Century has been to develop a
text that blends basic business concepts with current business practice in a way
that students and instructors will find interesting, exciting, and relevant. To
prepare students for the challenges and opportunities that lie ahead, an instruc-
tor needs a book that takes a positive yet candid approach toward business,
illustrating that business is not down and out in America. On the contrary, now
is an exciting and challenging time to be entering the business world, whether
in a small business or in a large corporation. Competitive conditions, work
force changes, social trends, and technological advances mean that rewarding
business careers await those individuals who are knowledgeable, skilled, and
motivated, To motivate, excite, and educate students, a text should cover the
basic concepts of business within the context of our changing world. This is
that text,

As we move toward the 21st century, the business world is changing dra-
matically. Competition is becoming increasingly global. New markets are open-
ing in Europe, Germany, and the Soviet Union. The American economy is
leaning more toward services, and quality is the initiative of many firms. Social
responsibility is becoming a major concern for business. Demographic and
lifestyle shifts are changing the way we shop. where we work, and how we live.
The changes taking place 1oday are forming the business world of the future.
Students who understand these changes will be more likely to succeed than
those who do not. This is the business book that integrates these and many
other current developments to prepare students for the 21st century.,

INTRODUCING OUR TEXTBOOK

To accomplish the goals set forth above, we have organized Business Sfor the
21st Century into seven parts that provide students with an integrated and
practical approach to understanding current business practices. Every chapter
fits logically into this integrated approach. No chapters are “'left over” or
“tacked on.” Part One provides an overview of the core of business, the
business enterprise. discussing the foundations of business, forms of business
ownership. and small business, entrepreneurship, and franchising. Part Two
presents the business environment that surrounds the core, including the
social, legal, and international environment. The remaining parts form the
outer circle. consisting of the various aspects of operating the business
enterprise. Purt Three focuses on managing and organizing the business, and
on the management of production and operations. Part Four examines the
management of human resources. as well as human relations and labor
relations. Part Five covers marketing strategy, including product, price,
distribution, and promotion decisions. Part Six explores the financial manage-
ment of business firms. Part Seven is devoted to accounting and information
Systems.

Xix
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FEATURES OF THE TEXTBOOK

QOur textbook has several features that make it enjoyable to read and enjoyable
to teach. Students can use the following learning tools to help them understand
and retain the material in the text.

* Learning objectives. Each chapter begins with several clear, attainable
learning objectives; questions in the test bank are keyed to these
objectives.

Hiustrations. Numerous charts, graphs, diagrams, and photos reinforce
and explain concepts in the text.

* Margin notes. Definitions of key terms are placed in the margins next to
where the terms are introduced to facilitate learning.

* Summary of learning objectives. The chapter summary is concise yet
complete. Each item in the summary is tied to the corresponding
chapter opening learning objective to provide a cohesive, integrated
chapter review,

* Key terms. A list of key terms at chapter end helps students identify
and review important concepts.

* Questions for discussion and review. Students can use these questions
to evaluate their understanding of the chapter.

* Glossary. Key terms and their definition may be quickly tocated in the
comprehensive end-of-book glossary.

* Name, subject, and company indexes. Topics in the book can be easily
located with the help of name, subject, and company indexes.

This textbook also offers several application features that will help students to
relate the text material to their own experiences and to apply the concepts in
the text to the real world of business.

* Opening vignette. The text of each chapter begins with a current news
story that introduces students to the chapter’s topics.
Business Action. Each chapter features two additional news stories that

focus on recognizable firms and contemporary topics, extending the
concepts discussed in the text.

* Connections. Each chapter features a short self-assessment quiz that
helps students evaluate their attitudes, orientations. and values, as they
pertain to business.

* You'll Know It’s the 21st Century When. . . . Each chapter concludes
with a short feature presenting some interesting trend that will influence
business activities in the 21st century.

* Did You Know? In each chapter, an interesting business-related sidebar
appears next to one of the illustrations.

Real world examples. Current examples of familiar organizations and

business issues are used throughout each chapter to relate the text to
the real world.
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* Cases. Two current, realistic cases at the end of each chapter help
students put business concepts into practice.

* Cureer appendixes. Each of the seven parts ends with a comprehensive
and informative section on business careers.

SUPPORT FOR INSTRUCTORS AND STUDENTS

An integrated support system for both instructors and students accompanies
Business for the 21st Century.

Integrated Teaching System

The integrator The Integrator places all of the appropriate instructional ma-
terials for each chapter at the instructor’s fingertips. The system consists of a
sturdy file box containing a folder for each chapter. Each chapter folder holds
appropriate instructor’s manual pages, instructional strategies and activities
pages. color acetates, and transparency masters. A three-ring binder is also
provided for carrying the appropriate material to class.

Instructor’s manual The instructor's manual provides a master plan for im-
plementing the various instructional tools provided with this textbook. Each
chapter of the instructor’s manual includes: (1) chapter overview, (2) list of
resources, (3) learning objectives, (4) lecture outline, (5) Business Action notes,
(6) answers to questions for discussion and review, (7) list of key terms with
definitions, (8) case notes, (9) transparency master and color acetate notes, and
(10) a list of recommended readings.

Computerized instructor's manual The contents of the instructor’s manual
are also available on disk so that the instructor can customize his or her lesson plans.

Instructional strategies and activities 7This handbook provides a variety
of materials for expanding lectures and engaging students in classroom activ-
ities. Each chapter includes: (1) two current lecture supplements focusing on
key concepts from the text: (2) two student activities, such as individual or
small group classroom activities, individual homework, group projects, guest
speakers, interviews, and class discussion tactics; and (3) one supplemental
case, based on a student-oriented situation.

Test bank The test bank includes more than 2,800 true-false, multiple-
choice, and essay questions. Each question is categorized by level of learning
and reflects one of the learning objectives.

Computerized Testing Software The most recent version of Irwin’s test-
generation software, this program includes advanced features such as allowing
the instructor to add and edit questions on-line, save and reload tests, create up
to 99 versions of each test, attach graphics to questions, import and export

xxi
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ASCII files, and select questions based on type. level of dit‘ﬁculty_, or key word.
The program allows password protection of saved tests and question databases,
and is networkable,

Teletest Those instructors without access to a microcomputer, or those who
prefer not to use one to create tests, can use Irwin's Teletest service. The
service provides a toll-free number for instructors to call in a test request. Tests
and answer keys are printed on a laser printer according to the specifications
provided. Requests are completed the same day they are called in and are
shipped by first class mail. Please allow five business days for delivery.

Color acetates These 150 full-color transparency acetates will help the in-
structor reinforce and extend the concepts presented in the text in classroom
presentations. The acetates consist mainly of original materials, along with
some of the key tables and figures from the text. Notes for using the acetates
are provided in the instructor’s manual,

Transparency masters In addition to the acetates, all of the tables and
figures from the text are reproduced as transparency masters.

Business videos Eight hours of videos featuring timely business topics from a
variety of organizations bring business concepts to life. To facilitate classroom use.
videos are 10 to 15 minutes in length, and some videos are tied directly to cases
and applications in the text. A guide to using the videos is also provided.

Business forms In the search for a job. and on the job, students will en-
counter a multitude of forms. This packet of sample forms will help familiarize
students with these vital tools of business.

Carees implementation model This supplement offers a series of lessons
and activities designed to walk students through the process of deciding on a
career and applying for and starting a new job. The lessons are linked to the
career appendixes in the text.

Support for Students

Study guide The study guide provides a variety of learning tools including a
chapter overview; learning objectives: matching., trueffalse, and multiple-
choice questions, and minicases. Students who use the study guide will be well
prepared for class discussions and exams.

Tutorial software With this interactive software, students can use their busi-
ness knowledge and skills to manage their own firm. The questions in the
tutorial are based on the concepts in the text and posed within the context of
a realistic company. Answering these questions will help students to review the
concepts from the text and to understand how they apply to managing an actual
business.
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Global trade game This user-friendly computerized simulation/game rein-
forces many fundamental concepts from the text. Students start with a given
amount of money and soybeans and make decisions to buy or sell soybeans. In
making these decisions, students must take into consideration variables such as
the forces affecting supply and demand, forms of transportation, methods of
insurance, political and environmental conditions, and so forth.
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o the Student

The special features in Business for the 21st Century are designed to help you
succeed in your study of business—and beyond. As you read each chapter, use
the following tools to help you focus on, understand, and retain the terms and
concepts in the text.

l CHAPTER FIFTEEM *

DISTRIBUTION

Chapter Opening Photo

“Every picture tells a story.”” Each chapter begins with
a unique photo consisting of objects that represent the
topic of the chapter.

Learning Objectives

Accompanying the opening photo, a list of objectives
identifies the major concepts and skills you will learn.
Chapter summaries and test items are keyed to this list
of learning objectives.
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Opening Vignette

The text of each chapter begins with a current news
story that introduces you to the topic of the chapter.

Margin Notes

For convenient reference, the terms and definitions in
the margin mark the location of key terms within the
text.

Chapter Map

Following the opening vignette, a verbal “map”™
indicates the main points that will be covered in the

chapter.
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Types of Markeling Channsis

Consumar prasus s

Business Action

Two current news stories in each chapter show the
principles of business in action. These stories focus on
recognizable firms and contemporary topics, extending
the concepts discussed in the text.
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Did You Know? &J

Each chapter contains an interesting business-related
sidebar to add to your store of knowledge about
business.

Illustrations

Charts, graphs, diagrams, and photos reinforce and
explain key concepts from the text.
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Real World Examples

Current examples of familiar organizations and
business issues appear throughout the text to relate the
text to the real world.

Connections

Are you ready to run your own business? Do you have
what it takes for sales? Explore your attitudes,
opinions, and values as they pertain to these and other
business issues by completing the self-assessment quiz
in each chapter.
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This feature concludes each chapter and gives you an
idea of what business will face in the 2ist century.

— Summary of Learning Objectives

The summary of learning objectives allows you to
review the main points covered in the chapter.
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L Key Terms List

A list of key terms, including page references, helps
you identify and review important concepts.

—— Questions for Discussion and Review

These questions challenge you to recall and analyze
what you learned in the chapter.
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