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The second edition of Business in Action in-
troduces the subject of business to the student by
creating a learning system that includes a clearly
written text organized to make it easier for stu-
dents to grasp basic business concepts and the
option of a unique simulation/workbook supple-
ment that gives students the opportunity to apply
theory to practice by becoming involved in a sim-
ulated model of a business and its interrelated
economic, social, and legal-political environ-
ment.

Significant changes are introduced with the
second edition of the text and its ancillary compo-
nents:

® The textbook is fully comprehensive. It
presents a complete and up-to-date picture of to-
day’s business world.

B A new functional and colorful design as-
sists students in their study of business. A color-
coding system (explained later in this Preface)
reinforces the self-outlining heading structure of
the text, making it easier for students to identify
the key points in their reading.

The new business magazine look and format
of the text, with its modern three-dimensional
diagrams, charts, and graphs, is designed to en-
gross students in the study of contemporary busi-
ness and absorb them in the learning process.

m The treatment of basic economic con-
cepts has been expanded and there is a new chap-
ter on “Operating a Small Business.”

B Many of the “Action Briefs,” which are
examples of business practices, are new, as are
nearly all the “Issues & Highlights” readings,
which focus on thought-provoking, business-
related issues.

m Each chapter contains two case studies,
called “Case Critiques.” These supplement a
rich and varied assortment of end-of-chapter
materials.

m The pedagogical design and program for-
mat give instructors greater flexibility in choosing
a method and approach to teaching the introduc-
tory business course.

m New computer software, which capital-
izes on the natural interest and curiosity of stu-
dents in franchising, is now available.

A Flexible Teaching-Learning
System

The Business in Action program offers a flex-
ible, adaptive approach to the study of business.
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The textbook can now be used alone as an inde-
pendent study resource. It can also be used with
the student supplement, the SSweetco: Business
Model and Activity File for Business in Action,
Second Edition. (SSweetco is the tradename of an
imaginary, but realistic company, the Shenando-
ah Sweets Company, which is the core element of
the student supplement.)

The uniquely designed textbook is especially
easy to read and comprehend. Each chapter sys-
tematically enumerates and links together its
vital highlights, learning objectives, and major
descriptive sections in an easy to follow self-
outlining structure. Extensive business examples,
case studies, and end-of-chapter review questions,
make this textbook, by itself, a complete and
well-rounded teaching-learning resource.

Many instructors, however, choose to supple-
ment text instruction with the SSweetco: Busi-
ness Model and Activity File. The SSweetco sup-
plement provides an opportunity for students to
extend and reinforce their study. The assignments
and activities in SSweetco, alone, provide a rich
variety of problems and projects to test student
comprehension of terminology and concepts.
However, when the SSweetco material is used as a
simulated model of a business, it enriches student
learning by enabling students to carry out the
tasks of a number of career role models in fields
such as marketing, management, finance, ac-
counting, data processing, and the like. This gives
students a more realistic picture of business activ-
ity and the career paths open to them.

An extensive Course Management Guide
and Instructional Resource clearly shows how
the text can be used independently or how the
text and the student supplement can be combined
by the instructor to create a unified and mutually
supportive learning system. The resultant course
design is thus highly flexible and uniquely appro-
priate to the instructor’s professional skills and
his or her course objectives.

A Business Point of View

Business is good for the United States, just as
the United States has been good for business. The
textbook emphasizes how business operates in
the American environment. With minimal edito-
rializing, the text presents facts for the student to
examine. Business is shown for what it is and how
it functions, without apology or censure.

The text is comprehensive in its coverage. A
broad range of areas has been treated, as the con-
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tents and index bear out. The literature of busi-
ness has been carefully researched and distilled.
Subject topics are presented in logical sequence.
The functions of marketing, production, and fi-
nance precede the discussion of accounting con-
trols and other more specific, complex, or ad-
vanced business activities. A new chapter on
““Operating a Small Business”’ is introduced mid-
way in the text. It provides operational insights
into those activities that must receive immediate
attention from small business operators. The in-
structor may, of course, introduce the small busi-
ness chapter earlier in the course, immediately
following Chapter 4 on “The Legal Forms of Busi-
ness Ownership.” In any event, small business is
given thorough attention, and numerous exam-
ples of small businesses in action are integrated
throughout.

The text also has a fundamentally practical
orientation. It presumes that students need to
know, and want to improve their understanding
of, how business in the United States really
works. Approaches that have worked well in busi-
ness operations and those that have not are exam-
ined. To aid students who wish to prepare for the
best kind of employment they can find in the
business world, an updated Appendix, “Exploring
Careers in Business,” and other materials are in-
cluded. These materials give students a fair pic-
ture of business career options, pointing out both
the areas of opportunity and the less promising
aspects of business.

Textbook Features

Each chapter of the textbook integrates a set
of learning devices that promote an understanding
of how business operates.

Pictographs. Pictographs are previews, or
advance summaries, of the chapter presented in
pictures and words. They are used to simplify and
speed up the absorption of complex ideas. Similar
illustrations are widely used in news magazines,
such as U.S. News and World Report, to convey
ideas readily and save readers precious time.

Key Terms. Significant terms are high-
lighted in boldface italic at their point of defi-
nition in the textbook. They are also listed at
the end of each chapter with convenient cross-
references to the pages where they are defined.

Tables and Figures. Tables presenting ar-
rays of data and figures that illustrate concepts
and ideas are widely used throughout the text.

Action Briefs. Short anecdotes are inter-
spersed in the margins of the text, providing a rep-
resentative sampling of business practices, com-
mendable or otherwise. There are over 100 Action
Briefs throughout the text; most are new to this
edition.

Issues & Highlights. These readings,
which occur in each chapter, are based mainly on
current events. They focus primarily on thought-
provoking, business-related social issues and aim
to stimulate students to form their own opinions
about those issues.

Key Concepts. At the end of each chap-
ter, the ideas presented in the pictographs and
main headings are summarized. Here again, the
concepts are keyed by number to the pictographs,
objectives, and the major text headings—a system
that helps link all the learning elements to-
gether.

Review Questions. Each chapter con-
cludes with a list of questions testing students’
understanding of text material.

Case Critiques. Each chapter is supple-
mented with two documented and/or hypotheti-
cal case studies illustrating practical applications
of key concepts and key terms. These case studies
are designed to encourage students to develop
critical judgments in assessing business actions.

Following a step-by-step procedure recom-
mended in the student study guidelines (see page
xi), and making maximum use of the textbook’s
unique “‘three-part linked learning system’’ (also
described in the study guidelines), students can
utilize these features in a systematic and coordi-
nated way to more easily learn the basic concepts
presented.

The Optional SSweetco: Business
Model and Activity File
Supplement

SSweetco: Business Model and Activity File
forms the second—and optional—component of
the Business in Action teaching-learning sys-
tem.
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The first part of this component is a business
model. This is an integrated set of data about a
typical business: the Shenandoah Sweets Com-
pany (SSweetco), its industry, and its environ-
ment. The action takes place in Valleyville, a
typical American business community, where a
dozen businesses and over twice as many public
figures and businesspersons interact daily. How-
ever, the action focuses primarily on the creation,
operation, and growth of SSweetco, a candy man-
ufacturing and retailing company. The action ex-
tends from SSweetco to other businesses in Val-
leyville—manufacturers, wholesalers, vendors,
and the like.

The businesses in Valleyville range in size
from an insurance agency owned and operated by
one individual and small proprietorships to a
fledgling partnership and a large corporation. Stu-
dents participate in the problems and situations
arising from the growth of SSweetco into a corpo-
ration (SSWEETCORP) with national and interna-
tional business aspirations.

Through this business model, students meet
32 personalities carrying out typical business
functions. They also observe representatives of
federal and local government agencies and con-
sumer and public interest groups as they monitor
the business community.

Immediately following the business model is
the second part of the SSweetco supplement: stu-
dent activities and exercises that correspond to
each chapter of the textbook. These assignments
are based on the integrated set of data provided by
the business model. They provide a specific, prac-
tical way for students to check their understand-
ing of the principles presented in the text. At the
first level of achievement (application), students
are challenged with specific problems requiring
calculations, selection of appropriate terminolo-
gy, completion of typical business forms, and ma-
nipulation of data. At the second level of achieve-
ment (analysis and interpretation), students
actually assume the roles of one of 32 career mod-
els. They solve both routine and complex prob-
lems and participate in realistic case studies in
dozens of settings involving many kinds of busi-
nesses.

A third and new part of the SSweetco supple-
ment is a special section, “The Donut Franchise:
A Microcomputer Simulation,” with student
materials for an easy-to-use microcomputer simu-

lation. These student materials can be used in
conjunction with available software (a floppy
disk) to further extend student involvement and
simulate real world business experiences in the
classroom.

Consequently, instructors who choose to
adopt the SSweetco: Business Model and Activity
File may use its learning resources in three possi-
ble ways:

m It may be used as a workbook and study
guide for selected problems and projects.

m It may be used as a comprehensive expe-
riential model for maximum student involvement
in the learning process and identification with
work in the business world.

m At the instructor’s option, a special sec-
tion can be used in combination with disk soft-
ware as a vehicle for creating a microcomputer
simulation, which can provide an added dimen-
sion of “reality’”’ to the classroom study of busi-
ness.

The Donut Franchise: A
Microcomputer Simulation

This software has been created by Chad T.
Lewis and Philip C. Lewis. The setting for the
simulation is a chain of donut shops, which
SSweetco has acquired and franchised at a point
when the firm becomes SSWEETCORP and is in
the process of diversifying its product line. Stu-
dents make key decisions in the following areas
for the donut shops they operate: marketing (ad-
vertising/pricing), ordering, equipment purchases,
financial, and personnel. The story of SSWEET-
CORP’s acquisition of the donut shop franchise,
the directions for student play, and the planning
and decision forms that they need to organize and
input data for microcomputer processing are to be
found beginning on page A-1 of SSweetco.

Through this short simulation, groups of stu-
dents can compete against one another (and even
against the instructor operating a company-
owned, rather than a franchised, donut shop) to
return the largest profit to the parent company.
Results of their decisions, including information
about profitability, are fed back to students in the
form of financial statements for their evaluation
and help in further decision making.

For easy classroom management, the micro-
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computer simulation is instructor-administered
and contains self-correcting features. The instruc-
tor can therefore control the pacing of the simula-
tion and when and how it is used for instruction.
For example, it can be used after select units of the
text to reinforce specific topics and concepts cov-
ered in those units. Or, if the instructor chooses, it
can be used as a culminating activity for the entire
course to illustrate how marketing, production
and operations, financial, and personnel decisions
have an interrelated impact upon business activ-
ity.

Operation of the microcomputer requires the
separate order of a single floppy disk. An accom-
panying user’s guide provides step-by-step in-
structions for class management and procedures
for running the software. Versions of the software
are compatible with a number of popular micro-
computer machines.

Course Management Guide and
Instructional Resource

The Course Management Guide and Instruc-
tional Resource provides all the resources that an

instructor needs to successfully implement the
Business in Action program. Included are:

m General
tions.

m Time schedules for courses of varying
length.

B Detailed lesson management strategies
for each chapter.

B An audiovisual guide.

m Readings for student enrichment.

m Additional recommended student proj-
ects and assignments.

m Two tests banks with 1,500 objective-
type items to choose from.

® Transparency masters.

m Keys to all textbook exercises, SSweetco
activities, and test questions.

course management sugges-

This softbound manual, organized in a conve-
nient chapter-by-chapter format, is among the
most useful of the instructional support materials
available for any introductory business course.

Lester R. Bittel
Ronald S. Burke
R. Lawrence LaForge



The following steps constitute an effective way to study the materials
in each chapter. The key to effective study is making maximum use of the
numbers that identify each pictograph, objective, major text heading,
and key concept. If you are not already familiar with these features, you
should read the discussion of “Textbook Features’’ starting on page viii of
the Preface.

Step1: Study the pictograph. Spend two or three minutes to be sure
you get the whole picture. Then read the learning objectives that precede
each chapter.

Step 2: Now skim through the entire chapter reading only the main
headings and subheadings. They should be easy for you to pick out. The
main headings are underscored by a blue rule; the subheadings by a green
rule.

These headings provide a self-outlining structure for each chapter.
They reinforce and extend the ideas presented in the pictograph. (These
headings also may be used as your outline framework for any notetaking
from the text.)

Step 3: Read the Key Concept summaries and glance at the list of
key terms at the end of the chapter. Be alert for definitions of these terms
as you read the chapter.

These first three steps, which make up a ““three-part linked learning
system,” will help you quickly summarize the basic concepts in a chapter
by skimming it in about 10 to 15 minutes. You are now prepared to read
the chapter for details that will help you flesh out the Key Concepts.

Step 4: Read the chapter carefully for detail. Keep notes of impor-
tant facts. Write down the definition of any terms that are necessary for
understanding the topics under discussion. Key terms are in boldface
italic for ease of identification.

As you read each chapter for detail, be certain to study each table and
figure to be sure of its meaning. Also read the “Action Briefs” in the
margins of the text to get a feel for what actually occurs in business as
opposed to what ought to happen. Read each “Issues & Highlights” fea-
ture as it occurs, then form an opinion by answering the questions that
follow the reading.

Step 5: Answer the Review Questions. It is a good idea to make a
note of the pages on which the answer appears.

Step 6: Read each of the Case Critiques. Try to make a connection
between what has occurred in the cases and what you have just read in the
text. Answer the questions associated with each case.

Continue with the next two steps only if your instructor has assigned
material from the student supplement, SSweetco: Business Model and
Activity File for Business in Action, Second Edition.

Step 7: If your instructor has included the SSweetco supplement in
your course materials, move to the corresponding chapter in the activities
section of SSweetco: Business Model and Activity File. Read the perfor-
mance objectives that precede the two levels of achievement. Then
answer the exercises and activities for the first level of achievement, the
““Application Level.”

To the
Student

A D TR T
Guidelines

for Study With

Business in Action




To the Student

xii

Step 8: Proceed to the next, higher level of achievement, ““Analysis
and Interpretation,” by completing the decision-making and case problem
assignments.

Rigorous follow-through on these study procedures will lead to good
study habits that should have a positive effect on what you learn in this
introductory business course.
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Unit 1
The
Nature of

American
Business

Unit 1 establishes what American business is all about. It lays
the groundwork for understanding how an idea or a concept
can be translated into a viable product or service for sale in

- the marketplace.

Business is a creative, competitive activity that has always
played an important part in shaping American society. By
satisfying needs and wants people cannot satisfy themselves,
business improves the quality of their lives.

The purpose of business is to combine resources such as land,
labor, and capital in a way that will make them more valuable.
Operating in a political and economic climate that supports
individual rights, American business has as its guiding
principle the right to private ownership and profit.

Business today faces the challenge of adapting itself to the
rapid changes occurring in both our social and physical
environments.



Chapter 1

The 1

Business

System in the

United States

DEFINITION

Business is an activity that satisfies human
needs and wants by providing goods and
services for private profit.

‘ [+]
. busi=ness
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VALUES

Business provides
individuals and
society with . . .

Means of exchange
Wealth
Employment

3

PROCESS

Business processes convert input resources—
by creating or adding utility of form, place,
time, or possession—into more valuable
outputs or end products.




