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In framing and writing Introduction to Business my goal has been to inform
and familiarize students with what business is, how it operates, and how
it affects them. The intention is to help students understand the many
fundamental ways in which business affects people and society—by shap-
ing the kinds of occupations they will pursue and the careers they can
expect, for example. This is an important goal because people often fail
to understand how business impacts them personally.

We are all used to going to school, going to work, going into restau-
rants, stores, banks, and buying the goods and services that we need to
satisfy our many needs. However, the actual business activities and
processes that are required to make these goods and services available to
us commonly go unappreciated. Similarly, we know that businesses exist
to make a “profit.” But what is profit, how is it created, who does this
profit go to, and what is profit used for in the future? Moreover, what are
the actual activities involved in creating goods, services, and profit? And
why is it that some companies seem to be more effective or make more
money—that is, are more “profitable” than others?

This book has been structured and written to address these issues. Its
goal is to explain in a thorough but succinct way why business is so
important to people and the societies in which they live. Over time,
many introduction-to-business textbooks have forgotten this fundamen-
tal goal. They have become huge compendiums of descriptions about
different kinds of business and management practices. In chapter after
chapter they overwhelm students with detailed information about the
minutia of business and fail to provide the overall “big picture” of what
business is and how it affects people. With such an approach to business,
students fail to see “the forest for the trees.”



In general,
this book has been written

To be comprehensive and inclusive but concise,

engaging, and to the point.

Introduction to Business provides students with an integrated, or “big picture,”
approach to business that covers all the most important functional areas of business.
However, it does this in 15 chapters that engage students while clearly and concisely
covering the main concepts and theories they need to know to understand business
today. The coverage in the book is wide-ranging and thorough, providing them with
the essential knowledge of the main building blocks of business without drowning
them in details. In short, it explains the concepts and theories of business in an engag-
ing, accessible way, unlike other introduction-to-business books. In addition, the
book pays considerable attention to creating and developing both in-chapter and
end-of-chapter features and exercises that offer the most learning value to students
while economizing on their valuable learning time.

To be contemporary and up-to-date, yet grounded,

relevant, and student-focused.

Introduction to Business contains state-of-the-art content and descriptions of current
business practices yet explains the nature of business with an emphasis on its applica-
tions for people and companies. Moreover, the coverage in several chapters of the
book is unique and not found in any other introduction-to-business books, such as
coverage on the evolution of business systems as well as information technology
applications. In particular, the text provides a detailed examination of the essential,
value-chain business functions necessary to create goods and services that people will
want to buy. Using the value-chain approach, each of the principal functions involved
in business commerce is examined in turn. And, as the table of contents suggests, the
book discusses functional activities in an applied way, so accounting, for example, is
not about “number crunching” but about “measuring how efficiently and effectively
resources are being used.” This functional approach offers a contemporary, inte-
grated account of business that always focuses on the big picture and not on minutiae
that can both confuse students and waste their time.



with four main goals 1n mind:

To include rich, relevant examples plus a hands-on,

interactive learning approach.

Introduction to Business uses an applied, hands-on approach to help students under-
stand the many ways in which business affects them today—by shaping the kinds of
occupations they will pursue and the careers they can expect in the global world
today, for example. With the use of carefully selected and written stories and illustra-
tions about small and large companies, Introduction to Business makes the complex
concepts and terminology found in other books, which often intimidate students, easy
to grasp. This learning is then facilitated by the use of a rich set of hands-on, experi-
ential, end-of-chapter exercises designed to allow instructors and students to interact,
discuss, and explore the meaning and implications of the chapter content. The goal is
to involve and interest students in the business concepts explained in the chapter and
give them the opportunity to actively think about how to make business decisions.

To be accompanied by state-of-the-art learning

support materials, videos, and pedagogy.

The learning approach developed in the book is supported by the widest and most
comprehensive set of support materials and videos available in the introduction-to-
business market. A chapter-related video feature in each chapter offers students useful
insight into real-world issues. In addition, an end-of-chapter section consisting of rele-
vant and engaging stories taken from the pages of BusinessWeek magazine offers
additional insight into many of the human and functional issues covered in the chap-
ters. In addition, the instructor’s manual, test bank, and many other supplements
have been thoroughly developed and tested to provide instructors with a solid sup-
port foundation.

In short, Introduction to Business provides students with a comprehensive, inte-
grated account of business that provides them with the most essenfial knowledge of
the main building blocks of business but which does not drown them in detail. In a
first course in business, students should gain a solid understanding of the nature and
functions of business so they can make better career and life choices. This is better
accomplished in a focused, integrated account of business that gives students all the
knowledge they need but in a book far shorter than the typical 1,000 page text that
few people, even instructors, want to read.



ORGANIZATION OF
THE BOOK

The book provides a broad overview of the nature, form, and functions
of business and helps to unravel the many hidden and intertwined mean-
ings that business has. It facilitates students’ understanding of how busi-
ness operates and how it affects their lives and society in general. Part 1,
“The Environment of Business,” provides the big picture of what busi-
ness is about. Chapter 1 develops a three-pronged approach to under-
standing business based on business as commerce, business as an occu-
pation, and business as an organization. It also brings out the essential
meaning of terms such as specialization and profit and tells students why
companies exist to provide goods and services to customers. Finally, it
describes the plan of this book and introduces the concept of the value
chain, which will be used to structure the discussion of the principal busi-
ness functions in Part 3. Chapter 2 looks at how business has evolved
over the centuries, the factors of production, and their role in the busi-
ness process. We trace business back to the Stone Age and then explain,
for example, how wars were once waged to obtain land and labor. We
then move on to the Industrial Revolution and the development of
unionism and socialism on through to the age of information technology.
Chapter 3 examines the essential functions of the entrepreneur and man-
ager. It also looks at the role employees play and provides students with
an in-depth account of the stages of the career process. Chapter 4 then
provides an overview of the main issues facing multinational companies

operating in today’s changing global environment.

All these chapters, but especially Chapter 5, “Business Ethics and the
Legal Environment of Business,” make it clear that business is about the
pursuit and creation of profit and wealth and that individual people
engage in the same quest for wealth to satisfy their needs. The result is
competition and self-interested behavior. While much of this competition
is healthy and promotes the well-being of both people and society, com-
petition can lead to fraud and deceit. Hence, management and entrepre-
neurship are always linked to ethical and legal issues. Chapter 5 therefore

puts business in the wider framework of ethics, law, and society.



Part 2, “The Human Side of Business,” discusses the nature of the indi-
vidual and group processes that must be managed when people work
together in a business organization. Chapter 6 examines the role of lead-
ership, influence, persuasion, communication, and politics in making a
business organization function efficiently and effectively. Chapter 7 looks
at the role of individual motivation and group processes, including team-
work in the value creation process. It also examines how self-interest and
competition lead to bargaining and negotiation. Both these chapters dis-
cuss basic processes that lie at the heart of business commerce—processes
that frequently revolve around occupational issues, such as contests
between people in the same function and between functions. Chapter 8
then discusses how organizational structure and culture motivate and
coordinate people and reduce the bargaining and negotiation costs
related to getting peoples’ cooperation—the essential role of business

organization, in other words.

Part 3, “A Functional Approach to Business,” then provides a detailed
examination of the essential business functions and occupations neces-
sary to create valuable goods and services that people will want to buy.
Using the value-chain approach, each of the principal functions involved
in business commerce is then examined. As you can see by perusing the
table of contents, the book uses a hands-on approach to discussing these
functions and their activities. So, for example, finance becomes not about
interest rates and numbers but about how firms, just like people, have to
figure out how to fund their activities and manage their cash and other
assets. Using this functional approach, the book offers a contemporary

and integrated account of business that always focuses on the big picture.



In-Chapter Learning Features

Nothing makes the practice of business come alive more than vivid
stories and examples about people and companies that demonstrate
clearly the meaning of the chapter material, as well as hands-on exer-
cises that offer students the opportunity to actively think about and
engage in business issues and decision making. This book pays consid-
erable attention to creating and developing both in-chapter and end-
of-chapter features and exercises to offer the most learning value to
students while economizing on their valuable learning time. The com-
panies highlighted in each chapter, for example, were specifically
selected to appeal to and engage students.

A Question of Business

Each chapter opens with a hands-on question
about one or more companies that illustrates
the issues that are dealt with in the chapter.
These lengthy stories bring to light the sub-
stance of the business issues involved, and this
theme is then carried on through the chapter.

A Question of Business

Kroger, Wal-Mart, and Supermarket Competition
How and Why Do Companies Provide Guods and Services for Customers?

Suppose you walk into one of your local super-
markets such as Kroger, the largest super-  operating costs, It is said to make a profit, the
marke! chain in the United States in 2005 differerice between its total revenuss and total
(www kfoger.com). You are walking info a busi-
ness enterprisa of company that is thare 1o seil

When Kroger's sales revenues exceed its

you an assortment of food, drinks. and con-

sumer products selected lo appeal to you and
to satisty your needs, What makes you want to
shop of trada with Kroger rather than with, say.
Albertson's or Wal-Mart? Anid why has Kroger
spent billions of dollars ta build and stock its
store o attract you to shop there? Moreaver.
what factors determine the kinds of goods and F
services Kroger's chooses 1o offer you and the  costs. If Kroger can show its profit Is likely 1o
prices that it charges for its prodcts? increase over time, more people will wanl to

WHY IS THIS IMPORTANT

What if you went to your supermarket and found only

one brand of toothpaste? there was only one
pizza shop in your town and it charged $25 for a small

pie. Economic principles such as the laws of supply

and demand create the selection and prices we find
when we buy, whether it's gasoline or hambur

This chapter will help you understand how busi-
ness principles work and why companies try to add

Kroger is in business o make money for its
stockholders, the people who have used their
savings or capital to buy shares of its company
stock. Kroger's stockholdors’ goal is to increase
the value or “gat a return” on their investment in
the company's business, This will happen if (1)
Kroger's managers select the right mix of prod-
ucts and attract more customers, then (2) can
sell these products at a price high enough to
generale sales revenues (the money it receives
from selling the products) that (3) mare than
exceed the costs of operating the business
(including payroll costs, the cost of purchasing
the many products it selts, and the cost of leas-
Ing stors space)

buy its stock Then Krager's stock price goes
up, and 8o does the value of its stockholders®
Investment. The increase in stock price is its
stockholders’ reward for the risk they have
taken in investing their money in its business: It
a company ultimately performs poorly and its
profits start to fall, the value of its stock falis: if it
goes out of business sntirely, stockholders lose
all of their money.

Because the grocery business is compelitive,
tinding ways to increase profit is ot easy. Many
of Kroger's fivals are trying fo fure its customers
away by offering them lower-priced or higher-
quality products. Wal-Mart has become Kroger's
major rival, Wal-Mart s rapidly expanding its

Why Is This Important?

Students today are more and more interested
in why and how business topics relate to them
in their everyday lives. The “Why Is This
Important?” feature, written by Judith Bulin of

value to productx and services that wiil appeal to cus-
products we select mrnpete vnth othem for our atten-
tion and dollars. That means creating a business
model that, for example, effectively brings customers
to Home Depot instead of Lowe’s. When we spend
our dollars, we decide which companies will be prof-
itable enough to survive.

Monroe Community College, speaks to them
directly in terms of what each chapter means
to them and how it affects them personally.



. they think its goods and services are. If they believe cus|
D] d YO u Kn ow? company’s products and the company’s profits will incre]
L price of the stock. If, for example, investors think Wend|

become increasingly popular, the demand for and g

increase. If investors think customers are switching to a
Subway's sandwiches and McDaonald’s chicken salads

Throughout each chapter, short “Did You Know” it st R Wyl 4 g

A : . ; A " ! The Business Mod
boxes highlight interesting factoids, statistics, B o Probiahiliy

quote S ’ and even trivia relating to buSIHe SS. This by Firestone, Standard Ofl, and Phillips  Companies are in business to make

Petroleum—purchased and then disman- notes, companies like Kroger or Wal

P . . tled more than 100 electric streetcar sys- mize profits and returns to their stock

\/I t)r = tems in Philadelphia, St. Louis, Los all companies must have a business 1

feature’ wrltten by on Lynn Of Abllene ChrlSt Angeles and other cities. They replaced choices about which products to 1

them with GM busses. Competition, resources most productively to maxinj

ian University, is designed to spark the interest of customer sevice o collsion’” e
students and make them realize how truly interest-
ing the world of business is.

Business in Action — .

A Blockbuster Adventure
Loz the early 1980k, the mumber of VORs in peaples’ hames was expanding rapidly,

and thousunds of small video stares were apening up to rent the videotapes thai
people wanied. Many of thess “mom and pop™ stores were small, offered anly
limited selection of ti

Each chapter contains several “Business in Action”
insight boxes, which have been carefully selected in Action
and written to increase the interest of students, but

Tocated i hard wo-find Tocations in
abho rented X rated movies, OF
et of the video market-were

i this time,
one that would
il

wr Video Store.
Whai were the clments of Cook's business modl?
T encourage fumilies to come in and brawse, Block
huster stores were free sianding, brightly decorated
and it and 10 good locations with lots of parking
Couk made sure the sores were full of tiles that
appealed to children, and no X rated movies were
offeced. He siso ploneered the practice of renting aut
tapes for three-day periods and adopied & marketing
campaign aimmed at atteacting the family viewing st
ence. Finally, he ook advantage of new technology
such s bis codes and scanners to speed wp the check
out process and improve the shopping experience. Ax
a el Blockbuote became  sdh i, Every ore

which also integrate seamlessly into the text so as
not to disrupt its flow. Many books have examples

that disrupt students’ thought processes or distract a e
them with enormous amounts of unnecessary detail. SRS “?:“';
Introduction to Business avoids these pitfalls. -

ompanies in the
cki i the world with 000

Cook had clearly found an o crcatn » company hat olered

reates ok faboe ko hay bad vl Dot geting

10 Crapior One

Destination CEO: Jim McCann . . . o
ammar o e CE 10 oo i it Video: Small Business in Action
Business Week TV on your student DVD: The ro d 0 B ci o less
u.n. i o orpi ."‘”“""“.‘““”.**" g p ¢

Video  pun et ;

Small it beCom s ey s b e, e s Most introduction-to-business students are inter-

Business Inilerest in the vl bus mare of & part time hobby. However,
expuind the business.

I AGHON, | ot s e e AR ke i B e ested in small-business examples and how entre-

2N years ago). As time weot on, he parchased ten additional flower shops. Looking
fox s opparinity 10 broaen his markess, he visited the Dillas-bused 800 Flowers

R e preneurs actually achieve success. The “Small

Business in Action” boxes, written by
Anthony Chelte of Midwestern State Uni-
versity, discuss videos prepared for each
chapter. All of these videos can be found
on the Student DVD for Introduction to
Business.

), MGA Entertainment



Developing Business Skills

The end-of-chapter learning features, entitled “Developing Business
Skills,” is composed of a series of exercises that offer additional insight
into the chapter material to improve the real-world learning experience of
students. Designed to create lively discussion for the whole class, small
groups, or at the individual level, six of these exercises represent a variety
of ways for an instructor to engage students. In practice, an instructor will
have to decide which of these exercises to select and use in any particular
class period, or which to use as homework assignments. Frequently,
instructors find that varying the particular exercises they use over the
semester is the best way to engage students.

Questions for Discussion and Action

“Questions for Discussion and Action” are a

Developing Business Skills

QUESTIONS FOR DISCUSSION AND ACTION

set of chapter-related questions and points
for reflection, some of which ask students to
research actual management issues and
learn first-hand from practicing managers.

Ethics in Action

“Ethics in Action” is an exercise that can be
used at the class, group, or individual level.
This feature challenges students to apply
ethical principles as they try to figure out the
right response to a business issue or prob-
lem. Generally, the best discussion arises in
a group or class context as students express
opposing views of the issues involved.

1. What are property rights and
how do they affect the use of pro-
ductive resources?

2. In what ways can the use of
money lead (1) to a more produc

tive use of resources, and (2) to a more
profitable use of resources?
3. What is the difference between feudalism and
mercantilism? How are the two connected?

4. What is the relationship between capital and
enterprise? How did capitalism affect the use of pro
ductive resources?

5. What caused the Industrial Revolution, and why
did it take so long?

6. How did the emergence of business organiza
tion forms based on (1) the hierarchy of authority (2)
the joint-stock arrangement and (3} limited liability
help to further business commerce and occupations?

The Evolution of Business

ETHICS IN ACTION
Ethics and History

Each of the three main kinds of

business systems—fendalism, mer

cantilism, and capitalism—is associ

ated with a particular kind of ethical

or moral position: for example, different

views about the rights workers should have relative
to the owners of land or capital

® Identify differences in the ethical or moral
positions that explain how labor is treated in
each of these three business systems.

® Do you see any themes going through them?
Would you say the treatment of workers
improved over time from an ethical point of
view or did it get worse? Why?

®  What basic kinds of rights do you think work
ers should have in business organizations
today? For example, do you think rights, such
as the rights to unionize, or to receive fair and
quitable treatment are appropriate? What
about workers’ rights 10 privacy? Do employ-
ers have a right to monitor workers' e-mail
and telephone conversations, for example?
®  What ethical principles do you think multina:
tional companies should abide by when decid
ing where to locate their operations or how to
treat their workforces in the countries in
which they operate?




SMALL GROUP EXERCISE Small GrOUp EXGI’C]SG

Adventures in Barbocuing iy
Read the follswing and then break
up inta groups of three or fiour people
and discuss the issurs involved. Be ',

prepared to share your discussion with

the rest of your elass. (This exercise aun alsa

This exercise is designed to allow instructors to
utilize interactive experiential exercises in groups
of 3—4 students. Each exercise contains a chapter-
related issue guaranteed to lead to debate among
students. The instructor calls on students to break
up into small groups, simply by turning to people
around them, and all students participate in the

stermine the

exercise in-class. A mechanism is provided for the
different groups to share what they have learned
with each other.

Developing Good Business Sense DEVELOPING GOOD BUSINESS SENSE

Which Job in Which 1. What factors should you consider
Company? ing wpom the best job to look for (assuming

when deeid
have

ould you consider when decid.

This exercise presents a realistic scenario in which Youae i he procs ofsarching

ot about the

ing
. 3 How
a particular orga

ol prosand
nization

some kind of business challenge, problem, or oppor- -

you wil vou

tunity is presented and students offer advice and a deiag et
recommended course of action based on the chapter

content. Because managers and organizations fre-
quently need this kind of help, these exercises pro-
vide students a real, hands-on way to take an action-
oriented approach to solving “real” problems by
applying what they’ve just learned.

. BusinessWeek Case for Discussion
CASE FOR DISCUSSION

The Now Nike: Mo Longer the Brat GOING ESTABLISHMENT. The most tefling
of Sports Marketing, it Has a Higher events far Nike
Level of Discipline and Performance

Each chapter ends with one or more cases from

reseraint. Eight y

i bl s o BusinessWeek magazine that can be used for fur-

LY e 0o ther analysis of the chapter’s issues. Each case has
d

od up to become an official U.S
four vears in Beijing, and it hias
 a od

been carefully chosen to reflect contemporary
issues and problems in business and to offer fur-
ther information on the topics in the chapter or
career-related issues. The accompanying discus-
sion questions encourage students to read about
and to analyze how managers approach real prob-
lems in the business world.




Building Your Management Skills: Know Thyself

What Is Business?

Know Thyself

You, as do most people, probably

hope to have a career working at

something you enjoy, feeling that

you do it reasonably well, and mak-

ing a decent income. We might think

that intelligence, drive, and opportunity

will make that happen, You can improve

your chances of achieving your career goals. Knowing

BUILDING YOUR MANAGEMENT SKILLS

which careers best suit your thinking and problem
solving style, satisfy your primary motivational needs,
and make you feel passionate about what you do will
help you to succeed. You can start to develop the self-
knowledge you need to make good career decisions by
doing the self-assessment exercise on your Student
DVD titled “Career Planning Based on Brain Domi
nance and Thinking Styles Inventory™.

Chapter Video

The “Building Your Management Skills”
exercises are flash-based self-assessments
and learning exercises that can be found
on both the Student DVD and Online
Learning Center to accompany this
book. Students are able to complete
these exercises on their own and receive

instant, comprehensive feedback to their responses.

There are nearly 50 exercises to choose from in all, and
relevant ones for each chapter are highlighted within

the end-of-chapter material for students to complete.

CHAPTER VIDEO
Todd McFarlane

The video features a discussion with

Todd McFarlane, CEO of McFar-

lane Companies in Tempe, Arizona.

This global company spans comics,

sports, monsters, and toys. In fact, it

is the world’s largest and most success-

ful toy company. McFarlane is a very suc-

cessful entrepreneur who started as a college baseball

player looking to break into the major leagues. Unfor-

tunately, this venture was not successful. Instead, he

fell back on his self-taught ability to draw comics,

After 300 rejections from various companies, Marvel

Comics hired him. In 1990, Todd was the highest paid
comic cartoonist in the industry.

He still wasn't satisfied, however. He left the com-
pany at the peak of his career and took 6 of the lead-
ing artists with him and formed his own company.
Success came fairly quickly with the publication of
the comic book Spawn which sold 1.7 million copies.
This success was despite the predictions by industry
insiders that Todd McFarlane wouldn't last a year on
his own.

McFarlane knows that the two most impaortant
elements to successfully generate wealth are entre
preneurship and knowledge. Both of which he pos-
sesses in large measure. In a dynamic business envi-
ronment, there are several areas that need to be
addressed in order to be successful. (1) Economic
environment—in McFarlane’s case it is focused in the
area of intellectual property laws; (2) technological
environment—McFarlane sees technology as a tool to
push the creative environment; (3) competitive envi-
ronment-he sees the opportunity to earn less per
unit profit by taking advantage of the opportunities
to produce a higher quality product; (4) social envi-
ronment—he keys in on his target demographic; (5)
global environment—which affects all the other areas.

1. From Todd McFarlane’s perspective, what is the
key element of his business model?

2. What are the four main productive factors in
business organizations?

3. What influences people to buy or not buy a
product such as the comic book Spawn created by
McFarlane?

Along with the “Small Business in
Action” videos for each chapter found
on the Student DVD, each chapter has a
corresponding video accompanied by
relevant discussion questions. These
chapter videos can be found on both the
VHS video collection and the Instructor
Video DVD.



Instructor Supplements

Introduction to Business offers a variety of resources to
help you organize and bring to life the classroom
experience for your students.

’
Instructor’s Manual
CHAPTER 7 MOTIV AI;F|IM AND MANAGING ﬂlllrl_z AND GROUPS IN CHAPTER 7 MOTIVATING AND MA‘A(;ING PEOPLE AND GROUPS IN

(ISBN: 10-digit: 007-320980-5,
13-digit: 978-007-320980-7)

e need for belongimgness, described as u need for

e they can. What are the ||| ns this hn(mﬂp[ s rying to
.plnyw'nvw

d needs. Social
nce and satisfies -(nmmsed:

oo g 4 1980 e ool ot
come from beis C. Goal-Setting Theory

derest, bt 1 dervm by th dosire o cmcel i aciviy fo 5 Goal-settin §|)|nonmgtﬂ that work goals used 10 assess job performancy
own ibes the thoughts and feelings that accompany an engaging. measurable, results-oriented, and wpecify 4 time frame for
they provide feedback 10 both managers

needs
of Mastow's hierarchy are that it helps to ideatify the different 4
10 satisfy at work. 50 managers can choose rewards that will Goals in an organization expoasibility, with those higher up having

Prepared by Judith G. Bulin of ;f;”j;ﬁi‘mmm;%mﬁ St ::":":;:“:w;“m“"""m "M
Monroe Community College,
the Instructor’s Manual contains
material above and beyond what
you need to prepare an effective
classroom experience. Bulin has

erf and perf

 linkuge are based on the employ

ty Theory
B gty chai . ot compordthe S e e ot the Wil
they put into & job, as well a5 10 the outcomes and inputs

determine if they have been equitably.

&
Ak ry!ec( txunplnl =t
ected theit

had many years of experience

preparing instructor’s manuals, | FEEEREEIToRmeTTn ﬁfﬁ&m"ﬂrﬂ"’ﬁmf“u e
student study guides, Web-based | ~ T

study guides, and test banks. The

Instructor’s Manual for Introduction to Business includes a “road map” for

each chapter, teaching tips, and other useful information that can be used to

capture the interest of students. In detail, the manual includes the following:

* Lecture outlines with embedded figures, tables, and PowerPoint slides
notations.

« Teaching Tips

— “Think about It” questions to stimulate classroom discussion.
— Discussion points.

+ Discussion questions based on each chapter’s learning objectives.
* PowerPoint notations.
» Figures-library references.

« Instructions on how to use the Active Classroom Resource Manual
(more later in the Preface on this new manual).

* Instructions on how to use the “Build Your Management Skills” exer-
cises (more later in the Preface about these self-assessment exercises).

+ Answers to end-of-chapter material and discussion questions.



VHS and DVD Video Collections

UP FRONT WiINNING

Jack Welceh

(VHS ISBN: 10-digit: 007-320984-8,
13-digit: 978-007-320984-5

DVD ISBN: 10-digit: 007-320983-X,
13-digit: 978-007-320983-8)

The VHS Video Collection that accompa-
nies the text contains one video for every
chapter from sources such as BusinessWeek
TV, NBC News, PBS, and even originally
produced material. Topics range from mar-
keting and product development at 3M, to
| motivation at The Container Store, to lead-
ership and influence with Sylvia Rhone, for-

merly of Elektra Records. The Student DVD contains the “Small Business

in Action” videos highlighted in the boxes in the text, and the entire collec-
tion of videos that are found on the Instructor VHS and Student DVD,
respectively, can be found on the Instructor Video DVD.

Printed Testbank and Computerized Testbank

(Print ISBN: 10-digit: 007-320981-3, 13-digit: 978-007-320981-4)

Prepared by Jim Steele of Chattanooga State Technical Community Col-
lege, the Testbank contains a variety of true/false, multiple-choice, and
essay questions, as well as “scenario-based” questions. These questions are
application-based and use a situation described in a narrative. Three-to-
five, multiple-choice test questions based on the situation described in the
narrative are then included. The Computerized Testbank can be found on
the Instructor’s CD-ROM.

PowerPoint Slides

Prepared by Ray Polchow, Zane State College, the PowerPoint collection
contains everything from an easy-to-follow outline, to additional slides
with embedded video clips and Web links, to figure downloads from the
text. This versatility allows you to create a custom presentation suitable for
your own tastes and needs.

The Instructor’s Manual, Computerized Testbank, and PowerPoint slide
collection can all be found on the Instructor’s CD-ROM. (ISBN: 10-digit:
007-320985-6, 13-digit: 978-007-320985-2)



Active Classroom Resource Guide

Economies Exercis

s
Supply and Demund: eBay snd the Sellable Kidney Supply and Dm o Cicvss

Critieat Thinking Questions:

11 What does mspply and demand for homan Kidneys look ike?

i kidneys were legal, who would get them

otubiting dney sales alfect tho quantify of kniney transplants o

(ISBN: 10-digit: 007-319276-7, 13-digit:
978-007-319276-5) For those of you who are
looking for additional material for in-class
or out, McGraw-Hill/Irwin has developed
the Active Classroom Resource Manual,
containing cases, exercises, and project
ideas (and accompanying Instructor Notes)
for nearly every introductory course topic,
including economics (supply and demand),
ethics and social responsibility (whistle
blowing), and entrepreneurship (SWOT

Analysis). Many of the exercises were the result of reviewer feedback
indicating that they wanted to delve into more difficult introduction-to-

business topics.

Online Learning Center (OLC) with Premium Content

www.mhhe.com/jonesintro

Access everything you need to teach your course through our convenient
Online Learning Center (OLC). A secure Instructor Resource Center
stores your essential course materials to save you prep time before class.
The Instructor’s Manual, PowerPoint, and additional material for your
students are now just a couple of clicks away. You will also find useful

packaging information and notes on the Online Learning Center.

Coner: - Mcrosof Iteroet Explorer e

Fle Edt View Favortes Tools Help

Business

ISBN: 0073524565
Copyright year: 2007

Garreth R, Jones, Texas A&M University

How C: les Create Value for Peaple

Best-selling Management author, Garath Jones, offers a fresh approach in
Introduction to Business, 1/e by 8ngaging students with illustrative
examples and stories embedded within the text to encourage them to learn
more about the concepts than any other paperback available. Jones'
n 20 Business is comprehensive yet concise by providing the
main points in a narrative style without overwhelming the students with
excessive detail. The wealth of examples and the depth of coverage is
LearningCenter . atched by any other text. In contrast to the traditional survey approach
in this market, Jones provides a foundation to business by organizing the
{ Ea?rial 'm show students how business happens not by ssparating topics
| by disapline.

instructor thinking about adopting this textbook, regueast = fr:
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To obtain an instructor login for this Online Learning Center, ask yaur local sales representatve. If you're an
for review.
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