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EREENG

To keep pace with the numerous and rapid changes over the last three years, we
have revised Business: A Changing World to be the most up-to-date, student-
focused introduction to business textbook available. There is a trend toward
more compact texts that permit the instructor to cover efficiently all of the text
in a single term without having to omit a significant number of chapters.
Business: A Changing World provides 16 chapters on topics that instructors view
as most essential in a comprehensive survey of business. After extensive
research, we have created the highest-quality compact textbook and compre-
hensive teaching package for the value-driven and highly competitive introduc-
tion to business market.

This book emphasizes the dramatic nature of business and the trends that will
change the way business is conducted in the twenty-first century. Recognizing that
most students will not start their careers as middle managers, we have designed the
material to be useful for those who take supervisory management positions.
Moreover, career material is integrated into each chapter. We have used the latest
technology and business terms to make traditional concepts more practical and
student friendly—an approach that helps students understand and apply the con-
cepts in the book in their daily lives and in their work.

Integration of traditional functional areas with emerging issues and trends
provides today's business student with the background necessary to begin a
career. The use of real-world examples, boxed features, and video cases that were
written only months before the book was printed creates excitement about busi-
ness and stimulates students’ thought processes, judgment, and communications
skills. To assist in cognitive processes related to building skills, the text provides
exercises at the end of each chapter. This book encourages thinking, communi-
cating, and making choices—critical skills that students will need in the changing
world of business.

Six perspectives that are changing the world of business are emphasized
throughout the text—the globalization of business, quality, ethics and social
responsibility, diversity, technology, and productivity. Chapter 2 introduces these
concepts, and they are integrated into the text of the subsequent chapters and in
boxes in each chapter. We use terms and concepts that appear in the mass media,
especially business publications such as The Wall Street Journal, Business Week,
Fortune, Inc., and U.S. News & World Report throughout the text, boxes, cases,
and exercises. More than 50 percent of all citations in this text are from 1995.
This indicates our commitment to be as up-to-date as possible.

Our mission was to develop a book to prepare students for the opportunities
and challenges of a career in business, and to provide skill-building and critical-
thinking exercises to assist with students’ self-development and understanding of
decision making. Our contemporary and efficient coverage of basic business
knowledge provides a solid foundation for success in business.

This book is for the faculty and students who have been telling us they want
a change. We know that you will see the Ferrell/Hirt difference in the classroom.
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Business: A Changing World 1s divided into six parts. Part One introduces th‘e fun-
damentals of contemporary business and economics and discusses current issues,
such as social responsibility, ethics, and global business. Part Two deals with forms
of business organization and small business and entrepreneurship. Part Three
explores management principles, structuring the organization, teamwork, commu-
nication, and production and operations management. Part Four focuses on human
relations and human resources management. Part Five covers customer-driven mar-
keting. Part Six addresses financial management. Additionally, the book includes
appendixes on preparing a business plan, legal aspects of business, and the Internet.

PEDAGOGY

Business: A Changing World provides numerous features to facilitate student
learning:

* Learning objectives at the beginning of each chapter inform students about
what should be achieved after reading and studying the chapter.

* A chapter-opening vignette sets the scene for issues discussed in each chapter.

*  Value Diversity, Consider Ethics and Responsibility, Think Globally,
Enhance Productivity, Strive for Quality, and Embrace Technology
boxes highlight real, familiar companies or business issues to help students
gain practical experience about business and focus on the issues of concern in
business today.

*  Because of the prevalence of small business in the U.S. economy, many small
businesses are featured in boxes and examples within the text.

* A Solve the Dilemma box in each chapter gives students an opportunity to
think creatively in applying chapter concepts to hypothetical situations that
could occur in the real world.

*  AnExplore Your Career Options box in each chapter provides information
about career planning and business career opportunities.

*  End-of-chapter learning devices include a summary that repeats chapter
learning objectives, a list of key terms, Check Your Progress questions to
test and reinforce understanding, and Get Involved exercises to challenge
students to apply and expand on concepts learned in the chapter.

* A comprehensive, challenging video case at the end of each chapter tests stu-
dents’ judgment and decision-making skills.

* A Build Your Skills exercise at the end of each chapter provides an oppor-
tunity to build critical skills through a variety of self-tests and other exercises.

*  Application-oriented appendixes at the end of the book focus on preparing a
business plan, the legal aspects of business, and the Internet.

*  Anend-of-book glossary is included featuring all of the marginal terms and
concepts boldfaced in the text.

* Name and subject indexes at the end of the book aid in finding both topics
and key companies and people featured throughout the book.

SUPPORT MATERIALS FOR THE STUDENT

*  Study Guide. Each chapter of the Study Guide includes a chapter summary;
space to respond to learning objectives; true/false, multiple-choice, matching,
and skill-building questions; and a real-world vignette.



+  Self-Test Computer Exercises. A computer diskette that is included with
the Study Guide allows students to take sample exams. The disk includes
true/false and multiple-choice questions from each chapter. Students can take
a sample quiz from each chapter or simulate a test by combining questions
from multiple chapters. They can select a multiple-choice exam, a true/false
exam, or a combination of each. A self-study scoring system keeps track of
the scores on each exam for up to ten separate attempts, so students can mea-
sure their improvement and mastery of the subject.

SUPPORT MATERIALS FOR THE INSTRUCTOR

*  Test Bank. Coauthored by Amy Morgan (Bradley University) and Stephen
Huntley (Florida Community College), the Test Bank contains true/false,
multiple-choice, and essay questions. Questions are linked to chapter learning
objectives so that instructors can tailor exams to their classes’ needs.

* Instructor’s Manual and Transparency Masters. Coauthored by Scott
Inks, Isabelle Maignan (both of the University of Memphis), and Glynna
Morse (Augusta College), the Instructor’s Manual includes a list of chapter
learning objectives, key terms and their definitions, a lecture outline and notes
with references to the transparencies, a supplemental lecture, a short discus-
sion of a controversial issue, answers to the “Check Your Progress” questions,
questions pertaining to the opening vignettes and boxed text discussions,
additional discussion questions and exercises, a chapter quiz, teaching sug-
gestions, answers to the end-of-chapter case and exercise, term paper and
project topics, and suggestions for guest speakers.

* Transparency Package. A set of transparency acetates contains supple-
mentary exercises and figures.

*  Computerized Testing Program. Available through Richard D. Irwin, this
advanced-feature test generator allows you to add and edit questions, save and
reload tests, create up to 99 different versions of each test, and more.

* Video Cases. A complete inventory of video cases, with a video guide, is avail-
able in the Instructor’s Manual, along with specific test items to be used in class.

Many people have assisted us in writing this book. We sincerely appreciate the
commitment and dedication to this project of Gwyneth M. Vaughn, a competent
editor who has assisted us with almost every aspect of this project and coauthored
the Study Guide. Barbara Gilmer provided much technical assistance, including
editing and coordinating the development of the text and ancillaries. Bill Schoof
helped us with major decisions and provided us with the opportunity to respond
to changes in the needs of students and professors. John Weimeister and Mary
Fischer were helpful in conducting research and providing us with valuable
insights into the introduction to business markets. Special thanks to Elm Street
Publishing Services, Inc., for development, design, and production provided by
Phyllis Crittenden, Karen Hill, Kelly Spiller, Sue Langguth, Cathy Ferguson,
Melissa Morgan, Jan Huskisson, and Abby Westapher. Stephen Pruitt, University
of Memphis, assisted with the financial chapters. Stef Nicovich and Wakiuru
Wamwara (both of University of Memphis) helped with appendixes. Corinne
Livesay, Mississippi College, developed the skill-building exercises at the end of
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each chapter. Amy Morgan, Bradley University, and Stephen Huntley, Florida
Community College, coauthored the Test Bank and class-tested most of our test
items. Isabelle Maignan and Scott Inks (University of Memphis) and Glynna
Morse (Augusta College) coauthored the Instructor’s Manual and provided sug-
gestions for improving text material. Brian Hirt developed computer software for
the self-test computer exercises.

Many others have assisted us with their helpful comments, recommenda-
tions, and support throughout this and previous editions. We extend special

appreciation to the following persons:

Linda Anglin

Mankato State

John Bajkowski

American Association of
American Investors

Jon Bibb

Millikin University

Barbara Boyington
Brookdale County College of Monmouth
Suzanne Bradford

Angelina College

Eric Brooks

Orange County Community College
Nicky Buenger

Texas AGM University
Victoria Bush

University of Mississippi
William Chittenden

Texas Tech University

M. Lou Cisneros

Austin Community College
Joyce Domke

DePaul University

Thomas Enerva

Lakeland Community College
Joe Farinella

DePaul University

James Ferrell

University of Texas

Gareth Gardiner

Smith Collins Company
Barbara Gilmer

University of Memphis

Bob Grau

Cuyahoga Community College—
Western Campus

Sharon Harris
University of Memphis

Michael Hartline

Louisiana State University

Neil Herndon
City Polytechnic of Hong Kong

James Hoffman

Borough of Manhattan
Community College

Joseph Hrebenak

Community College of Allegheny
County—Allegheny Campus

Stephen Huntley
Florida Community College

Rebecca Hurtz
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Carol Jones

Cuyahoga Community College—
Eastern Campus

Ina Midkiff Kennedy

Austin Community College
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American Airlines

Richard Lewis

East Texas Baptist College
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Westmoreland Community College
Terry Loe
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John McDonough

Menlo College
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Hlinois State University

Constantine G. Petrides
Borough of Manhattan
Community College

Victoria Rabb
College of the Desert

Marsha Rule
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Martin 5t. John

Westmoreland Community College
Don Sapit

Sigma Marketing Concepts

Nick Sarantakes
Austin Community College

Scott Saunders

Texas AGM University
Jeftery L. Seglin

Seglin Associates
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Nicholas Siropolis
Cuyahoga Community College

Wayne Taylor
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American River College
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University of Tampa

Jay Todes

Northlake College

Ted Valvoda
Lakeland Community College

Jerry E. Wheat
Indiana University Southeast

Frederik Williams
North Texas State University
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