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This sixth edition of Successful Small Busi-
ness Management has been completely re-
vised and updated. Many new features have
been added to make it even more helpful
to the student and the instructor. Yet it re-
tains the basic structure, approach, and writ-
ing style of previous editions, which have
been adopted in hundreds of schools in the
United States, Canada, and other countries.

TO THE STUDENT

Most people seek a sense of meaning, iden-
tity, creativity, independence, and achieve-
ment in their work and in their lives. One
of the best ways to achieve this goal is to
become the owner or manager of a small
business. Managing such a business, how-
ever, is a complex, challenging, rewarding,
and sometimes frustrating occupation. Suc-
cess requires knowledge, desire, and hard
work on your part, plus a certain amount
of luck.

Our goal in this edition, as in previous
editions, is to explore what successful small
business ownership/management entails
and how you can achieve it. Thus, our
specific objectives in this edition are to help
you:

1. Relate personal talents and desires to the
requirements for owning and managing
a small business.

2. Examine the preparation you need to
make in order to become successfully
involved in such a venture,

3. Develop forward-looking systems and
human qualities useful in conceiving,

organizing, and operating a small firm
with limited resources.

To help you achieve these objectives, we
have ‘tried to (1) communicate the material
in a clear, concise, conversational, and
reader-oriented style; and (2) provide the
means to help you to mesh basic concepts
and practices through the use of cases and
company examples.

Text, Examples, and Cases
Since the first edition was published in 1975,
we have tried to develop a comprehensive
body of material that provides you with down-
to-earth, reality-oriented, basic concepts of
how to start and manage a small business.
Therefore, this edition continues to provide
a balance of theoretical and practical mate-
rial.

The book’s 24 chapters are divided into
7 parts, with concepts and applications con-
tinuously intermixed. For example, the text
material in the chapters presents contempo-
rary ideas and philosophies about owning and
managing a small business. Many current
examples of actual business applications are
also given to help you relate the concepts
to actual practice. Then, three to six cases
are included at the end of each part to help
you see how “real-world” businesses are ac-
tually operated. These cases are based on
real business situations and will help you
apply what you have read in the chapters
to actual business problems. Analyzing these
cases allows you to make difficult decisions
as business managers while still in the safety
of the classroom.
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Organization of the Book

Part I, The Challenge of Owning and Manag-
ing a Small Business, explains the important
role of small business, the characteristics of
small business owners, why one should own
a small business, and some current opportu-
nities and challenges in small business—in-
cluding owning a franchise.

Part II, Planning for and Organizing a
Business, discusses how to do strategic and
operational planning, prepare and present
a winning business plan, obtain financing,
and organize the business.

Part II1, Selecting and Leading Employ-
ees, tells how to recruit, select, train, com-
pensate, motivate, and maintain favorable
relationships with employees—and their
union, when one is involved.

Part 1V, Operating the Business, deals
with such operating factors as locating and
laying out facilities, purchasing and main-
taining inventory, and assuring operations
and quality controls.

Part V, Marketing Goods and Services, dis-
cusses selecting marketing strategies for de-
veloping a product, pricing it, selling and
distributing it, and doing international mar-
keting and marketing research.

Part VI, Financial Planning and Control,
explains how to plan for profit, how to budget
and control operations, and how to use the
computer and management information sys-
tems to do these more effectively.

Part VII, Providing Present and Future
Security for the Business, tells how to use
insurance and crime prevention for better
risk management, how to deal with laws and
social responsibility and business ethics, how
to compute and pay taxes, and how to plan
for the future—including estate planning.

Aids to Learning

Each chapter begins with two relevant,
thought-provoking quotations and Learning
Objectives—which are coordinated with the
chapter summary—that define what should

be learned from the chapter. An Opening
Focus, which describes an actual business’s
or business owner’s experience, is related
to the subject of the chapter. The text—writ-
ten for the TV generation—provides ample
visuals such as photos, tables, figures, charts,
checklists, and cartoons, along with real-life
examples that illustrate the concepts being
discussed. Most chapters include a Computer
Update to show how computers can improve
small business operations.

Key Terms—important words or phrases
that are defined in the chapter—are bold-
faced in the text for easy recognition and
then listed at the end of the chapter, showing
the page where the word is defined. Most
of these terms are also included in the Glos-
sary at the end of the book. Other end-of-
chapter features are a summary—called
“What You Should Have Learned”—which
is coordinated by number with the Learning
Objectives, to help you review the text mate-
rial; Questions to test mastery of the chapter;
and a list of Suggested Readings for further
study of the topics presented.

We hope this edition will stimulate your
interest in small business. We also hope you
will identify with the individuals profiled in
the text and cases and through them and
their experiences learn to be a better owner
or manager of a small firm.

TO THE INSTRUCTOR

This sixth edition of Successful Small Busi-
ness Management takes a practical, down-to-
earth approach to planning, organizing, and
managing a small business, While based on
current research, theory, and practice, the
material is presented from a “how-to” per-
spective, with many examples and applica-
tions from the business world.

The material explores the role of small
business and its growing importance. It also
discusses the reasons for and against owning
such firms and stresses up-to-date thinking
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in preparing, starting, organizing, and operat-
ing a small business. It explains how to
achieve optimum benefits from the limited
resources available to small firms and how
to plan for growth and succession.

Cases have been selected for each part,
and each case can be identified with one or
more chapters—as is done in the Instructor’s
Manual. Since there are 32 cases, one or more
cases can be used with each chapter.

Features of This Edition

The strengths of previous editions have been
retained. These include simple, clear, and
concise conversational writing style, numer-
ous visuals, and the use of applications to
reinforce the basic concepts presented.

Some chapters have been rearranged to
give better progression and to change empha-
sis. For example, franchising is presented
earlier, planning has been condensed and
consolidated into one chapter, legal and ad-
ministrative organizing aspects have been
placed in one chapter, operating the business
has been reduced from three to two chapters,
and separate chapters have been added to
cover business laws, social responsibility and
business ethics, and taxes and their treat-
ment.

We have continued the popular Learning
Objectives, an Opening Focus, and a list of
Key Terms in each chapter. Most chapters
also include a Computer Update, which ex-
plains how small businesses are benefiting
from new computerized technology. We have
moved all appendixes to the end of the text
for easy reference. These include help for
women, minorities, and potential entrepre-
neurs; checklists for choosing the type of busi-
ness to enter; a sample business plan; check-
lists for handling union organizing; and a
management self-evaluation. The Glossary
of Frequently Used Business Terms has been
retained, and a Glossary of Frequently Used
Computer Terms has been added to this edi-
tion. These follow the Appendixes.

iX

Each chapter begins with philosophical,
thought-provoking quotations summarizing
the main thought of the chapter. These are
followed by Learning Objectives that prepare
readers for what they should learn from the
chapter and that are coordinated with the
chapter summary. Next comes an Opening
Focus, which is the biography of some person
who is or has been involved in small busi-
ness, or a case involving actual business situ-
ations and events in small firms. This focuses
the tone for the chapter and gives students
a reference point as they read the material.

Each chapter contains many types of visu-
als, including photographs, figures, tables,
and—where appropriate—a limited number
of cartoons. Examples, illustrations, and real-
life vignettes are set off from the body of
the text to help students apply the material
they are learning to actual small business
situations. Key Terms, which are words or
phrases defined in the text, are boldfaced
for easy recognition and also listed at the
end of the chapter, along with the page where
they can be found in the text, and many
are included in the Glossary. Footnotes are
used to give authority to, and cite the sources
of, the material used so that readers can get
further information if desired. They are
grouped at the end of the chapter, however,
to prevent “clutter” on the text page.

This edition has a greater variety of types
of cases than the fifth edition. Eight new
cases have been added and nine others de-
leted to update and broaden the coverage.
Two cases have been divided—one case into
matching parts of the text and the other into
four parts. These divisions help to provide
continuity when moving from the study of
one subject area to the next. Also, there is
one case—CleanDrum, Inc.—with seven
parts that describe how the owner decided
to start a business, then follows its progress
for the first three years of operation—up to
January 1990.

Several end-of-chapter features aid learn-
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ing. Chapter summaries, called “What You
Should Have Learned,” are coordinated with
the Learning Objectives to provide a basis
for better review of the material. Short-an-
swer and discussion-type review questions
can be used for student assignments, class
discussion, or quizzes. Finally, a list of Sug-
gested Readings guides students and instruc-
tors to current material for further explora-
tion of key topics.

Important Current Issues Facing Small
Business People
We have included topics about which small
business owners and managers are currently
concerned. These include a full chapter on
taxes and their payment and another on busi-
ness laws and ethics. Also, topics such as
marketing, particularly international market-
ing; developing and presenting the business
plan; and use of computers have been
strengthened. Next, the discussions of loca-
tion and purchasing have been oriented more
toward retailing and services and less toward
manufacturing. The expanding roles of small
businesses, franchising, women, minorities,
and sources of financing are discussed from
a practical, applications-oriented point of
view. Finally, the functional areas are cov-
ered from a small business perspective.
The retained features of previous editions,
plus current changes and additions, make
this an excellent, up-to-date teaching tool,
relevant to today’s changing environment.
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