First Canadizc

&
+
N
r 4
-
B
£
F



First Canadian Edition

Norm R. Althouse
University of Calgary

Shirley A. Rose
Mount Royal College

Laura A. Allan
Wilfrid Laurier University

Lawrence J. Gitman
San Diego State University

Carl McDaniel
University of Texas, Arlington

THOMSON
_+_, ~

NELSON

Australia Canada Mexico Singapore Spain United Kingdom United States



Editorial Director and Publisher:
Evelyn Veitch

Acquisitions Editor:
Anthony Rezek

Marketing Manager:
Don Thompson

Senior Developmental Editor:
Karina Hope

Photo Researcher:
Indu Ghuman

Permissions Coordinator:
Indu Ghuman

COPYRIGHT © 2005 by Nelson,
a division of Thomson Canada
Limited.

Adapted from The Future of
Business, by Lawrence Gitman and
Carl McDaniel, published by South-
Western College Publishing.
Copyright ©2002 by South-Western
College Publishing

Printed and bound in Canada
2 3 4 07 06 05

For more information contact
Nelson, 1120 Birchmount Road,
Toronto, Ontario, M1K 5G4. Or
you can visit our Internet site at
http://www.nelson.com

Statistics Canada information is
used with the permission of the
Minister of Industry, as Minister
responsible for Statistics Canada.
Information on the availability of
the wide range of data from
Statistics Canada can be obtained
from Statistics Canada’s Regional
Offices, its World Wide Web site at
http://www.statcan.ca, and its toll-

free access number 1-800-263-1136.

THOMSON

NELSON

The Future of Business
First Canadian Edition

by Norm R. Althouse, Shirley A. Rose, Laura A. Allan,
Lawrence J. Gitman, and Carl McDaniel

Production Editor:
Carrie McGregor

Copy Editor:
Valerie Adams

Proofreader:
Valerie Adams

Indexer:
Belle Wong

Production Manager:
Renate McCloy

Creative Director:
Angela Cluer

ALL RIGHTS RESERVED. No part of
this work covered by the copyright
herein may be reproduced,
transcribed, or used in any form or
by any means—graphic, electronic,
or mechanical, including
photocopying, recording, taping,
Web distribution, or information
storage and retrieval systems—
without the written permission of
the publisher.

For permission to use material
from this text or product, submit
a request online at
www.thomsonrights.com

Every effort has been made to
trace ownership of all copyrighted
material and to secure permission
from copyright holders. In the
event of any question arising as to
the use of any material, we will be
pleased to make the necessary
corrections in future printings.

Interior Design:
Michael H. Stratton

Interior Design Modifications:
Katherine Strain

Cover Design:
Katherine Strain

Cover Images:
©2002 Stockbyte

Compositor:
Gerry Dunn

Printer:
Transcontinental Printing Inc.

National Library of Canada
Cataloguing in Publication Data

The future of business /
Lawrence J. Gitman ... [et al.]. —
1st Canadian ed.

Includes bibliographical references
and index.

ISBN 0-17-622438-6

1. Management—Canada.

2. Marketing—Canada.

3. Business enterprises—Canada.
I. Gitman, Lawrence J.

HD70.C3F87 2004 658
C2003-905890-5

NEL



First Canadian Edition

rUTURE
BUSINESS




PREFACE
THE BOOK THAT BUILDS THE FOUNDATION

Today’s employees must manage multiple tasks that require
new skills, new perspectives, and new resources. In this new
century, the primary competitive tool in the work force is
knowledge. This knowledge must extend beyond the scope of
an employee’s own job to encompass other areas of the busi-
ness as well.

Y o o i s e o
urganizatio

The Introduction to The Future of Business, First Canadian
Edition, discusses the importance of this textbook to students,
whether they are presently working or hope to work in busi-
ness in the future. It explains that it is not only important to be
introduced to the different elements of business, but also to be
able to see the different elements working together to create a
business entity as a whole. The Integrative Model of a Successful
Business is explained as the “framework” for the book.

To either introduce or refresh the students’ awareness of
certain elementary, but critical components, The Future of
Business begins with Business Trends and the Business
Environment (Part One). In Part One, students consider the
fundamental Economic Systems and Competition (Chapter
1); The Global Marketplace and Governments’ Roles
(Chapter 2); Social Trends, Social Responsibility, and Ethics
(Chapter 3); and Technology, the Internet, and Business
Success (Chapter 4). With this basic fundamental knowledge,
students can begin to see how the integrative model works.

Part Two introduces the concepts of Canadian Business.
Students learn about Forms of Business Ownership (Chapter
5); Entrepreneurship: Starting and Managing Your Own
Business (Chapter 6); and Corporate Governance, the Legal
Environment, and Taxes (Chapter 7).

Part Three encompasses the Functional Areas of Business,
starting with Marketing—The Customer Focus (Chapter 8)
and followed by Marketing—Product, Price, and Promotion
(Chapter 9). Next there is a discussion of Achieving World-
Class Operations and Distribution (Chapter 10). Students
then study accounting and financial basics—Understanding
and Using Accounting Information (Chapter 11) and
Financial Management and the Securities Markets (Chapter
12). Part Three concludes with Human Resource Manage-
ment (Chapter 13).

In Part Four, the Management Process is discussed. This
includes Management and Planning in Today’s Organization
(Chapter 14), Designing Organizational Structures (Chapter
15), Leadership and Motivation (Chapter 16), and
Information Systems and Effective Control (Chapter 17).

Some schools may cover the Management Process in spe-
cific courses. If this is the case, the instructor may use Part
Four as an introduction to the materials presented in another
management course or choose to eliminate Chapters 14, 15,
and 16, and only cover Chapter 17 (Information Systems and
Effective Control).

Bringing It All Together is the conclusion to the text-
book and shows how all the functional areas of business are
integrated through the use of a real-world example. A man-
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ager from the Hudson’s Bay Company, one of Canada’s most
recognizable companies, provides insights into his successful,
34-year career with the company. The conclusion gives the
students a real-life integration of the material presented in
the book.

The Future of Business also includes a short appendix
that discusses Business Research, Reports, Executive
Summaries, and Presentations. These helpful hints are
included to enhance the students’ understanding of the unique
features of business reports and the presentation of their con-
tents or findings. The appendix is especially useful in courses
that require students to prepare or present either primary or
secondary business research, and it can be modified for partic-
ular business environments. Organizations (including sec-
ondary education) use different formats for reports, so this
section is only intended as a guide, and any particular institu-
tion may choose not to include it in the curriculum.

New Angles on Business
The new shape, pace, and spirit of the global economy
require new ways of looking at business. We've organized
every chapter of The Future of Business with a unique
chapter structure to support three essential themes.

1. Business in the 21st Century

Students begin their study of each chapter with a glimpse into
the strategies of popular business organizations and business
practices. This lively section draws the students into the
chapter and stimulates classroom discussion by providing a
“living” example of current business principles and practices.
Students learn what is happening in today’s business with
examples from the largest global corporate giants, such as
McCain Foods Ltd., to the smallest entrepreneurships.

2. Capitalizing on Trends in Business

The second part of each chapter explores new business trends
and how they are reshaping today’s business and altering
tomorrow’s competitive environment. Technology and the
global economy are covered extensively in every trends sec-
tion. We expose students to the fundamental factors that are
reshaping the business world in which they will soon, if they
have not already done so, begin professional careers. With
this preview of the future, students will gain a keen advantage
when entering the workplace.

3. Applying This Chapter’s Topics

This unique feature, found only in The Future of Business,
brings the chapter topics to life for students with relevant and
interesting tips for making the most of the professional
career, making intelligent investment decisions, or becoming
a smart consumer. Students can utilize these suggestions
throughout their careers, and many are applicable in
everyday life.
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Today’s most fundamental business trends and topics are
thoroughly covered—this means more value added for stu-
dents. Some examples of the topics shaping the future of
business covered in this edition are:
e  Customer value
Knowledge management
Relationship management
The Euro and the European Union
The new Internet economy
Launching an e-business
Global mergers
Entrepreneurs/intrapreneurs
Database marketing
Mass customization
Web advertising
Global management skills
Motivational job design
Virtual corporations
Online trading
Online banking
Risk management
Agile manufacturing
Intranets and extranets

Technology and E-Commerce
Technology not only touches all areas of business, it often
revolutionizes it. Chapter 4 (Technology, the Internet, and
Business Success) looks at the impact of the Internet on busi-
ness operations and describes the growth of e-commerce in
both consumer and business-to-business markets. Chapter 4
also clarifies what many have difficulty in distinguishing:
e-commerce and e-business. Also discussed are the concepts
of business-to-business, business-to-consumer, consumer-to-
consumer, consumer-to-business, and business-to-enterprise.
Chapter 4 also explores the process for launching an
e-business and looks ahead to the future of the Internet in
business (“click versus brick”). No other introductory busi-
ness textbook offers such comprehensive coverage of the pro-
found impact of technology and the Internet on business. In
addition, each chapter addresses how businesses are applying
technology to improve processes and maximize value to the
customer.

Keeping Pace with Business
The Future of Business uses an integrated learning system as

its framework to introduce students to the new business
environment.

Integrated Learning System

To anchor key concepts and provide a framework for study,
an integrated learning system links all major concepts with
the chapters, end-of-chapter material, and supplements
package. Learning goals at the beginning of each chapter out-

line the goals for study. Major headings within the chapter
are identified by icons and supported with concept checks
and a chapter summary. In addition, the Instructor’s Manual,
the Test Bank, and PowerPoint slides are all framed around
the integrated learning system. Each piece of the integrated
learning system reinforces the other components to help stu-
dents learn quickly and to ease lecture preparation.

Hundreds of Actual Business Applications

We focused this book on the needs, abilities, and experience of
the typical student. We drew on our experiences inside and
outside the classroom to create the most readable and enjoy-
able textbook in business. We believe that the actual business
applications interspersed throughout the chapters set the stan-
dard for readability and lucid explanation of key concepts.

Chapter Features
P

Making the Connection introduces each chapter. This sec-
tion shows how the chapter concepts relate to “The
Integrative Model” to help students connect the chapter con-
cepts to business as a whole.

Learning Goals (Ig) are provided at the beginning of
each chapter to highlight the learning expectations for stu-
dents as they read the chapter. These help to guide students’
learning by providing key concepts that are presented in the
chapter.

Many texts use short stories to open the chapters but fail
to make connections to these stories elsewhere in the chap-
ters. We take a different approach. We begin each chapter with
an opening vignette about a prominent, student-friendly
company or a business professional that actually previews
that chapter’s content. We then provide several questions to
prompt critical thinking. The chapter discussion materials are
concluded with Looking Ahead, where the opening vignette
is revisited with a short discussion of what the future may
hold for the company or the business professional.

Unlike most traditional textbooks that have review or
study questions at the end of each chapter, The Future of
Business has Concept Checks throughout the chapter. These
concept checks are meant to challenge the students’ learning
as they progress through the chapter. By eliminating the end-
of-chapter questions and using concept checks, students can
follow the learning goals more easily. If they are unable to
respond to the concept checks, they can simply review the
previous few pages instead of trying to search through the
entire chapter to locate the information.

Hot Links give the student an opportunity to connect to
various Web sites to expand on the information presented in
the chapter. Instructors may also choose to send students to
the Web site links to fulfill assignments.

Key Terms help students to master the business vocabu-
lary. Every key business term is carefully defined within the
text. Each term appears in bold type and is defined in the
margin where the term is first introduced. A complete glos-
sary of all key terms is also included at the end of the book.
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The Try It Now! boxes, found near the end of every
chapter, encourage students to actively use the material
learned in the chapter. These activities include Web-based
exercises and other hands-on approaches to using the infor-
mation.

End of Chapter Resources

A Summary of Learning Goals at the end of each chapter
helps students to focus on the relevant material in a concise
manner. As a supplement to this summary, the Key Terms
that were used in the chapter are listed along with their page
numbers.

Students often require more of a challenge to learn more
about concepts that are of interest to them. The Working the
Net section suggests Web sites that the instructor can choose
to assign for discussion purposes, assignments, etc. Or they
can be used as general interest to the students. The Web sites
provided encourage further learning of some of the topics
presented in the chapter.

A Creative Thinking Case concludes each chapter. The
cases can be used as learning tools whereby students analyze
the situation and apply the chapter material. The Critical
Thinking Questions at the end of each case allow for a dis-
cussion or can be used for assignments or other testing.

At the end of each of the four parts of the textbook, there
are two Video Cases that relate to concepts discussed in the
part. The videos focus on issues that are important to
Canadian business and are presented by CBC’s Venture.
These can be useful for discussion and testing.

Supplements
The Future of Business is supported by the following supple-
ments:

Instructor’s Manual

At the core of the integrated learning system for the text is the
Instructor’s Manual prepared by the authors of the textbook.
Developed in response to numerous suggestions from
instructors teaching this course, each chapter is designed to
provide maximum guidance for delivering the content in an
interesting and dynamic manner. Each chapter begins with
learning goals that anchor the integrated learning system. A
lecture outline guides professors through key terminology
and concepts. Lecture enhancers provide additional informa-
tion and examples from actual businesses to illustrate key
chapter concepts. Each chapter includes lecture support for
integrating PowerPoint™ slides and other visuals that illus-
trate and reinforce the lecture. A comprehensive Video Guide
includes the running time of each video segment, concepts
illustrated in the video segments, teaching objectives for the
case, and solutions for video case study questions. A com-
plete set of transparency masters is available to create over-
head acetates. The transparency masters include exhibits
from the text and additional teaching notes designed to add
fresh examples to your lectures.
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PowerPoint™ Slides

Over 300 slides of key chapter concepts and actual business
examples not included in the text are available in PowerPoint
presentation software to improve lecture organization and
reduce preparation time. The PowerPoint slides were pre-
pared by Vic de Witt of Red River College.

Test Bank

The comprehensive Test Bank is organized by learning goals
to support the integrated learning system. With over 1700
true/false, multiple-choice, fill-in-the-blank, and short-
answer questions, tests can be customized to support a
variety of course objectives.

The Test Bank is available in print and software format
with the ExamView™ Testing System. ExamView offers both
a Quick Test Wizard and an Online Test Wizard that guides
instructors step by step through the process of creating tests,
while its unique WYSIWYG capability allows you to see the
test on screen exactly as it will appear in print or online. With
ExamView’s complete word processing capabilities, you can
enter an unlimited number of new questions or edit existing
questions. The Test Bank was prepared by Kristi Harrison of
Centennial College.

Instructor’s Resource CD

For maximum convenience, the Instructor’s Manual, the
PowerPoint™ slides, the ExamView Testing System, and Test
Bank are all available on a CD.

Videos

Designed to enrich and support key concepts, each of the
video segments present real business issues faced by a variety
of service and manufacturing organizations. The videos focus
on Canadian issues that are important to Canadian business
and are presented by the CBC program Venture. The
instructor’s video guide is included in the Instructor’s Manual
and outlines the key teaching objectives for each video case,
and suggests answers to the critical thinking questions.

Web Site (www.futureofbusiness.nelson.com)

The Web site for The Future of Business provides rich con-
tent to maximize student learning and build online skills.
Each text chapter is supported by an online Test Yourself quiz
(written by Angela Davis of the University of Winnipeg) that
tests student understanding and offers clear, customized
feedback for incorrect answers. Also included on the Web site
are Web Links, Crossword Puzzles, News Room, Stock
Market Game, downloadable supplements, and much more.

InfoTrac™

Now you can give your students an entire library for the price
of one book. With InfoTrac™, students gain complete, 24-
hour-a-day access to full-text articles from hundreds of
scholarly journals and popular periodicals such as Canadian



Business, Business Week, Canadian Business Review, and HR
Professional. Thousands of full-length, substantive articles
spanning the past four years are updated daily, indexed, and
linked. And because they’re online, the articles are accessible
from any computer with Internet access. InfoTrac™ is perfect
for all students, from dorm-dwellers to commuters and dis-
tance learners.
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