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PR EF

Business as a field of interest and study has made a dramatic impact in higher
educational institutions in the past two decades. In order to continue this
growth more students need to be encouraged to consider a major in a busi-
ness discipline or to take elective courses in the business school. Many four-
year colleges now offer an introductory or survey of business course to stu-
dents as an orientation for further business courses. THE BUSINESS
ENVIRONMENT addresses the needs of these students.

The premise of this text is that the practice of business is exciting, chal-
lenging, and globally oriented. The excitement of starting your own business,
investing in a company, or negotiating deals are part of the daily menu of how
business is conducted in New York, Tokyo, Lima, Hong Kong, or Sydney.
The challenges of learning about and conducting business are interesting and
rewarding. As this book will clearly show, business transactions are some-
times simple and sometimes very complex. Commonly accepted business
practices in one country are considered unethical or even illegal in another
country. Business is not mysterious, but it is not always either black or white.

As we move toward the next century, the business world is becoming in-
creasingly global. New markets are opening in Latin America, Eastern Eu-
rope, and the Pacific Rim. The global orientation of business is a part of every
reader’s daily life. Clothing, food, transportation, entertainment, electronics,
and service industries are booming around the globe. Countries located
thousands of miles from the United States are providing goods and services
that have become household names. Although the United States is a power-
ful market economy, there are a growing number of countries that are
competing head on with the United States for customers, market share, and
resources.

The American economy is now dominated by service businesses, and
quality is the initiative of many firms. Social responsibility and ethical practices
are now important forces in the way business must be conducted. Diversity,
total quality management (TQM), and environmental issues are highlighted
in this text because they have become an important part of today’s workplace.
Demographic and lifestyle shifts are changing the way we shop, where we
work, and how we live. Students who understand these changes will be more
likely to succeed than those who do not. This is the business book that inte-
grates these and many other current developments to help prepare students
for tomorrow’s business world. Current examples of practices in large,
medium, and small organizations and how business issues impact people are
used throughout each chapter to relate the text to the real world.
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Preface

THE BUSINESS ENVIRONMENT USES AN
INNOVATIVE MODULAR FORMAT

THE BUSINESS ENVIRONMENT is the first survey of business text pub-
lished in both a full textbook and a modular format. The text is organized into
eight modules that allow for ultimate flexibility in course content. Modules
may be ordered through your bookstore in any combination and taught in
your preferred sequence. The modules provide students with an integrated
and practical approach to understanding current business practices. Every
chapter fits logically into this integrated approach. Part 1 (Module One) pro-
vides an overview of the core of business—the business enterprise. It discusses
the foundations of business; forms of business ownership; and small business,
entrepreneurship, and franchising. Part 2 (Module Two) presents the
business environment that surrounds the core, including the social, legal, and
international environment.

Part 3 (Module Three) focuses on managing and organizing the business,
and on the management of production and operations. Part 4 (Module Four)
examines the management of human resources, as well as human relations and
labor relations. Part 5 (Module Five) covers marketing strategy, including
product, price, distribution, and promotion decisions. Part 6 (Modules Six
and Seven) explores the financial management of business firms. Part 7
(Module Eight) is devoted to accounting and information systems.

There is also a Business Plan Module available for professors who wish
to include preparing a business plan in their course work. It is also possible to
order a package for your students that contains the chosen text modules and
the academic version of the leading business plan software, BizPlan Builder.
This package will be particularly useful for courses where there is strong in-
terest in entrepreneurship and small business.

THE BUSINESS ENVIRONMENT DEVELOPS CRITICAL-THINKING SKILLS

Our textbook has several features that make it enjoyable to read and chal-
lenging to teach. The book is purposefully written to provoke critical think-
ing about business issues, practices, and policies. Students can use the learn-
ing tools and applications features to help them understand and use the
material to critically analyze business thinking and practice.

Whenever possible, the students are asked to critically think and reflect.
Instead of relying on rote memorization, we believe that critically analyzing,
communicating, and reflecting are more important skills to sharpen. In each
element used in the book—the chapter opener vignettes, the boxed features,
and end-of-chapter cases and activities—the reader will be asked to form an
opinion, to analyze, and to evaluate. Business transactions require that the
manager, customer, or worker be able to communicate an opinion, analyze a
situation, and evaluate an action. We believe that, by using THE BUSINESS



Features Included in The Business Environment

ENVIRONMENT, the critical thinking skills requirements will stretch the
reader and require him or her to take and defend a position on some crucial
business matters.

Critical thinking is also fostered by a comprehensive case that continues
throughout the text. At the ends of Modules 1 through 5 and 7 there is a case
involving Nike, Inc. The objective of the use of this integrative case is to il-
lustrate to readers how business practices are linked and how each influences
the other. The Nike case integrates each of the modules and main business
functions covered in the book.

FEATURES INCLUDED IN THE BUSINESS ENVIRONMENT

TODAY'S
BUSINESS
WORLD

TOMORROW'S
BUSINESS
WORLD

Readers can use the following learning tools to help them understand and re-
tain the material in the text.

* Learning Objectives. Each chapter begins with several clear, attainable learn-
ing objectives; questions in the test bank are keyed to these objectives.

* Margin Notes. Definitions of key terms are placed in the margin next to
where the terms are introduced to facilitate learning. The key terms are
again listed at the end of the chapter to help students identify and review
Important concepts.

*  Summary of Learning Objectives. Items in the chapter summary are tied to the
corresponding chapter learning objective to provide a cohesive, integrated
chapter review.

*  Questions for Discussion and Review. Students can use these questions to eval-
uate their understanding of the chapter. Many of these questions also re-
quire and encourage critical thinking and analysis.

* Glossary. Key terms and their definitions are again presented in the com-
prehensive glossary. Please note that the glossary is included with any com-
bination of modules.

»  Complete Indexes. Topics throughout all modules can be easily located with
the company, name, and subject indexes that accompany any module

packages.

THE BUSINESS ENVIRONMENT also offers several application
features that will help students to relate the text material to their own
experiences and to apply the concepts in the text to the real world of busi-
ness. Questions to encourage critical thinking are included in all of these fea-

tures.

» Opening Vignette. Each chapter begins with a current news story that in-
troduces students to the chapter’s topics.

 Today’s Business World. Each chapter features a story that focuses on rec-
ognizable firms and contemporary topics, extending the concepts discussed

in the text. .
Tomorrow’s Business World. A futuristic application or business trend is pre-
sented to help readers think about how business will be practiced in the

near, and sometimes more distant, future.
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YOUR
VALLES AND
ATTITUDES

Preface

Your Values and Attitudes. Each chapter features a short self-assessment
quiz that helps students evaluate their attitudes and values concerning
business. )
Cases. Two relatively sophisticated cases at the end of each chapter help
students put business concepts into practice. Many of the case questions re-
quire critical analysis.

Experiential Exercises and Application Exercises. Each chapter contains two in-
dividual and/or group projects. Working alone or collaboratively with
others on relevant topics will help each reader understand business deci-
sion making from a personal perspective.

THE BUSINESS ENVIRONMENT PROVIDES EXCELLENT
INSTRUCTIONAL RESOURCES

Instructor’s Manual. Each chapter includes a chapter perspective; the learn-
ing objectives; an outstanding annotated lecture outline that includes all
key terms and definitions as well as supplemental lecture materials; notes
on the chapter’s boxed materials; answers to the end-of-chapter discussion
questions and cases; and a list of recommended readings.

Test Bank. The Test Bank contains about 3,000 questions including mul-
tiple choice, true/false, essay, and mini-cases. Each question is categorized
by level of learning and chapter learning objective. The Test Bank is also
available in computerized form.

Acetates. Many of the acetates are original materials prepared to augment
the exhibits in the text. The acetates, as well as all the other exhibits from
the text, are also available on PowerPoint disks. (The PowerPoint package
contains a viewing disk so the screens may be used even if you do not have
PowerPoint software.)

Videos. The videos, taken from a variety of sources, will assist in bringing
text concepts to life in the classroom. There is one video for each text
chapter and a video instructor’s guide that includes additional activities.
Videodisc Technology. The videodisc contains video, definitions, transparen-
cies, and llustrations. Its flexibility and ease of use make it a dynamic tool
for instructors. A compatible CAV-type videodisc player is required to use
this ancillary.
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