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The tenth edition provides a complete and integrated overview of the world of busi-

ness. It is important for students to understand how the functional areas of business 

have to be coordinated as changes in the economy, technology, global competition, 

and consumer decision making continue to evolve. All of these changes are pre-

sented in concepts that entry-level students can understand. Our book contains all of 

the essentials that most students should learn in a semester. Business: A Changing 
World has, since its inception, been a concise presentation of the essential mate-

rial needed to teach introduction to business. From our experience in teaching the 

course, we know that the most effective way to engage a student is by making busi-

ness exciting, relevant, and up to date. Our teachable, from-the-ground-up approach 

involves a variety of media, application exercises, and subject matter, including up-

to-date content supplements, boxed examples, video cases, PowerPoints, and testing 

materials that work for entry-level business students. We have worked hard to make 

sure that the content of this edition is as up to date as possible in order to best ref ect 

today’s dynamic world of business. 

The Tenth Edition
The tenth edition represents a complete revision. This is because so many recent 

events and changes in the environment relate to the foundational concepts in busi-

ness. This means that an Introduction to Business textbook has to provide adequate 

coverage of dynamic changes in the economy as they relate to business decisions. We 

have listened to your feedback and incorporated needed changes in content, boxes, 

cases, exercises, and other features.

This is our third edition with a chapter on digital marketing and social network-

ing in business. Since launching this chapter in the eighth edition, this dynamic area 

continues to change the face of business. Entrepreneurs and small businesses have 

to be able to increase sales and reduce costs by using social networking to com-

municate and develop relationships with customers. Because this area is a moving 

target, we have made substantial changes to the tenth edition of Chapter 13, Digital 

Marketing and Social Networking. Digital marketing has helped many entrepreneurs 

launch successful businesses.

While the title of our book remains Business: A Changing World, we could have 

changed the title to Business: In a Green World. Throughout the book, we recognize 

the importance of sustainability and “green” business. By using the philosophy re-
duce, reuse, and recycle, we believe every business can be more prof table and con-

tribute to a better world through green initiatives. There is a new “Going Green” box 

in each chapter that covers these environmental changes. Our “Entrepreneurship in 

Action” boxes also discuss many innovations and opportunities to use sustainability 

for business success.

We have been careful to continue our coverage of global business, ethics and 

social responsibility, and information technology as it relates to the foundations 

Welcome
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important in an introduction to business course. Our co-author team has a diver-

sity of expertise in these important areas. O.C. Ferrell and Linda Ferrell have been 

recognized as leaders in business ethics education, and their insights are ref ected 

in every chapter and in the “Consider Ethics and Social Responsibility” boxes. In 

addition, they maintain a website, http://danielsethics.mgt.unm.edu/, that provides 

free resources such as PowerPoints and cases that can be used in the classroom. 

Geoff Hirt has a strong background in global business development, especially world 

 f nancial markets and trade relationships.

The foundational areas of introduction to business, entrepreneurship, small busi-

ness management, marketing, accounting, and f nance have been completely revised. 

Examples have been provided to which students can easily relate. An understanding 

of core functional areas of business is presented so students get a holistic view of the 

world of business. Box examples related to “Responding to Business Challenges,” 

“Entrepreneurship in Action,” “Going Green,” and “Consider Ethics and Social 

 Responsibility” help provide real-world examples in these areas.

Our goal is to make sure that the content and teaching package for this book are 

of the highest quality possible. We wish to seize this opportunity to gain your trust, 

and we appreciate any feedback to help us continually improve these materials. We 

hope that the real benef ciary of all of our work will be well-informed students who 

appreciate the role of business in society and take advantage of the opportunity to 

play a signif cant role in improving our world. As students understand how our free 

enterprise system operates and how we f t into the global competitive environment, 

they will develop the foundation for creating their own success and improving our 

quality of life.

O.C. Ferrell

Geoffrey A. Hirt

Linda Ferrell
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It’s easy for students taking their f rst steps into business 

to become overwhelmed. Longer books try to solve this 

problem by chopping out examples or topics to make ad 

hoc shorter editions. Business: A Changing World carefully 

builds just the right mix of coverage and applications to give 

your students a f rm grounding in business principles. Where 

other books have you sprinting through the semester to get 

everything in, Ferrell/Hirt/Ferrell allows you the breathing 

space to explore topics and incorporate other activities that 

are important to you and your students. The exceptional 

resources and the Active Classroom Resource Manual 

support you in this effort every step of the way.

Built from the 
Ground Up 

The best-selling integrated text and digital resource package on the market, 

 Business: A Changing World was built from the ground up—that is, developed and 

written expressly for faculty and students who value a brief, f exible, and affordable 

resource that is exciting, applicable, and happening!

What sets this fastest growing learning program apart from the competition? An 

unrivaled mixture of exciting content and resources, application-focused text and 

activities, and fresh topics and examples that show students what is happening in 

the world of business today!

Built from the Ground Up to Be Exciting, 
Applicable, and Happening!



 Built from the Ground Up to be Exciting, Applicable, and Happening! xiii

It’s exciting to see students succeed! It’s exciting to see 

more As and Bs in a course without grade inf ation. 

Ferrell/Hirt/Ferrell makes these results possible for 

your course with its integrated learning package that 

is proven effective, tailored to each individual student, 

and easy to use.

Exciting 

Applicable When students see how content applies to them, their 

life, their career, and the world around them, they are 

more engaged in the course. Business: A Changing 

World helps students maximize their learning efforts 

by setting clear objectives; delivering interesting cases 

and examples; focusing on core issues; and providing 

engaging activities to apply concepts, build skills, and 

solve problems.

Happening! Because it isn’t tied to the revision cycle of a larger 

book, Business: A Changing World inherits no outdated 

or irrelevant examples or coverage. Everything in the 

tenth edition ref ects the very latest developments in 

the business world—from the recent recession, high 

unemployment rates, and the f nancial instability in 

Europe, to the growth of digital marketing and social 

networking. In addition, ethics continues to be a key 

issue, and Ferrell/Hirt/Ferrell use “Consider Ethics and 

Social Responsibility” boxes to instill in students the 

importance of ethical conduct in business. To ensure 

you always know what’s happening, join the author-led 

Facebook group page supporting this text.
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Exciting & Results-Driven

Across the country, instructors and students continue to raise an important question: How can Intro-

duction to Business courses further support students throughout the learning process to shape future 

business leaders? While there is no one solution, we see the impact of new learning technologies and 

innovative study tools that not only fully engage students in course material but also inform instruc-

tors of the students’ skills  and comprehension levels.

Interactive learning tools, including those offered through McGraw-Hill  Connect, are being 

implemented to increase teaching effectiveness and learning eff ciency in thousands of colleges 

and universities. By facilitating a stronger connection with the course and incorporating the latest 

 technologies—such as  McGraw-Hill LearnSmart, an adaptive learning program—these tools enable 

 students to succeed in their college careers, which will ultimately increase the percentage of students 

completing their postsecondary degrees and create the business leaders of the future.

McGraw-Hill Connect
Connect is an all-digital teaching and learning environment designed from the ground 

up to work with the way instructors and students think, teach, and learn. As a digital 

teaching, assignment, and assessment platform, Connect strengthens the link among 

faculty, students, and coursework, helping everyone accomplish more in less time. 

LearnSmart
The smartest way to get from B to A 
LearnSmart is the most widely used and intelligent adaptive learning resource. It is proven to 

strengthen memory recall, improve course retention, and boost grades by distinguishing between 

what students know and what they don’t know and honing in on the concepts that they are most 

likely to forget. LearnSmart continuously adapts to each student’s needs by building an individual 

learning path. As a result, students study smarter and retain more knowledge.

SmartBook 
A revolution in reading 
Fueled by LearnSmart, SmartBook is the 

f rst and only adaptive reading experience 

available today. SmartBook personalizes 

content for each student in a continuously 

adapting reading experience. Reading is 

no longer a passive and linear experience, 

but an engaging and dynamic one where 

students are more likely to master and re-

tain important concepts, coming to class 

better prepared. 

LearnSmart Achieve 
Excel in your class
Accelerate student success with Learn-

Smart Achieve™—the f rst and only 

Grade Distribution

Without 
LearnSmart

A
30.5%

B
33.5%

C
22.6%

A
19.3%

B
38.6%

C
28.0%

With 
LearnSmart

58% more As
with LearnSmart

With 
LearnSmart

Without 
LearnSmart

Student Pass Rate

25% more students
passed with LearnSmart

business

®



 Exciting & Results-Driven xv

adaptive study experience that pinpoints individual student 

knowledge gaps and  provides targeted, interactive help at the mo-

ment of need.

Interactive Applications
A higher level of learning
These exercises require students to APPLY what they have learned in a real-world scenario. These 

online exercises will help students assess their understanding of the concepts.

Videocases
Real-world assignments
Industry-leading video support helps students understand concepts and see how real companies and 

professionals implement business principles in the workplace. The videocases highlight companies 

from a broad range of industries, sizes, and geographic locations, giving students a perspective 

from a variety of businesses.

iSee it! Animated Video Explanations
What’s the difference between leadership and management? What are line vs. staff employees? 

Topics such as these are often confused by students learning the language of business for the 

f rst time. What if you were able to convey important concepts in a fun, animated, and memo-

rable way that explains the topic in a way students will quickly understand and remember? What 

if students could quickly access the clip while they are reading their Connect eBook. Instructors 

can access these clips in their Instructor Resource Library. They can also be assigned as Inter-

active Videocases. 

End-of-Chapter “See for Yourself Videocase” Clips
Videocases at the end of every chapter are supported by a stimulating mix of clips providing topical rein-

forcement and real-world insight to help students master the most challenging business topics—segments 

such as “Redbox Succeeds by Identifying Market Need” or “Groupon Masters Promotion to Become a 

Popular Daily Deal Site” or “Should Employees Use Social Media Sites at Work?” The videos can be 

found in the Connect eBook. Instructors can access these clips in their Instructor Resource Library.

Manager’s Hotseat
Short videocases show real managers applying their years of experience in confronting certain man-

agement and organizational behavior issues. Students assume the role of the manager as they watch 

the video and answer multiple choice questions that pop up during the segment, forcing them to make 

decisions on the spot. Students learn from the managers’ unscripted mistakes and successes, and then 

do a report critiquing the managers’ approach by defending their reasoning. Instructors can access 

these clips in their Instructor Resource Library. They can also be assigned as Interactive Videocases.

Media Rich eBook
Connect provides students with a cost-saving alternative to the traditional textbook. A seamless inte-

gration of a media rich eBook features the following:

•  A web-optimized eBook, allowing for anytime, anywhere online access to the textbook.

•  Our iSeeit! animated video explanations of the most often confused topics.

•  Powerful search function to pinpoint and connect key concepts in a snap.

•  Highlighting and note-taking capabilities as well as access to shared instructors’ notations.
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Applicable

Chapter Objectives
These appear at the beginning of each chapter 

to provide goals for students to reach in their 

reading. The objectives are then used in the 

“Review Your Understanding,” the summary at 

the end of each chapter, and help the students 

gauge whether they’ve learned and retained 

the material.

Chapter Outlines
These provide a useful overview of all the topics 

covered in the chapter, giving students a sneak 

preview of what they’ll be learning.

Chapter-Opening Vignette
These anecdotes neatly illustrate the real-world 

implications of the business issues students will 

encounter in their reading. At the end of the 

chapter, students are asked to “Revisit the World 

of Business” and apply what they’ve 

learned throughout the chapter.

“So You Want a Job in . . .”
These end-of-chapter features offer 

valuable advice on a wide spectrum of 

business career choices.

Spotlights on Business Issues
Consider Ethics and Social Responsibility, Going Green, Responding to Business Challenges, and 
Entrepreneurship in Action boxed features are placed liberally throughout the book to highlight 

important business issues in companies with which students are familiar.

Learning Objectives
After reading this chapter, you will be able to:

 LO 5-1 Def ne entrepreneurship and small business.

 LO 5-2 Investigate the importance of small business in the U.S. economy 

and why certain f elds attract small business.

 LO 5-3 Specify the advantages of small-business ownership.

 LO 5-4 Summarize the disadvantages of small-business ownership, 

and analyze why many small businesses fail.

 LO 5-5 Describe how you go about starting a small business and what 

resources are needed.

 LO 5-6 Evaluate the demographic, technological, and economic trends that 

are affecting the future of small business.

 LO 5-7 Explain why many large businesses are trying to “think small.”

 LO 5-8 Assess two entrepreneurs’ plans for starting a small business.

5 Small Business, 
Entrepreneurship, 

and Franchising

Chapter 
Outline
Introduction
The Nature of Entrepreneurship 
and Small Business
What Is a Small Business?
The Role of Small Business in the 
American Economy

Industries That Attract Small Business
Advantages of Small-Business Ownership
Independence
Costs
Flexibility
Focus
Reputation
Disadvantages of Small-Business Ownership
High Stress Level
High Failure Rate
Starting a Small Business
The Business Plan
Forms of Business Ownership
Financial Resources
Approaches to Starting a Small Business
Help for Small-Business Managers
The Future for Small Business
Demographic Trends
Technological and Economic Trends
Making Big Businesses Act “Small”

fer79397_ch05_144-170.indd   144 16/10/14   3:47 PM
From page 144 of this text

Jobs dealing with organizational culture and structure are usu-
ally at the top of the organization. If you want to be a CEO or 
high-level manager, you will help shape these areas of business. 
On the other hand, if you are an entrepreneur or small-business 
person, you will need to make decisions about assigning tasks, 
departmentalization, and assigning responsibility. Even manag-
ers in small organizations have to make decisions about decen-

of opportunities for specific jobs that facilitate communication 
systems. Thanks to technology, there are job positions to help 
disseminate information through online newsletters, intranets, 
or internal computer networks to share information to increase 
collaboration. In addition to the many advances using electronic 
communications, there are technology concerns that create 
new job opportunities Monitoring workplace communications

So You Want a Job in Managing Organizational 
Culture, Teamwork, and Communication

fer79397_ch07_202-229.indd   225 16/10/14   3:54 PM

From page 225 of this text
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Application Exercises at the End of Every Chapter
Whether your students discover it on their own or you make it an integral part of your classroom and 

homework assignments, the end-of-chapter material provides a great opportunity to reinforce and 

expand upon the chapter content.

Review Your Understanding Are your students 

sometimes unsure whether they’ve properly absorbed the 

chapter material? This feature resummarizes the chapter 

objectives, leaving students in no doubt of 

what they’re expected to remember.

Revisit the World of 
Business These exercises refer to 

the chapter opening vignettes  and 

ask students to answer more in-depth 

questions using the knowledge they gained 

in their reading.

Build Your Skills These activities are designed 

to be carried out in teams, giving you a launching 

pad for a lively in-class discussion.

Solve the Dilemma These boxes give students 

an opportunity to think creatively in solving a 

realistic business situation.

Build Your Business 
Plan Written by Therese Maskulka 

of Walsh University, and used in her 

own classroom, the end-of-chapter 

feature “Build Your Business Plan” 

and Appendix A, “Guidelines for the 

Development of the Business Plan” 

help students through the steps of 

the business plan relating to each 

chapter. Additional information 

and resources can be found in the 

Instructor’s Manual.

See for Yourself Videocase Stim-

ulate your students with these engaging 

case videos.

Team Exercise Encourage your 

students to develop their teamwork and 

critical thinking skills while addressing 

real-world global business challenges.

Review Your Understanding 
Defi ne entrepreneurship and small business.

An entrepreneur is a person who creates a business or product 
and manages his or her resources and takes risks to gain a 
profi t; entrepreneurship is the process of creating and manag-
ing a business to achieve desired objectives. A small business 
is one that is not dominant in its competitive area and does not 
employ more than 500 people.

Investiga
the U.S. e
small bus

Small busin
they provid
tailing, who
nology attr

fer79397_ch05_144-170.indd   165 16/10/14   3:48 PM

Revisit the World of Business 
 1. What are some likely reasons that Chobani Yogurt has 

become such a success?

 2. Describe some of the challenges that Chobani is facing.

 3. Why is 
product

fer79397_ch05_144-170.indd   166 16/10/14   3:48 PM

Build Your Skills 
Creativity

Background
The entrepreneurial success stories in this chap-
ter are about people who used their creative 
abilities to develop innovative products or ways 
of doing something that became the basis of a 

new business. Of course, being creative is not just for entrepre-
neurs or inventors; creativity is an important tool to help you 
fi nd the optimal solutions to the problems you face on a daily 
basis. Employees rely heavily on their creativity skills to help 
them solve daily workplace problems.

can “atroph
you’re givin

Task

 1. Take the
Quotien

 2. Write th
stateme
your be
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The Small-Business Challenge

Jack Gray and his best friend, Bruce McVay, de-
cided to start their own small business. Jack had 
developed recipes for fat-free and low-fat cook-
ies and muffi ns in an effort to satisfy his per-
sonal health needs. Bruce had extensive 

experience in managing food-service establishments. They 
knew that a startup company needs a quality product, adequate 
funds, a written business plan, some outside fi nancial support, 
and a good promotion program. Jack and Bruce felt they had all 
of this and more and were ready to embark on their new low-fat 
cookie/muffi n store. Each had $35,000 to invest and with their 
homes and other resources, they had borrowing power of an 
additional $125,000.
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Small Business, Entrepreneurship, and Franchising

Now you can get started writing your business 
plan! Refer to Guidelines for the Development of 
the Business Plan following Chapter 1, which 
provides you with an outline for your business 
plan. As you are developing your business plan, 

keep in mind that potential investors might be reviewing it. Or 
you might have plans to go to your local Small Business Devel-
opment Center for an SBA loan.

At this point in the process, you should think about collecting 
information from a variety of (free) resources. For example, if 

you are dev
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See for Yourself Videocase 
Sonic—A Successful Franchise with an Old-Fashione

For those who are nostalgic for the classic drive-
in diner experience, the Sonic fast-food chain 
helps fi ll that need. Sonic offers customers a dose 
of nostalgia with its 1950s-style curbside speak-
ers and carhop service. As the United States’ larg-

est drive-in fast-food chain, Sonic offers a unique and diverse 
menu selection that helps set it apart from a highly competitive 
fast-food franchise market. Founder Troy Smith launched the fi rst 
Sonic Drive-In (known then as Top Hat Drive-In) in Shawnee, 
Oklahoma, in 1953 as a sole proprietorship. He later added a part-
ner, Charlie Pappe, and eventually turned the business into a 
franchise.
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Team Exercise 
Explore successful global franchises. Go to the companies’ 
 websites and fi nd the requirements for applying for three 
 franchises. The chapter provides examples of  successful 
 franchises. What do the companies provide, and what is 
 expected to be provided by the franchiser? Compare and 
 contrast each group’s fi ndings for the franchises researched. 
For example, at Subway, the franchisee is responsible for the 
initial franchise fee, fi nding locations, leasehold improvements 

and equipment, h
and paying an 8 
into the advertisin
formulas and oper
ordering guidance
a  representative o
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Happening

Facebook Stay up to date! A lot changes in the business world, and on a daily basis, which is 

why the authors have created a Facebook page to stay connected with their readers from around the 

world and update them with relevant current events, study tips for students, and more. To join the 

community, please visit www.bit.ly/FerrellFacebook.

Unique Chapter on Digital Marketing and Social Networking—
Chapter 13 Digital media and digital marketing are recognized for their increasing value in stra-

tegic planning while adding new methods to the traditional marketing mix. Marketers’ new ability 

to convert all types of communications into digital media has created eff cient, inexpensive ways of 

connecting businesses and consumers and improves the f ow and the usefulness of information. Addi-

tionally, this chapter describes how businesses use different types of social media and legal and ethical 

considerations marketers need to make.

New to This Edition As always, when revising this material for the current edition, all ex-

amples, f gures, and statistics have been updated to incorporate the most recently published data and 

discuss any recent developments that affect the world of business. Additionally, content was updated 

to ensure the most pertinent topical coverage is provided. Here are the highlights for each chapter:

Chapter 1: The Dynamics of Business and Economics
 • New boxed features describing real-world business issues

 • New examples of entrepreneurs 

Chapter 2: Business Ethics and Social Responsibility
 • New examples of ethical issues facing today’s businesses

 • New “Consider Ethics and Social Responsibility” box in the appendix

Chapter 3: Business in a Borderless World
 • New examples of large multinational companies

 • New content on opportunities for foreign investment in Mexico’s oil industry

Chapter 4: Options for Organizing Business
 • New examples of companies with more than half their revenue generated outside the 

United States

 • New boxed features describing current global issues

Chapter 5: Small Business, Entrepreneurship, and Franchising
 • New coverage of social entrepreneurship

 • New examples of entrepreneurs

 • New boxed features describing current business issues

Chapter 6: The Nature of Management
 • Expanded leadership section

 • New See for Yourself Videocase—Ford Fusion
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Chapter 7: Organization, Teamwork, and Communication
 • New content on Pepsi’s global organizational structure

 • New See for Yourself Videocase—Zappos

Chapter 8: Managing Service and Manufacturing Operations
 • New boxed features describing current business operational issues

 • New See for Yourself Videocase—Home Run Inn

Chapter 9: Motivating the Workforce
 • New trend in businesses requiring their telecommuting workers to come back into the off ce

 • New examples of companies with excellent motivational strategies

Chapter 10: Managing Human Resources
 • New updates on employee wages

 • New graphic demonstrating perspectives regarding performance reviews

Chapter 11: Customer-Driven Marketing
 • New content on McDonald’s emphasis on Millennials

 • New boxed features describing customer-oriented marketing issues

Chapter 12: Dimensions of Marketing Strategy
 • Expanded content on reference pricing

 • New examples of products in the life cycle

Chapter 13: Digital Marketing and Social Networking
 • Signif cant restructuring and rearrangement of material

 • New information on Pinterest and Instagram

 • New examples of Facebook tools

 • New information on digital payment systems

Chapter 14: Accounting and Financial Statements
 • New information on the f nancial information and ratios of Microsoft

 • Signif cant updates to industry analysis section

 • More information on negative cash f ow

 • New information on types of Google stock

Chapter 15: Money and the Financial System
 • Additional information on def ation

 • New section on shadow banking

 • New boxed feature on Bitcoin

Chapter 16: Financial Management and Securities Markets
 • Description of beta as a f nancial term

 • New content on electronic markets

Appendix D: Personal Financial Planning
 • New information on student debt

 • New advice about how to borrow for educational purposes
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Exciting, Applicable, Happening: With the Best 
Instructor Support on the Market

McGraw-Hill strengthens the link between faculty, students, and coursework, helping 

everyone accomplish more in less time.

Effi cient Administrative Capabilities
Connect offers you, the instructor, auto-gradable material in an effort to facilitate teaching and 

learning. 

60 minutes

without Connect

Reviewing Homework

60 minutes

without Connect

15 minutes

with Connect

60 minutes

without Connect

0 minutes

with Connect

12 minutes

with Connect

Giving Tests or Quizzes Grading

Student Progress Tracking
Connect keeps instructors informed about how each student, section, and class is performing, 

allowing for more productive use of lecture and off ce hours. The progress tracking function enables 

instructors to:

•  View scored work immediately and track individual or group performance with assignment and 

grade reports.

•  Access an instant view of student or class performance relative to learning objectives.

•  Collect data and generate reports 

required by many accreditation 

organizations, such as AACSB.

Actionable Data
Connect Insight is a powerful data analytics tool 

that allows instructors to leverage aggregated 

information about their courses and students to 

provide a more personalized teaching and learning 

experience.

ics tool 

ated 

ents to

Connect and LearnSmart allow students to 

present course material to students in more 

ways than just the explanations they hear 

from me directly. Because of this, students 

are processing the material in new ways, 

requiring them to think. I now have more 

students asking questions in class because 

the more we think, the more we question.

Instructor at Hinds Community College

business

®
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Connect Instructor Library 
Connect’s instructor library serves as a one-stop, secure site for essential course materials, allowing 

you to save prep time before class. The instructor resources found in the library include:

 • Instructor’s Manual The Instructor’s Manual to accompany this text is an all-inclusive 

resource designed to support instructors in effectively teaching the Introduction to Business 

course. It includes learning objectives, lecture outlines, PowerPoint notes, supplemental lecture, 

answers to discussion questions and end-of-chapter exercises, notes for video cases, term paper 

and project topics, suggestions for guest speakers, and roles and options for implementing role-

playing exercises.

 • Test Bank and EZ Test Online The Test Bank offers more than 2,000 questions, which are 

categorized by topic, level of learning (knowledge, comprehension, or application), Learning 

Objectives, Bloom’s Taxonomy, and accreditation standards (AACSB).

 • PowerPoint Presentations The PowerPoint presentations feature slides that can be used 

and personalized by instructors to help present concepts to the students effectively. Each set of 

slides contains additional f gures and tables from the text.

 • Videos McGraw-Hill provides industry-leading video support to help students understand 

concepts and see how they apply in the real world.

 • A Guide for Introducing and Teaching Ethics in Introduction to Business Written 

by O.C. Ferrell and Linda Ferrell, this is your one-stop guide for integrating this important issue 

into all aspects of your course. It helps you to demonstrate how business ethics leads to business 

success and offers a wide range of business ethics resources, including university centers, 

government resources, and corporate ethics programs.

 • Active Classroom Resource Guide An additional collection of team projects, cases, and 

exercises that instructors can choose from to be used in class or out.

Instructor’s Resource CD (IRCD) ISBN 1259305635
This CD contains the Instructor’s Manual, a Test Bank, and PowerPoint presentations.

Create
Instructors can now tailor their teaching resources to match the way they 

teach! With McGraw-Hill Create, www.mcgrawhillcreate.com, instructors 

can easily rearrange chapters, combine material from other content sources, and quickly upload and 

integrate their own content, like course syllabi or teaching notes. Find the right content in Create 

by searching through thousands of leading McGraw-Hill textbooks. Arrange the material to f t 

your teaching style. Order a Create book and receive a complimentary print review copy in three to 

f ve business days or a complimentary electronic review copy via e-mail within one hour. Go to 

www.mcgrawhillcreate.com today and register.
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Tegrity Campus 
Tegrity makes class time available 24/7 by automatically capturing every lecture 

in a searchable format for students to review when they study and complete 

assignments. With a simple one-click start-and-stop process, you capture all computer screens and 

corresponding audio. Students can replay any part of any class with easy-to-use browser-based 

viewing on a PC or Mac. Educators know that the more students can see, hear, and experience class 

resources, the better they learn. In fact, studies prove it. With patented Tegrity “search anything” 

technology, students instantly recall key class moments for replay online or on iPods and mobile 

devices. Instructors can help turn all their students’ study time into learning moments immediately 

supported by their lecture. To learn more about Tegrity, watch a two-minute Flash demo at 

http://tegritycampus.mhhe.com.

Blackboard® Partnership 
McGraw-Hill Education and Blackboard have teamed up to simplify your life. 

Now you and your students can access Connect and Create right from within 

your Blackboard course—all with one single sign-on. The grade books are 

seamless, so when a student completes an integrated Connect assignment, the 

grade for that assignment automatically (and instantly) feeds your Blackboard 

grade center. Learn more at www.domorenow.com.

McGraw-Hill Campus™
McGraw-Hill Campus is a new one-stop teaching and learning experience 

available to users of any learning management system. This institutional service 

allows faculty and students to enjoy single sign-on (SSO) access to all McGraw-Hill Education 

materials, including the award-winning McGraw-Hill Connect platform, from directly within 

the institution’s website. With McGraw-Hill Campus, faculty receive instant access to teaching 

materials (e.g., eTextbooks, test banks, PowerPoint slides, animations, learning objects, etc.), 

allowing them to browse, search, and use any instructor ancillary content in our vast library at no 

additional cost to instructor or students. 

Course Design and Delivery
In addition, students enjoy SSO access to a variety of free content (e.g., quizzes, f ash cards, 

narrated presentations, etc.) and subscription-based products (e.g., McGraw-Hill Connect). With 

McGraw-Hill Campus enabled, faculty and students will never need to create another account to 

access McGraw-Hill products and services. Learn more at www.mhcampus.com.

Assurance of Learning Ready
Many educational institutions today focus on the notion of assurance of learning, an important 

element of some accreditation standards. Business is designed specif cally to support instructors’ 

assurance of learning initiatives with a simple yet powerful solution. Each test bank question for 

Business maps to a specif c chapter learning objective listed in the text. Instructors can use our test 

®
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bank software, EZ Test and EZ Test Online, to easily query for learning objectives that directly relate 

to the learning outcomes for their course. Instructors can then use the reporting features of EZ Test 

to aggregate student results in similar fashion, making the collection and presentation of assurance of 

learning data simple and easy.

AACSB Tagging 
McGraw-Hill Education is a proud corporate member of AACSB 

International. Understanding the importance and value of AACSB 

Accreditation, Business recognizes the curricula guidelines detailed in the AACSB standards for 

business accreditation by connecting selected questions in the text and the test bank to the six general 

knowledge and skill guidelines in the AACSB standards. The statements contained in Business 

are provided only as a guide for the users of this textbook. AACSB leaves content coverage and 

assessment within the purview of individual schools, the mission of the school, and the faculty. While 

the Business teaching package makes no claim of any specif c AACSB qualif cation or evaluation, 

we have within Business labeled selected questions according to the six general knowledge and 

skills areas.

McGraw-Hill Customer Experience Group Contact Information
At McGraw-Hill Education, we understand that getting the most from new technology can be 

challenging. That’s why our services don’t stop after you purchase our products. You can e-mail our 

Product Specialists 24 hours a day to get product training online. Or you can search our knowledge 

bank of Frequently Asked Questions on our support website. For Customer Support, call 800-331-
5094 or visit www.mhhe.com/support. One of our Technical Support Analysts will be able to assist 

you in a timely fashion.
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The tenth edition of Business: A Changing World would not have been possible with-

out the commitment, dedication, and patience of Jennifer Sawayda, Michelle Urban, 

and Danielle Jolley. Jennifer Sawayda provided oversight for editing and developing 

text content, cases, boxes, and the supplements. Michelle Urban assisted with editing, 

and Danielle Jolley and Michelle Urban assisted in developing some of the boxes in 

this edition. Brett Nafziger developed the PowerPoints, Test Bank, and Instructor’s 

Manual. Anke Weekes, Senior Brand Manager, provided leadership and creativity in 

planning and implementing all aspects of the tenth edition. Gabriela Gonzalez, Prod-

uct Developer, did an outstanding job of coordinating all aspects of the development 

and production process. Heather Ervolino was the Content Project Manager. Mark 

Christianson managed the technical aspects of Connect. Others important in this edi-

tion include Michael Gedatus  (Marketing Manager) and Debra Kubiak ( Designer). 

 Michael Hartline developed the Personal Career Plan in Appendix C. Vickie Bajtelsmit 

developed Appendix D on personal f nancial planning. Eric Sandberg of Interactive 

Learning assisted in developing the interactive exercises. Many others have assisted 

us with their helpful comments, recommendations, and support throughout this and 

previous editions. We’d like to express our thanks to the reviewers who helped us 

shape the tenth edition:
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