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ETHICS & SR

I. Ethics in the Workplace

A. Individual Ethics

1. Ambiguity, the Law, and the Real World

2. Individual Values and Codes

B. Business and Managerial Ethics

1. Behavior Toward Employees

2. Behavior Toward the Organization

3. Behavior Toward Other Economic Agents

C. Assessing Ethical Behavior

D. Company Practices and Business Ethics

1. Adopting Written Codes

2. Instituting Ethics Programs

II. Social Responsibility

A. The Stakeholder Model of Responsibility

1. Customers

2. Employees

3. Investors

4. Suppliers

5. Local Communities

B. Contemporary Social Consciousness

III. Areas of Social Responsibility

A. Responsibility Toward the Environment

1. Air Pollution

2. Water Pollution

3. Land Pollution

B. Responsibility Toward Customers

1. Consumer Rights

2. Unfair Pricing

3. Ethics in Advertising

C. Responsibility Toward Employees

D. Responsibility Toward Investors

IV. Implementing Social Responsibility Programs

A. Approaches to Social Responsibility

1. Obstructionist Stance

2. Defensive Stance

3. Accommodative Stance

4. Proactive Stance

B. Managing Social Responsibility Programs

Social Responsibility and the Small Business
FINANCING-1

I. Financial Statements

A. Balance Sheets

1. Assets

a. Current Assets

b. Fixed Assets

c. Intangible Assets

2. Liabilities

3. Owners’ Equity

B. Income Statements

1. Revenues

2. Cost of Goods Sold

3. Operating Expenses

C. Statements of Cash Flows

D. The Budget:  An Internal Financial Statement

E. Reporting Standards and Practices

1. Revenue Recognition

2. Matching

3. Full Disclosure

II. Analyzing Financial Statements

A. Short-Term Solvency Ratios

1. Current Ratio

2. Working Capital

B. Long-Term Solvency Ratios—Debt to Owners’ Equity

C. Profitability Ratios

1. Return on Equity

2. Earning Per Share

D. Activities Ratios—Inventory Turnover Ratio

FINANCING-2

I. Why Do Businesses Need Funds?

A. Short-Term (Operating) Expenditures

1. Accounts Payable

2. Accounts Receivable

3. Inventories

4. Working Capital

B. Long-Term Expenditures

II. Sources of Short-Term Funds

A. Trade Credit

B. Secured Short-Term Loans

C. Unsecured Short-Term Loans

1. Line of Credit

2. Commercial Paper

III. Sources of Long-Term Funds

A. Debt Financing

1. Long-Term Loans

2. Corporate Bonds

B. Equity Financing

1. Common Stock

2. Retained Earnings

C. Hybrid Financing:  Preferred Stock

D. Choosing between Debt and Equity Financing

E. The Risk-Return Relationship

IV. Financial Management for Small Business

A. Establishing Bank and Trade Credit

B. Long-Term Funding

C. Venture Capital

D. Planning for Cash-Flow Requirements

V. Risk Management

A. Coping with Risk

B. Insurance as Risk Management

1. Insurable versus Uninsurable Risk

a. Predictability

b. Casualty

c. Unconnectedness

d. Verifiability

2. The Insurance Product

a. Liability Insurance

b. Property Insurance

c. Life Insurance

d. Health Insurance

3. Special Forms of Business Insurance
OPERATING (PRODUCING) and R&D

I. Goods and Services Operations

A. Growth in the Service and Goods Sectors

B. The Growth of Global Operations

II. Creating Value Through Operations

A. Operations Processes

1. Goods-Manufacturing Processes:  Analytic vs. Synthetic Processes

2. Service Processes:  Extent of Customer Contact

B. Differences between Service and Manufacturing Operations

1. Focus on Performance

2. Focus on Process and Outcome

3. Focus on Service Characteristics

4. Focus on the Customer-Service Link

5. Focus on Service Quality Considerations

III. Operations Planning

A. Capacity Planning

1. Capacity Planning for Producing Goods

2. Capacity Planning for Producing Services

B. Location Planning

1. Location Planning for Producing Goods

2. Location Planning for Producing Services

C. Layout Planning

1. Layout Planning for Producing Goods

2. Layout Planning for Producing Services

D. Quality Planning

E. Methods Planning

1. Methods Improvement in Goods

2. Methods Improvement in Services

IV. Operations Scheduling

A. Scheduling Goods Operations

B. Scheduling Service Operations

V. Operations Control

A. Materials Management

B. Tools for Operations Process Control

1. Work Training

2. Team Production Systems:  Just-Time Operations

3. Material Requirements Planning

4. Quality Control

VI. Quality Improvement

A. Managing for Quality

1. Planning for Quality

2. Organizing for Quality

3. Directing for Quality

4. Controlling for Quality

B. Tools for Total Quality Management

1. Statistical Process Control

2. Quality/Cost Studies

3. Getting Closer to the Customer

4. ISO 9000

5. Process Reengineering

6. Outsourcing

VII. Adding Value Through Supply Chains

A. The Supply Chain Strategy

B. Supply Chain Management
HUMAN RESOURCING

I. The Foundations of Human Resource Management

A. The Strategic Importance of HRM

B. Human Resource Planning

1. Job Analysis

2. Forecasting HR Demand and Supply

3. Matching HR Supply and Demand

II. Staffing the Organization

A. Recruiting Human Resources

1. Internal Recruiting

2. External Recruiting

B. Selecting Human Resources

1. Applications Forms

2. Tests

3. Interviews

4. Other Techniques

III. Developing the Workforce

A. Training

B. Performance Appraisal

IV. Compensation and Benefits

A. Wages and Salaries

B. Incentive Programs

1. Individual Incentives

2. Companywide Incentives

C. Benefits Programs

1. Retirement Plans

2. Containing the Costs of Benefits

V. The Legal Context of HR Management

A. Equal Employment Opportunity

1. Protected Classes in the Workplace

2. Enforcing Equal Employment Opportunity

B. Legal Issues in Compensation

C. Contemporary Legal Issues in HR Management

1. Employee Safety and Health

2. Emerging Areas of Discrimination Law

a. AIDS in the Workplace

b. Sexual Harassment

c. Employment-at-Will

VI. New Challenges in the Changing Workplace

A. Managing Workforce Diversity

B. Managing Knowledge Workers

1. The Nature of Knowledge Work

2. Knowledge Worker Management and Labor Markets

C. Contingent and Temporary Workers

1. Trends in Contingent and Temporary Employment

2. Managing Contingent and Temporary Workers

VII. Dealing with Organized Labor

A. Unionism Today

1. Trends in Union Membership

2. Trends in Union-Management Relations

3. Trends in Bargaining Perspectives

B. The Future of Unions

VIII. Collective Bargaining

A. Reaching Agreement on Contract Terms

B. Contract Issues

1. Compensation

2. Benefits

3. Job Security

4. Other Union Issues

5. Management Rights

C. When Bargaining Fails

1. Union Tactics

2. Management Tactics

3. Mediation and Arbitration

INFORMATION RESOURCING

I. Information Management:  An Overview 

A. Information Systems

II. New Business Technologies in the Information Age

A. The Expanding Scope of Information Systems

B. Electronic Business and Communications Technologies

1. Electronic Information Technologies

a. Electronic Conferencing

b. Groupware

2. Data Communication Networks

a. The Internet

b. The World Wide Web

c. Intranets

d. Extranets

C. New Options for Organizational Design:  The Networked Enterprise

1. Leaner Organizations

2. More Flexible Operations

3. Increased Collaboration

a. Networking and the Virtual Company

4. Greater Independence of Company and Workplace

5. Improved Management Processes

III. Types of Information Systems

A. User Groups and System Requirements

1. Management at Different Levels

2. Functional Areas and Business Processes

B. Systems for Knowledge Workers and Office Applications

C. Knowledge-Level and Office Systems

D. Management Information Systems

E. Decision Support Systems

F. Executive Support Systems

G. Artificial Intelligence and Expert Systems

IV. Databases and Software for the Information System

A. Databases and Program Software

1. Data and Databases

2. System Programs

3. Application Programs

a. Word Processing

b. Spreadsheets

c. Database Management

d. Graphics

4. Graphical User Interface

V. Telecommunications and Networks

A. Multimedia Communication Systems

1. Communication Devices

2. Communication Channels

B. System Architecture

1. Local and Wide Area Networks

MARKETING-1

I. What Is Marketing?

A. Providing Value and Satisfaction

1. Value and Benefits

2. Value and Utility

B. Goods, Services, and Ideas

C. Relationship Marketing

D. Strategy:  The Marketing Mix

1. Product

2. Pricing

3. Place

4. Promotion

a. Advertising

b. Personal Selling

c. Sales Promotion

d. Public Relations

II. Target Marketing and Market Segmentation

A. Identifying Market Segments

1. Geographic Variables

2. Demographic Variables

3. Psychographic Variables

III. Understanding Consumer Behavior

A. Influences on Consumer Behavior

B. The Consumer Buying Process

C. Data Warehousing and Data Mining

1. The Use of Data Mining

IV. Organizational Marketing and Buying Behavior

A. Organizational Markets

1. Industrial Market

2. Reseller Market

3. Government and Institutional Market

B. Organizational Buying Behavior

1. Differences in Buyers

2. Differences in the Buyer-Seller Relationship

V. What Is a Product?

A. The Value Package

B. Classifying Goods and Services

1. Classifying Consumer Products

a. Convenience Goods

b. Shopping Goods

c. Specialty Goods

2. Classifying Industrial Products

a. Expense Items

b. Capital Items

C. The Product Mix—Product Lines

VI. Developing New Products

A. The New-Product Development Process

B. Product Mortality Rates

C. Speed to Market

D. The Product Life Cycle—Stages in the Product Life Cycle

VII. Identifying Products

A. Branding Products

1. E-Business Branding

2. Types of Brand Names

a. National Brands

b. Licensed Brands

c. Private Brands

B. Packaging Products

VIII. The International Marketing Mix

A. International Products

B. International Pricing

C. International Distribution

D. International Promotion

IX. Small Business and the Marketing Mix

A. Small-Business Products

B. Small-Business Pricing

C. Small-Business Distribution

D. Small-Business Promotion
MARKETING-2 
I. Determining Prices

A. Pricing to Meet Business Objectives

1. Profit-Maximizing Objectives

2. Market Share Objectives

B. Price-Setting Tools

1. Cost-Oriented Tools

2. Breakeven Analysis:  Cost-Volume-Profit Relationships

II. Pricing Strategies and Tactics

A. Pricing Strategies

1. Pricing Existing Products

2. Pricing New Products

3. Fixed versus Dynamic Pricing for E-Business

B. Pricing Tactics

III. The Distribution Mix

A. Intermediaries and Distribution Channels

1. Distribution of Consumer Products

a. Channel 1:  Direct Distribution of Consumer Products

b. Channel 2:  Retail Distribution of Consumer Products

c. Channel 3:  Wholesale Distribution of Consumer Products

d. Channel 4:  Distribution Through Sales Agents or Brokers

2. The Pros and Cons of Nondirect Distribution

a. Channel 5:  Distribution by Agents to Consumers and Businesses

3. Distribution of Business Products

a. Channel 6:  Direct Distribution of Business Products

b. Channel 7:  Wholesale Distribution of Industrial Products

c. Channel 8:  Wholesale Distribution to Business Retailers

IV. Wholesaling

A. Merchant Wholesalers

B. The Advent of the E-Intermediary

1. Syndicated Sellers

2. Shopping Agents

3. Business-to-Business Brokers

V. Retailing

A. Types of Retail Outlets

1. Product Line Retailers

2. Bargain Retailers

B. Nonstore and Electronic Retailing

1. The Boom in Electronic Retailing

a. Internet-Based Stores

b. Electronic Catalogs

c. Electronic Storefronts and Cybermalls

d. Interactive and Video Marketing

VI. Physical Distribution

A. Warehousing Operations

B. Transportation Operations—Transportation Modes

C. Physical Distribution and E-Customer Satisfaction

D. Distribution as a Marketing Strategy

VII. The Importance of Promotion

A. Promotional Objectives

B. The Promotional Mix—The Target Audience:  Promotion and the Buyer Decision Process

C. Advertising Promotions

1. Advertising Media

2. Internet Advertising—Data Mining and Data Warehousing for Internet Advertising

D. Personal Selling

1. Personal Selling Tasks

2. Telemarketing and Personal Sales

E. Sales Promotions—Types of Sales Promotions

F. Publicity and Public Relations
External Environment
-C.S.T.E.P. / P.E.S.T.  (+/-)

· Political and Legal Environment

· Social and Cultural Environment

· Technological Environment

· Economic Environment

· Competitive Environment
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