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Bringing Research to Life reveals research in the trenches.

Much of research activity isn’t obvious or visible. These opening vignettes are designed to take the student
behind the door marked RESEARCH. Through the activities of the principals at Henry & Associates, students
learn about research projects, many that were revealed to the authors off the record. The characters and names

of companies are fictional, but the research activities they describe are real-and happening behind the scenes in

hundreds of firms every day.

“Based on the poll results that are on your screen, you
have reached a strong consensus on your first priority.
The research strongly supports that you should be
negotiating stronger courier contracts to address the
in-transit damage issues. Congratulations,” concluded
Jason.

“That wraps up our briefing, today. Sara and I are
happy to respond to any e-mail questions any of you
might have after reading the summary report that has
been delivered to your e-mail. Our e-mail address is on
screen, and it is also on the cover of the report. Myra,
I'm handing control of the meeting back to you.”

As Myra started to conclude the meeting, Sara was
holding up a sign in front of Jason that read. “Turn off
your microphone.” Jason gave a thumbs-up sign and
clicked off his mic.

“Thank you, Jason,” stated Myra. “The research
has clarified some critical issues for us and you have
helped us focus on some probable solutions. This
concludes the meeting. I'll be following up soon with
an e-mail that contains a link to the recorded archive
of this presentation, allowing you to share it with your
staff. You will also be asked to participate in a brief
survey when you close the Web-presentation window.
I'd really appreciate your taking the three minutes it
will take to complete the survey. Thank you all for
attending.”

As soon as the audience audio was disconnected,

Myra indicated, “That went well, Jason. The use of

the Q&A tool to obtain their pre-report ideas for action
was a stroke of genius. When you posted the results as
1l and had them indicate their first priority, they

lall over the board. It helped them understand that

chapter 2

bringingresearchtolifl'e

one purpose of the research and today’s meeting was to
bring them all together.”

“Sara gets the credit for that stroke of genius,”
claimed Jason after removing his microphone and
clicking on his speakerphone. “She is a strong
proponent of interaction in our briefings. And she
continually invents new ways to get people involved
and keep them engaged.”

“Kudos, Sara,” exclaimed Myra. “Who gets the
credit for simplifying the monthly comparison chart?”

“Those honors actually go to our intern, Sammye
Grayson,” shared Sara. “I told her while it was a
suitable graph for the written report; it was much too
complex a visual for the presentation. She did a great
job. I'll pass on your praise.”

“Well,” asked Myra, “where do we go from here?”

“Jason and I will field any questions for the next
week from you or your staff,” explained Sara. “Then
we will consider this project complete—until you
contact us again.”

“About that,” Myra paused, “I've just received an
e-mail from Jean-Claude. He wants to meet with you
both about a new project he has in mind. He asks if he
could pick you up at the Boca airport on Friday, about
2:30 p.m. He says his flying office will have you back
in time for an early dinner.”

Sara consulted her iPhone and indicated she was
available. Jason looked at his own calendar and smiled
across the desk at Sara. “Tell Jean-Claude we’ll meet
him at the airport. Any idea what this new project is
about?”

“Not a clue!”

Learning Objectives

learningobjectives serve as memory flags.

After reading this chapter, you should understand. . . <
What issues are covered inresearch sffics Learning objectives serve as a road map as students
Q:Z ?;ae\;l;n:pg?rsrg; for all research activities and what constitutes “no harm” for participant, researcher, Sta_rt their journey intO the Chapter. Read ﬁrst, these

The differing ethical dilemmas and responsibilities of researchers, sponsors, and research assistants.

The role of ethical codes of conduct in professional associations.

objectives subconsciously encourage students to

seek relevant material, definitions, and exhibits.




Special tools for today’s visual learner.

A transformation is taking place in many of our classrooms. During the last decade, more and more of our

students have become visual—not verbal—learners. Verbal learners learn primarily from reading text. Visual

learners need pictures, diagrams, and graphs to clarify and reinforce what the text relates.

Integrated research process exhibits reveal a rich
and complex process in an understandable way.

Every textbook has exhibits. We use these tables and line
drawings to bring key concepts to life and make complex

concepts more understandable.

Within our array of exhibits is a very special series of
32 fully integrated research process exhibits. Each
exhibit in this series shares symbols, shapes, and colors

with others in the series.

Exhibit 1-4 The Research Process

\J

Exhibit 1-3 is the overview exhibit of the research
process, to which all other exhibits related to the process
will link.

Subsequent exhibits (like this one for survey design)

show more detail in a part of this process.

Another exhibit in the series might layer the main process
exhibit with additional information (like this exhibit from

the ethics chapter). l

Exhibit 2-1 Ethical Issues and the Research Process

Clarifying the Research Question
Discover the Management Dilemma

Define the Management Question

~a—— « Sponsor nondisclosure

Define the Research Question(s)

Exploration Exploration

Refine the Research
Question(s)

« Sponsor's right to quality
research
« Sponsor's right of purpose

* Researcher's right to absence

of sponsor coercion
 Researcher's right to absence
L of sponsor deception

« Participant deception
« Sponsor's right to quality
research

« Participant's right of informed
<—{ consent
« Participant’s right to privacy
(refusal)
« Sponsor's right to quality
researc}
« Researcher's right to absence
L of sponsor coercion

Research Design
Strategy
(type, purpose, time frame, scope, environment)

Sampling
Design

Instrument Development

Data Collection & Preparation
Data Analysis & Interpretation

Research Reporting

Data Collection
Design

« Sponsor's right to quality
researcl

« Participant’s right to privacy

— « Participant deception
~—————{ « Sponsor's right to sponsor

nondisclosure

[+ Researcher's right to safety

« Sponsor's right to findings
nondisclosure

« Participant’s right to
confidentiality

« Sponsor's right to quality

research
« Researcher's right to absence
L of sponsor coercion

Exploration

Clarifying the Research Question
Discover the Management Dilemma

Define the Management Question

Define the Rese:

arch Question(s)

Exploration

Refine the
esearch Question(s)

Research Design
Strategy
(type, purpose, time frame, scope, environment)

Sampling

Data Collection
i Design

Design

Instrument Development
& Pilot Testing

Data Collection & Preparation
Data Analysis & Interpretation

Chapters 2-5

Appendix A

Chapters 6-14

Chapter 15

Chapters 16-18

Chapters 19-20

Exhibit 13-5 Flowchart for Instrument Design: Phase 2

Measurement
Questions
Administrative Target Classification
Questions Questions Questions
Pretest Individual
Participant ID Topic A Demographic Questions
Interviwer 1D ‘ Topic B ‘ Economic ‘
Interview Location Topic C ‘ Sociologica ‘
Intervew Condtions o | coogaenc |

Instrument
Development




Some topics deserve more
attention—with their own chapter!

An emphasis on presentation.

chapter 20

Increasingly, researchers are making oral presentations of
their findings though Web-driven technologies. We address
this and other oral presentation formats and issues with a

separate chapter.

All researchers increasingly
need qualitative skills.

Y

learningobjectives

After reading this chapter, you should understand

How to plan for

The framey

s and pa

anizing a presentation.

How proficiency rch presentations requies design

The importance of o

y 0 getting and holding the aud

Why
tobe certain th

“The ses and differences between the types of materials designed to support your poins.

and, what needs to be assembled and chec}
o

chapter 7

Researchers increasingly admit that quantitative research
can’t reveal all they need to know to make smart business
decisions. We capture the best of the current qualitative

methods and reveal where and how they are used.

Help in moving from
management dilemma to
research design.

Y

learningobjectives
Afer reading this chapter, you should understand ...

How qualiative methods di

om quantitative methods.

“The controversy surmounding qualiative research.

“The types of deci

use qualiative methods.

The variety of quaitative research methods;

Knowing how to use ther effectively

ked

This is where talented people can steer research in the
wrong or right direction. We devote a chapter to

providing students with a methodology for making the

Y

chapter 5

learningobjectives

After reading this chapter, you should understand

The purpt s of explor

Two types and three levels of mana

exploratory research to understand the

0 o through the stages
is necessary to formulate the research question (and, ulimately,
sl

ns and measurement

right decisions more often.

Ethical issues get the
attention they deserve.

Ethical issues abound in business research but may

Y

go unnoticed by students who need a framework to
discuss and understand these issues. We devote a

chapter to building that framework.

chapter 2

learningobjectives

After reading this chapter, you should understand. . .

are covered inreses

for all esearch activiies and what consttutes *no harm” for participant, researcher,

“The differing ethical

nd responsibilties of researchers, sponsors, and ressarch assistants.

“Th role of ethical codes of conduct in professional associations

¢ ¢ Today, it would be remiss to say that the privacy
profession is anything but flourishing. Companies
are increasingly hiring privacy officers and even
elevating them to C-suite positions; the European
Commission has proposed a statute in its amended

data protection framework that would require data
protection officers at certain organizations, and at
the International Association of Privacy Professionals
(IAPP) membership recently hit 10,000 worldwide. 9
Angelique Carson, CIPP/US,

International Association of Privacy Professionals
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“As researchers, we need to be sensitive to the unique chal-
lenges respondents face when completing surveys on mo-
bile devices,” shared Kristin Luck, CEO of Decipher. “Small
screens, inflexible device-specific user input methods, and
potentially slow data transfer speeds all combine to make
the survey completion process more difficult than on a typi-
cal computer. Couple those hindrances with reduced atten-
tion spans and a lower frustration threshold and it's clear that
as researchers, we must be proactive in the design of both
the questionnaire and user-interface in order to accommodate
mobile respondents and provide them with an excellent survey
experience.”

Decipher researchers follow key guidelines when designing
surveys for mobile devices like smart phones and tablets.

« Ask 10 or fewer questions
« Minimize page refreshes—longer wait times reduce
participation
« Ask few questions per page—many mobile devices
have limited memory.

* Use simple question modes—to minimize scrolling

* Keep question and answer text short—due to smaller

screens

« If unavoidable, limit scrolling to one dimension (vertical
is better than horizontal).
Use single-response or multiple-response radio button
or checkbox questions rather than multidimension grid
questions.
Limit open-end questions—to minimize typing.
Keep answer options to a short list.
For necessary longer answer-list options, use drop-
down box (but limit these as they require more clicks to
answer).

« Minimize all non-essential content
* If used, limit logos to the first or last survey page.
o Limit privacy policy to first or last survey page.

be asked of participants. Four questions, covering numerous issues, guide the instrument designer in

selecting appropriate question content:

Should this question be asked (does it match the study objective)?

Is the question of proper scope and coverage?

Can the participant adequately answer this question as asked?

Will the participant willingly answer this question as asked?

snapshot

Please indicate your gender:

f the following age groups do you fallinto?

Students learn by and
deserve the best examples.

Snapshots are
research examples
from the researcher’s
perspective.

10 0f 24 il
Menu

« Debate use of progress bar—it may encourage
completion but also may require scroling

* Minimize distraction
o Use simple, high-contrast color schemes—phones
have limited color palettes.
* Minimize JavaScript due to bandwidth concerns.
o Eliminate Flash on surveys—due to incompatibility with
iPhone.

Luck is passionate about making sure that researchers recog-
nize the special requirements of designing for mobile as mobile
surveys grow in use and projected use, S shares her expertise at

I

conferences worldwide.

Snapshots are like mini-cases: They help a
student understand a concept in the text by
giving a current example. As mini-cases

they are perfect for lively class discussion.
Each one focuses on a particular application of
the research process as it applies to a particular
firm and project. You’ll find more than

82 of these timely research examples
throughout the text and more in the Instructor’s

Manual.

— Web addresses speed secondary data searches

on companies involved with the example.

___lIcons help students link parts of a richer, more complex
example, told over a series of chapters.

Some examples are so rich in detail that one Snapshot or exhibit just isn’t sufficient. MindWriter is a

MindWriter

computer laptop manufacturer that prides itself on customer service, especially when it comes to laptop

repair at its CompleteCare center. Each time you see this icon in the text, you’ll be learning more about the

customer satisfaction research that Henry & Associates is doing.



The Closeup offers a more in-depth examination of a

key example.

Sometimes you just need more time and space to showcase all the detail of an example. This glimpse

of the Closeup from Chapter 16 reveals two pages from a discussion on tabular data.

2 closeup

Because the researcher's primary job is to discover the mes- The presence of any number within a table is for comparison
sage revealed by the data, he o she needs every tool to reveal  with a similar number—from last year, from another candidate,
the message. Authors Sally Bigwood and Melissa Spore in their  from another machine, against a goal, and so forth. Using the
book Presenting Numbers, Tables, and G archer exploring data by
extracting knowledge from data. constructing a table should:

ation, a res:

arts suggest that the  aLthor's rules for table

table is the ultima

* Round num « Rounded numbers can be most easily compared, enabling us to more easily determine the ratio

or relationship of one number to another.

« If precision is critical to the number (e.g., you are researching taxes or design specifications or
drug interactions), don't round the numbers

« Arange the num- « Order numbers from largest to smallest number.
bers to reveal * Ina verticaly aranged table, order the largest number at the top.
pattems. * Ina horizontal arrangement, order the largest numbers on the left

 When looking for changes over time, order the numbers by year, from most distant (ieft or top) to
most recent.

arison,
jeal a bimodal d

An average provides a point

tribution.

0 TEsCTHE R E T
achieve foc Totals emphasize the big picture.

* Percer data.

tages sh

proportionate relationships more easly than ra

« Compare ke scales | Convert numbers to a common scale when the numbers reflect different scales (e.g., grams

ina single table. versus ounces of ereal consumption; monthy salary data versus hourly wage data).
. implicity « Several smaller tables reveal pattems better rather than one large, complex table.

R 25 « Complex tables are used as a convenient reference source for muiiple elements of data.
« Use empty space « Design atable with a smaller number of columns than rows.

and design to guide

he eye fo rumbers | * Single-space numbers that must be compared,

that must be com- |+ Use gridines to group numbers within a table; avoid gridiines between numbers that must
pared and to make be compared
patterms and excep-

] « Use empty space to create gutters between numbers in simple tables.

« Right-align column headers and table numbers.

nted; don't

o Summarize e

te a phrase ta pre

or sentence that summarizes your interpretation of the
e.

data di leave interpretation to char
* Summary stater night be used as the ttle of a ta nart in the final research report.
* The summary need not mention any numbers
« Label and tile « Titles should be comprehensive: Include what (subject of the title or message), where (f data
tables for clarity of have a geographic base), when (date o time period covered), and unit of measure.
message.

* Include common information in the tite: It lengthens a fitle but shortens the table’s column
headings.

« Avoid abbreviations in column headings uinless well known by your audience,

« Avoid footnotes; if used, use symbols—Ike the asterisk—rather than numbers (numbers used as
footnotes can be confused with the content numbers of the tabe),

« For reference, provide an undertable source ine for later reference.

closeupcont’d

AN EXAMPLE

Assume you were adetermining whether to expand into western Europe with distribution facilties to service online purchases of your
specialty goods company.

Table 1 Spending by Internet Users in Selected Wes
European Countries 2010 (EUROSs in Billions)

France Euro 6645 16
Germany Euro 658.0 20
Italy Euro 3455 14
Spain Euro 560.1 10

United Kingdom Euro 22849 36

We start with the above table that presents data developed from several studies on oniine shopping and purchasing behavior in
selected countries in wester Europe. The data are ordered alphabeticaly by country. While aranging in alphabetical order may be
ideal for randomization or reduction of bias, it isn't a logical choice for clarty of data presentation.

What data might you need to help you make your decision about distribution facilties? Do you need to know the average
transaction size? If you don’t know the conversion rate of the euro to the dollar, can you interpret the table? Should you p
your investment in the United Kingdom or elsewhere?

Table 2 E5 Per Capita One-Year Online Spending (2010)

United Kingdom 22849 36 17362
Germany 658.0 20 500.0
France 664.5 16
Italy 345.5 14
Spain 560.1 10

Table 2 recasts

the data using Bigwood and Spore's guidelines. First the table title has changed; now the annual period on which
the spending data are based is more obvious, as wel as the fact that we are looking at spending per capita for the top 5 European
Union performers, known as the E5. We've also changed the column headers to reflect currency,

/e have right-justified the
headers and the numbers. We've rearranged the table by Average Spending (EURO) in descending order and interpreted the (EURO)
column by adding a dollar conversion column. We might not need the rightmost column if we were euro spenders ourselves but, if we

are more familiar with another currency, the addition of this column helps us interpret the data. With this arangement, does Germany

look attractive? While it might not currently appear to be as strong a contender as the United Kingdom, we know it is fiscally strong

and located in a more central location to the other countries being considered

PicProfile offers a memory
visual to enhance an
example.

In research, as in life, sometimes a picture is worth

more than words. Sometimes you need to see what
is being described to fully understand the

Iy
D>

Emerging Research Techniques

Social Media Analytics 66

Online Communities p

Mobile Surveys 53

Text Analytics 45
Webcam-based [ 46
Interviews | 35
Apps-based Research
pp = 32
Eye Tracking 31

Mobile Ethnography

Mobile Qualitative 46

Virtual Environments

Crowdsourcing 24

Visualization Analytics 24

Prediction Markets 21

Biometric Response 13

NeuroMarketing
Ganmification Methods 25 Research provider (n=669)

Research client (n=149)

Facial Analysis . 13

picprofile

foundatlon research prlnc1ple. According to the 2012 Greenbook Research Industry Trends (GRIT) report, the top four emerging techniques, among both

research buyers and providers all involve Internet use. “A big climber, from actual 2011 to expected 2012, is Mobile Surveys,
with clients/buyers jumping from a current 17% to an expected 53% and vendors expecting the increase to be from 24% to
64%.” Some speculate that the mobile survey may be approaching its tipping point. Other methodologies, like Mobile Qualita-
tive, Mobile Ethnography, and Gamification, are getting a lot of buzz in the industry, but have yet to capture buyer/client sup-
port to the same degree that they have eamed researcher interest. As in previous studies, researcher interest tends to lead on
methodology.

Source: “Spring 2012 Greenbook Research Trends Report,” GreenBook® | New York AMA Communication Services Inc., February 2012, p. 22.
Leonard Murphy, “GRIT Sneak Peek: What Emerging Research Techniques Will Be Used in 2012?” Greenbook, posted February 20, 2012.
Downloaded April 18, 2012, P g

used-in-2012/.




Learning aids cement the concepts.

Discussion questions that go one
step further.

Y

Five types of discussion questions reveal differing levels of

understanding—from knowing a definition to applying a concept.

keyterms
biblography 98 handbook 99 primary sources 96
data marts 102 index 98 research question(s) 112

data mining 102 individual depth interview (IDI) 94 secondary sources 96

data warehouse 102 investigative questions 113 source evaluation 100

dictionary 98 literature search 94 tertiary sources 9

directory 100 management question 108

discussionquestions

Kitchen electrics,

ctured, semistructured, and un

18 -

encyclopedia -

expert interview 94 custom-designed 118

exploratory research 94 predesigned 118

discussionquestions

ked of the participants

Key terms indexed at the end of the
chapter and defined in the glossary.

—— Glossary reinforces the importance
of learning the language of
research.

or the observations that must be recorded.

Supplements offer the tools

students and faculty ask
for . . . and more.

homas LG Tests Hypothesiss

"‘/‘F|,J

>Abstract

Troy-Bilt* works with Marcus Thomas LLC to develop marketing communications,
including television advertising campaigns. As part of its creative development,
Marcus Thomas needed to understand what motivated the yardwork enthusiast,
and what makes television advertising most effective within the lawn and garden
industry. Marcus Thomas developed a hypothesis that “consumers who are in the
market to purchase a product process television advertising differently than those
who are not in the market for lawn and garden equipment”” It used an online
survey employing a control group, with embedded video, to test this hypothesis
and develop the subsequent ad campaign. www.marcusthomaslic.com;
www.troybilt.com

On the book’s Online Learning Center (www.mhhe.com/
cooperl2e), students will find cases (like this new one) and
data sets, a research proposal, a sample student project, and
supplemental material for several chapters, including
templates for charting data, how the research industry works,
bibliographic databases searching tips, complex experimental
designs, test markets, pretesting, and multivariate analysis.

You’ll also find 34 cases, nine of which are full video cases.

Also, several written cases have video components included.



For undergraduate students just learning about research
methods or graduate students advancing their research
knowledge, each new edition of Business Research Meth-
ods promises—and has continually delivered—not only a
teachable textbook but a valued reference for the future.
As a mark of its worldwide acceptance as an industry
standard, Business Research Methods is available in nine
international editions and four languages.

When you are creating a 12th edition, you don’t want to
tinker too much with what has made instructors adopt your
textbook for their students or what has prompted research-
ers to use it as a valuable shelf reference. But to ignore
change in the research environment would be negligent.

Leading

We used the 2012 GreenBook Research Industry Trends
(GRIT) Report as a starting point for creating the 12th edi-
tion. This large study of research suppliers and research
clients gave us clear direction on emerging techniques and
how the research field was changing. We focused our ef-
forts on obtaining examples of these changes and they are
included in content throughout the book and in Snapshots
and PicProfiles—both contentwise and visually.

Responsive . . . to Students
and Faculty

Snapshots, PicProfiles, and CloseUps are the way we re-
veal what is timely and current in research. We wait until
such issues are more mainstream before giving the topic
a permanent place within the text. In fact, of the 82 Snap-
shots and PicProfiles featured, 35 are completely new and
one-half of the CloseUps had major updates. Of these new
examples, you will find topics dealing with biometrics,
eye tracking via the Web, mobile surveys, online com-
munities, listening tours, location-based tracking, talent
analytics, incentivizing participants, data visualization,
mixed mode surveys, mixed access recruiting, charting, as
well as Internet research, cloud computing, using Excel
in data analysis and presentation, Smartphone research,
dirty data, gut hunches, wildcat surveys, and more. And
you’ll discover research stories that relate to such organi-
zations or brands as Mercedes-Benz, TNS-Infratest, NTT
Communications, Next Generation Market Research, In-
teractive Advertising Bureau, Groupon, TrustE, Decipher,
Living Social, Troy-Bilt, among numerous others.

There are currently about 200 images and text art sup-
porting our learning objectives; you will discover that
over one-quarter are new to this edition. We’ve updated
our “From the Headlines” discussion questions, covering
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product introductions, employee issues, legal proceed-
ings, advertising campaigns, and many more topics and
added more research examples to the Instructor’s Manual,
for use in class discussions or testing.

Our book is designed for a one-semester course although
under no circumstance is it imagined that the entire book
be covered. In an effort to make the book more user
friendly yet give faculty members tremendous flexibility in
choosing materials for the theme they set for their course,
we have created an Online Learning Center for the text.
Analogous to cloud computing, we stored regularly used
data on McGraw-Hill’s servers that can be easily accessed
through the Internet. Central to that design, we moved ma-
terial from chapter appendices to the Online Learning Cen-
ter thereby reducing the physical size of the book that our
own students often carry with them. Among those items
available at the Online Learning Center are How the In-
dustry Works, Bibliographic Database Searches, Advanced
Bibliographic Searches, Complex Experimental Designs,
Test Markets, and Pretesting Options and Discoveries.
Since many research methods courses for undergraduates
don’t use multivariate statistics, we’ve moved our chap-
ter “Multivariate Analysis: An Overview” to the Online
Learning Center for the benefit of graduate students. You’ll
also find written and video cases, questionnaires, data sets,
a sample student project, and digital support materials re-
lated to some of our Snapshots and CloseUps in the Online
Learning Center.

We continue to use chapter and end-of-text appendices
for information that, given the differing skills and knowl-
edge of their students, instructors may want to emphasize.
We retained end-of-chapter appendices related to Craft-
ing Effective Measurement Questions and Determining
Sample Size, as well as end-of book appendices related
to a sample proposal, a focus group guide, non-parametric
statistics, and statistical tables.

Fine-Tuned

Process Series of Exhibits The core pedagogy of
Business Research Methods is based on an understanding
that student learners are of three types: visual, auditory,
and kinesthetic. These exhibits offer a detailed, graphical
map of the research process or a more detailed breakout
of each subprocess, perfect for hands-on projects. Each
of these exhibits is linked to others in the series with a
consistent use of shape and color. You’ll find 32 of these
exhibits throughout the text. Changes in process exhibits,
other exhibits, and embedded tables resulted in twenty-
three major modifications using new information, data, or
graphs throughout the text.
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cases, Snapshots, PicProfiles, exhibits, or CloseUps,
or provided new visuals, we extend our heartfelt ap-

Online Learning Center There is a wealth of informa-
tion, samples, templates, and more in this Web depository.

Written Cases. Cases offer an opportunity to tell re-
search stories in more depth and detail. You’ll find a
new case, Marcus Thomas LLC Tests Hypothesis for
Troy-Bilt Creative Development, complete with its
online questionnaire, at the Online Learning Center.
You’ll also find cases about hospital services, lotter-
ies, data mining, fundraising, new promotions, and
website design, among other topics, featuring orga-
nizations like Akron Children’s Hospital, Kelly Blue
Book, Starbucks, Yahoo!, the American Red Cross,
and more.

Video Cases. We are pleased to continue to make
available a first in video supplements, several short
segments drawn from a two-hour metaphor elicitation
technique (MET) interview. These segments should
be invaluable in teaching students to conduct almost
any type of individual depth interview and to explain
the concept of researcher—participant rapport. Four of
our video cases were written and produced especially
to match the research process model in this text and
feature noted companies: Lexus, Starbucks, Wirthlin
Worldwide (now Harris Interactive), Robert Wood
Johnson Foundation, GMMB, Visa, Bank One, Team
One Advertising, U.S. Tennis Association, Vigilante
New York, and the Taylor Group.

Web Exercises. It is appropriate to do Web searches
as part of a research methods course, so each chapter
offers one or more exercises to stimulate your
students to hone their searching skills. Due to the

ever-changing nature of Web URLSs, however, we offer

these exercises in the Instructor’s Manual.

Articles, Samples, and Templates. Students often
need to see how professionals do things to really
understand, so you’ll find a sample EyeTrackShop
report, a Nielsen report of using U.S. Census data, an
Excel template for generating sample data displays,
and more.

Sample Student Project. Visualization of the fin-
ished deliverable is crucial to creating a strong re-
search report.

preciation: Edwige Winans, Marcus Thomas, LLC;
Jennifer Hirt-Marchand, Marcus Thomas, LLC;
Kristin Luck, Decipher; Tom H. C. Anderson, An-
derson Analytics; Leonard F. Murphy, GreenBook;
Rachel Sockut, Innerscope; Erica Cenci, Brady PR
for OpinionLab; Olescia Hanson, The Container
Store; Cynthia Clark, 1tol Magazine; Rachel Soc-
kut, Innerscope; Betty Adamou, Research Through
Gaming Ltd.; Debra Semans, Polaris Marketing
Research; Keith Chrzan, Maritz Research, Inc.;
Michael Kemery, Maritz Research, Inc.; Christian
Bauer, Daimler AG; Kai Blask, TNS Infratest;
Melinda Gardner, Novation; Pete Cape, SSI; Keith
Phillips, SSI; Sean Case, Research for Good; Nels
Wroe; SHL; Ephraim (Jeff ) Bander, EyeTrack-
Shop; Ron Sellers, Grey Matter Research & Con-
sulting; Guadalupe Pagalday, Qualvu.com; Sandra
Klaunzler, TNS Infratest; Betty Adamou, Research
Through Gaming Ltd; Steve August, Revelation;
Kathy Miller, GMI (Global Market Insite, Inc.);
Takayuki NOZOE, NTT Communications Cor-
poration; Janeen Hazel, Luth Research; Christine
Stricker, RealtyTrac; Stephanie Blakely, The Pros-
per Foundation; Jennifer Frighetto, Nielsen; Andy
Pitched, Research Triangle Institute (RTI Interna-
tional); Jeffrey C. Adler, Centric DC Marketing Re-
search; Josh Mendelssohn, Chadwick Martin Bailey,
Inc.; Ruth Stan at, SIS International Research; Sha-
ron Starr, IPC, Inc.; Lance Jones, Keynote Systems;
Keith Crosley, Proofpoint; Christopher Schultheiss,
SuperLetter.com; Hy Mariampolski, QualiData
Research Inc; Julie Grabarkewitz and Paul Herrera,
American Heart Association; Holly Ripans, Ameri-
can Red Cross; Mike Bordner and Ajay Gupta,
Bank One; Laurie Laurant Smith, Arielle Burgess,
Jill Grech, David Lockwood, and Arthur Miller,
Campbell-Ewald; Francie Turk, Consumer Con-
nections; Tom Krouse, Donatos Pizza; Annie Burns
and Aimee Seagal, GMMB; Laura Light and Steve
Struhl, Harris Interactive; Emil Vicale, Herobuild-
ers.com; Adrian Chiu, NetConversions; Eric Lipp,
Open Doors Organization; Stuart Schear, Robert
Wood Johnson Foundation; Elaine Arkin, consultant

to RWIJF; Colette Courtion, Starbucks; Mark Miller,
Team One Advertising; Rebecca Conway, The Tay-
lor Research Group; Scott Staniar, United States
Tennis Association; Danny Robinson, Vigilante;
Maury Giles, Wirthlin Worldwide; and Ken Mallon,
Yahoo!; and colleagues at IBM and Lenovo.

Collaborative

When revising an edition, many individuals and compa-
nies contribute. Here are some who deserve special recog-
nition and our gratitude.

¢ To all those researchers and consultancy profes-
sionals who shared their projects, images, ideas,
perspectives, and the love of what they do through
e-mails and interviews and who helped us develop

* To Jane Ducham, our Developmental Editor and
Christina Kouvelis, Managing Developmental
Editor, who facilitated the complex process and
to our Senior Brand Manager Thomas Hayward,
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who felt strongly enough about us as successful

authors to support this revision.

e To the remainder of our McGraw-Hill team, for
making the book a priority:

* Content Project Manager: Mary Jane Lampe

* Marketing Manager: Heather Kazakoff

* Media Project Manager: Prashanthi Nadipalli

* Buyer: Nichole Birkenholz

* Designer: Studio Montage

* Photo Researcher: Danny Meldung

* To our faculty reviewers for their insights, sugges-
tions, disagreements, and challenges that encour-
aged us to look at our content in different ways:
Robert Wheatley, Troy University; Gary Tucker
Northwestern, Oklahoma State University; War-
ren Matthews, LeTourmeau University; Marjolijn
Vandervelde, Davemport University; Ron E. Holm;
Cardinal Stritch University (Director of Distance
Learning); Erika Matulich, University of Tampa;
Cheryl O’Meara Brown, University of West Geor-
gia; Kay Braguglia, Hampton University; Ken
Zula, Keystone College; Bob Folden, Texas A&M
University; Scott Baker, Champlain College; Scott
Bailey, Troy University; Robert Balik, Western
Michigan University—Kalamazoo; John A. Ballard,
College of Mount St. Joseph; Jayanta Bandyopad-
hyay, Central Michigan University; Larry Banks,
University of Phoenix; Caroll M. Belew, New Mex-
ico Highlands University; Jim Brodzinski, College
of Mount St. Joseph; Taggert Brooks, University of
Wisconsin—La Crosse; L. Jay Burks, Lincoln Uni-
versity; Marcia Carter, University of Southern New
Hampshire; Raul Chavez, Eastern Mennonite Uni-
versity; Darrell Cousert, University of Indianapolis;
David Dorsett, Florida Institute of Technology;
Michael P. Dumler, Illinois State University; Kathy
Dye, Thomas More College; Don English, Texas
A&M University—-Commerce; Antonnia Espiritu,

Hawaii Pacific University; Hamid Falatoon, Univer-
sity of Redlands; Judson Faurer, Metropolitan State
College of Denver; Eve Fogarty, New Hampshire
College; Bob Folden, Texas A&M University—Com-
merce; Gary Grudintski, San Diego State Univer-
sity; John Hanke, Eastern Washington University;
Alan G. Heffner, Silver Lake College; Lee H. Igel,
New York University; Burt Kaliski, New Hampshire
College; Jane Legacy, Southern New Hampshire
University; Andrew Luna, State University of West
Georgia; Andrew Lynch, Southern New Hamp-
shire University; Iraj Mahdvi, National University;
Judith McKnew, Clemson University; Rosemarie
Reynolds, Embry Riddle Aero University—Daytona;
Randi L. Sims, Nova Southeastern University; Gary
Stark, Northern Michigan University; Bruce Strom,
University of Indianapolis; Cecelia Tempomi,
Southwest Texas State University; Charles War-
ren, Salem State College; Dennis G. Weis, Alliant
International University; Bill Wresch, University of
Wisconsin-Oshkosh; and Robert Wright, University
of Illinois at Springfield.

We are also indebted to dozens of students who identi-
fied areas of confusion so that we could make concepts
more understandable, who participated in search tests,
who worked on numerous research projects demonstrat-
ing where we needed to place more emphasis, and who
reminded us with their questions and actions that many
aspects of the research process operate below their learn-
ing radar.

Through this 12th edition, we hope you and your stu-
dents discover, or rediscover, how stimulating, challeng-
ing, fascinating, and sometimes frustrating this world of
research-supported decision making can be.

Pamela Schindler
Donald Cooper
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In its 12th edition, Business Research Methods, all chap-
ters have been evaluated for currency and accuracy. Revi-
sions were made to accommodate new information and
trends in the industry. The book has a new structure and
the Online Learning Center has been enhanced.

* The book chapter structure was changed by moving
Multivariate Analysis: An Overview to the Online
Learning Center, and renumbering the last two
chapters, making the book 20 chapters in all, and
by moving several end-of-chapter appendices to the
Online Learning Center, as noted in the for-each-of-
the-chapters section below.

* We’ve removed the feature we called a pulsepoint—
the pullout statistic drawn from a research project—
to streamline the appearance of the chapter, and
because this element was not a reviewer favorite.

e The Cases section contains the abstract for the new
case: Marcus Thomas LLC Tests Hypothesis for
Troy-Bilt Creative Development, and an updated
case-by-chapter suggested use chart.

* Appendix A includes the newly redesigned Mind-
Writer CompleteCare online survey.

e The 2012 Online Learning Center has new mate-
rial including: a new case, Marcus Thomas LLC
Tests Hypothesis for Troy-Bilt Creative Develop-
ment, complete with instrument; the permissioned
report Business Uses of Census Data and Nielsen
Company Capabilities, EyeTrackShop’s example
report Visual Effectiveness Research on McDonald’s
YouTube Ad; the following appendices: Appendix
la: How the Research Industry Works (updated),
Appendix 5a: Bibliographic Database Searches, Ap-
pendix 5b: Advanced Database Searches (updated),
Appendix 9a: Complex Experimental Designs, Ap-
pendix 9b: Test Markets, Appendix 13b: Pretesting
Options and Discoveries, and the chapter Multivari-
ate Analysis: An Overview.

* The Instructor’s Manual contains new research ex-
amples for discussion or testing, as noted below.

For Each of the Chapters. A detailed listing of
chapter-by-chapter changes is provided here for your
convenience.

* Chapter 1 The following elements are new to this
edition: the chapter-opening pull quote; opening
paragraph expounding on the theme relating to cloud
technology and research; three new Snapshots: on
Mercedes-Benz Snapshot of the Stars Insight online

research community, on the client perspective of
consultancy skills needed by researchers, and on
pattern thinking at YUM!; updates to the factors that
encourage the studying of research methods; new
NTT Communications ad with caption relating to the
importance of information to business; a PicProfile
on NextGen Marketing Research blog and website
screenshot, related to blogs as an online training
source for researchers; a new exhibit Where Business
Collects Research Information and modifications to
two Exhibits: the research process and what guar-
antees good research; and a new from-the-headlines
discussion question. Additionally, content and data
updates have been made as needed to reflect the most
current information available. The following ele-
ment was moved to a different chapter: Snausages
(PicProfile to Chapter 12). The following elements have
been moved to the Instructor’s Manual (IM) as ad-
ditional discussion opportunities: Mary Kay (Snap-
shot) and MinuteMaid research model (Exhibit). The
following items were removed: Maritz Research ad,
Yahoo Banner ads (Snapshot). The following end-of-
chapter appendix moves to the Online Learning Cen-
ter: Appendix la: How the Research Industry Works.

Chapter 2 The following elements are new to this
edition: the chapter-opening pull quote; two new
Snapshots: on privacy issues related to location-
based services, and on ethics related to mobile
surveys and ESOMAR and CASRO. Statistical
updates have been made in the Snapshot Has Trust
Trumped Privacy? New images have been added
related to privacy issues related to children and to
privacy related to hard-to-reach sample subjects. We
added a new from-the-headlines discussion ques-
tion and made changes and additions to Exhibit 2-5:
Resources for Ethical Awareness. The following
elements were moved to the IM: Snapshots related
to TrustE (Engendering Trust Online) and tracking
online behavior (Google: Tracking Search Patterns).

Chapter 3 The following elements are new to this
edition: the chapter-opening pull quote; a new
PicProfile related to what influences online purchasers to
abandon; the images related to the use of observation
research and curiosity; and a new from-the-headlines
discussion question. The following items were moved
to the IM: the Snapshot related to researching emerg-
ing issues (Forrester Research: Can an Auto Dealer-
ship Go Lean?). The Synovate ad was removed.

Chapter 4 The following elements are new to
this edition: the chapter-opening pull quote; new

Xv
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Snapshot related to embedding feedback mecha-
nisms in websites on The Container Store and
OpinionLab; new PicProfile relating to emerging
techniques in research from the GRIT report; new
Snapshot related to use of video and online research
involving new and expecting moms; new Decipher
ad relating methodology choice to avoiding the
favored-technique syndrome; and a new from-the-
headlines discussion question. Modifications were
made to Exhibit 4-1: The Research Process to re-
flect the new chapter structure, and changes to the
text related to the ongoing study of CompleteCare.
A making-research-decisions discussion question
was eliminated and replace with an Apple-related
question. The iThink Meet your Focus Group ad
was removed. The following elements were moved
to the IM: the Snapshots Should Companies Hire
Teens? and Covering Kids: The Management-
Research Question Hierarchy, and the PicProfile
related to research for Kraft cheese.

Chapter 5 The following elements are new to

this edition: the chapter-opening pull quote; new
screenshot of USA.gov website; a new Snapshot

on Odin Text, a text analytics software for do-it-
yourself researchers; a new from-the-headlines
discussion question. A major change that is reflected
in this and other chapters is the repurposing of the
MindWriter CompleteCare research project as an
online survey; this resulted in significant changes to
the CloseUp: Proposing Research for MindWriter
and the Exploration Phase. Additionally, modi-
fications were made to the Snapshot Blogs: Gold
Mine or Land Mine? to reflect current statistics and
trends, and to the Snapshot Surfing the Deep Web

to update sources, and to the Snapshots How Will
Cloud Computing Affect Research?, Mining the Web
for Feelings?, and The Online Professional Commu-
nity as a Source of Business Information to reflect
current thinking and new examples. A making-
research-decisions discussion question was elimi-
nated and replace with a TJMaxx-related question.
The following element was moved to the IM: the
Snapshot $1 Million Data Analysis Prize Improves
Netflix Movie Predictions. The following appendi-
ces were moved to the Online Learning Center: Ap-
pendix 5a: Bibliographic Database Searches (with
updates to Exhibits 5a-2 and 5a-3) and Appendix 5b:
Advanced Database Searches.

Chapter 6 The following elements are new to this
edition: the chapter-opening pull quote; text changes
to reflect the repurposing of the CompleteCare
research as an online survey and new statistics on
qualitative research; a new Snapshot with image on
the McDonald’s listening tour research; a new Luth

Research image related to permission-based online
tracking research; a new image and caption related
to sample selection; and a new from-the-headlines
discussion question on Kraft renaming of its inter-
national snack food business. The following ele-
ments were moved to the IM: the Snapshots Cheskin
Knows Teens, Smith Barney’s Benchmark Job Envi-
ronment Research, and The Ohio Lottery Initiates a
Two-Stage Study, and the PicProfile on the United
States Tennis Association; a discussion question on
Tide Basics. The Zoomerang ad was removed.

Chapter 7 The following elements are new to
this edition: the chapter-opening pull quote; text
changes to reflect new statistics on qualitative re-
search and emerging or strengthening methodolo-
gies; new source for Exhibit 7-2; a new PicProfile
on Hallmark’s storybooks; a new Snapshot of
mystery shopping at Office Depot; a new from-
the-headlines discussion question on Pepsi’s “Live
for Now” campaign. The following elements were
modified: the Snapshot What Does Cyberspace
Offer for Performance Review Research? was
changed to reflect a change in company name and
add a new example. The NCR discussion question
was moved to the making-research-decisions sec-
tion. The following elements were moved to the IM:
the Snapshots Hamilton Beach: Right Blend(er) for
Mexico, but Not for Europe and Hallmark: Quali-
tative Research Enriches Sinceramente Hallmark.
The following element was eliminated: a making-
research-decisions discussion question related to the
removed Hallmark Snapshot.

Chapter 8 The following elements are new to this
edition: the chapter-opening pull quote; a new Snap-
shot related to neuroscience and PET scan in busi-
ness research; a new Snapshot on Web-based eye
tracking research; a new image included with the
Snapshot When Physicians and Their Patients Are
Research Subjects; and a new from-the-headlines
discussion question on Walmart. Modifications

were made to the following elements: the Snapshot
Walmart Boosts RFID Technology for Observation;
adjustment to discussion question 6. The following
elements were moved to the IM: the Snapshots Peo-
ple Meters Go Personal, New Mexico’s Longitudinal
Observation Study of Seatbelt Use, and SizeUSA.

Chapter 9 The following elements are new to
this edition: the chapter-opening pull quote; new
Snapshot on Wendy’s new burger test market;
new Snapshot on a beverage message experiment;
and a new from-the-headlines discussion question
related to mergers. The following elements were
changed: new graphic within the Snapshot Online
Dating Industry Claims Vs. Kissing a Lot of Frogs



to reflect new data. The following elements were
moved to the Online Learning Center: Appendices
9a: Complex Experimental Designs and 9b: Test
Markets. The following elements were moved to the
IM: PicProfile on Best Buy; and Snapshots 7.G.1.
Friday’s Experiments with Smaller Portions and A
Nose for Problem Odors.

Chapter 10 The following elements are new to
this edition: the chapter-opening pull quote; a new
Snapshot on gamification in research; PicProfile
related to interview methodology use over time;
in-text changes related to updating statistics and,
within Exhibits, company name changes; a new
PicProfile related to mixed-mode research; statis-
tics updates within the Snapshot Are Cell Phones
and Smartphones Ready for Research?; a new
PicProfile on telephone research response rates; in-
text changes related to the repurposed MindWriter
CompleteCare project; a new from the headlines
discussion question related to voice-of-consumer
(VoC) research; a reference in the case listing for
the new case: Marcus Thomas LLC Tests Hypothesis
for Troy-Bilt Creative Development. The follow-
ing elements were moved to the IM: the Snapshots
Starwood Hotels Measures the Power of Comments,
Radio and Research, and Aleve: Personal Interviews
Provide Relief. The following elements were elimi-
nated: PicProfile on RTI call center.

Chapter 11 The following elements are new to this
edition: the chapter-opening pull quote; new image
related to the in-text example; new image and new
in-text changes about nominal scales related to that
image; a new Snapshot related to talent analytics in
HR; replacement of discussion question 8 and a new
from-the-headlines discussion question. The fol-
lowing element was moved to the IM: the Snapshot
Measuring Attitudes about Copyright Infringement.
The image of LeBron James was removed.

Chapter 12 The following elements are new to this
edition: the chapter-opening pull quote; the iThink
image related to online focus groups; the Snausages
PicProfile; a new Snapshot related to Maritz and
how it measures customer satisfaction; a new
PicProfile related to branching questions executed
with SurveyMonkey online software; new image re-
lated to shopping research; changes to the CloseUp
related to the MindWriter CompleteCare project due
to repurposing the study as an online survey; and a
new from-the-headlines discussion question related
to the iPad. The following element was moved to
the IM: the Snapshot Measuring Respect.

Chapter 13 The following elements are new to this
edition: the chapter-opening pull quote; a new Verint
dashboard image related to managing information
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from different sources; a new Exhibit 13-3 on fac-
tors affecting respondent honesty; a new Snapshot
relating to challenges and Solutions to Mobile
Questionnaires; updates to Exhibit Sources of Ques-
tions, updates to Sample Components of Commu-
nication Instruments to reflect online surveys; and
major change to the CloseUp: Instrument Design
for MindWriter to include the new online survey for
the CompleteCare research project; a new from-the-
headlines discussion question related to the employ-
ment; and a reference in the case listing for the new
case: Marcus Thomas LLC Tests Hypothesis for
Troy-Bilt Creative Development. The following ele-
ment was moved to the IM: the Snapshot A Survey
Cold as Ice. The following element was moved to
the Online Learning Center: Appendix 13b: Pretest-
ing Options and Discoveries.

Chapter 14 The following elements are new to this
edition: the chapter-opening pull quote; a new Serta
image; a new Snapshot on using charitable dona-
tions to incentivize participation; a new Snapshot on
mixed-access sampling; in-text changes to Chinese
cell phone use statistics; a new from-the-headlines
discussion question about Nike product introduc-
tions; and a reference in the case listing for the

new case: Marcus Thomas LLC Tests Hypothesis
for Troy-Bilt Creative Development. The follow-

ing elements were moved to the IM: the Snapshots
Creating Samples: Then and Now and New Product
Research Blind Spot.

Chapter 15 The following elements are new to
this edition: the chapter-opening pull quote; new
image related to data quality; a new image for
XSight software; a new caption related to the IBM®
SPSS® image; a new from-the-headlines discussion
question related to data sourcing solutions. The fol-
lowing element was modified: a statistical change to
the Snapshot CBS: Some Labs Are Extraordinary.

Chapter 16 The following elements are new to
this edition: the chapter-opening pull quote; a new
Snapshot on Novations data visualization; Exhibits
16-2 and 16-3 are new and relate to social media
use and text references to these Exhibits have been
changed as well; all the tables within the CloseUp
Using Tables to Understand Data are new; a new
geospatial image from RealtyTrac; a new Snapshot
on digital natives; and a new from-the-headlines
discussion question related to tablet apps. The
following modifications were made: the Snap-
shot Internet-Age Researchers: Building Critical
Transferable Skills was moved within the chapter;
art modifications to the graph within the Snapshot
Empowering Excel; the Snapshot Internet-Age
Researchers: Building Critical Transferable Skills
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has moved to later in the chapter. The following
elements were moved to the IM: the Snapshot
Extensive Research Launches Starbucks Card
Duetto™ Visa. The following element was elimi-
nated: The DDW image.

Chapter 17 The following elements are new to
this edition: the chapter-opening pull quote; a new
Prius image and caption with updated information;
a new Snapshot about hypothesis testing; new Snap-
shot on A/B testing; and a new from-the-headlines
discussion question on aptitude tests. The follow-
ing elements were moved to the IM: the Snapshot
Direct-to-Consumer Ads under Heavy Fire; the
Snapshot Research beyond the Clip. The following
elements were modified: the Snapshot Testing a Hy-
pothesis of Unrealistic Drug Use in Movies.

Chapter 18 The following elements are new to
this edition: the chapter-opening pull quote; a new
Snapshot about the Oscars; a new image with the
Constellation Wines PicProfile; and a new from-the-
headlines discussion question related to correlation
and the building of skyscrapers. This following ele-
ments were moved to the IM: the Snapshot What’s
a Business Education without Wine? The following
elements were modified: the Snapshot Envirosell:
Studies Reveal Left-Hand Retail was moved later in
the chapter; updates were made to the Snapshot Ad-
vanced Statistics Increase Satisfaction and Release
More Funds through ATMs.

* Chapter 19 This was previously Chapter 20. The

following elements are new to this edition: the
chapter-opening pull quote; a new image related to
proofing; changes to the CloseUp MindWriter Writ-
ten Report to reflect the redesigned project as an on-
line survey; new in-text content under Semi-Tabular
and Tabular headings; new content in Exhibit 19-5
Sample Tabular Finding; new data and graphs for
Exhibit 19-8: U.S. Truck Sales; and a new from-
the-headlines discussion question related to small
business optimism. The following elements were
modified: Exhibit 19-7: Cable Subscribers.

Chapter 20 This was previously Chapter 21, which
was totally new in the last edition. The following el-
ements are new to this edition: the chapter-opening
pull quote; new image related to online presenta-
tions; new information in Exhibit 20-13: Using Key
Word Prompts as a Substitute for Notes; new in-text
table related to business jargon; a new PicProfile re-
lated to the use of pictographs in oral presentations;
and a new from-the-headlines discussion question
related to a famous trial. The following elements
were modified: 10 Exhibits (20-2, 20-3, 20-4, 20-5,
20-6, 20-7, 20-8, 20-10, 20-11, and 20-15) to en-
hance understanding through a different use of color
or design.



Preface xii

>part |
Introduction to Business
Research

-

Research in Business 2
Ethics in Business Research 26
Thinking Like a Researcher 48

The Research Process: An Overview 74

a o O D

Clarifying the Research Question through
Secondary Data and Exploration 92

>part Il

The Design of Business
Research 121
6 Research Design: An Overview 122
7  Qualitative Research 142
8  Observation Studies 170
9 Experiments 190
10 Surveys 214

>part Il
The Sources and Collection
of Data 243

11 Measurement 244
12 Measurement Scales 266

13 Questionnaires and Instruments 294

Appendix 13a: Crafting Effective Measurement

Questions 328
14 Sampling 336

Appendix 14a: Determining Sample Size 364

>part IV

15

16
17
18
19

20

Analysis and Presentation
of Data 373

Data Preparation and Description 374
Appendix 15a: Describing Data Statistically 398
Exploring, Displaying, and Examining Data 404
Hypothesis Testing 428

Measures of Association 466

Presenting Insights and Findings:
Written Reports 502

Presenting Insights and Findings:
Oral Presentations 538

>case index s

>appendices

A Business Research Requests and Proposals
(with Sample RFP) 586

B  Focus Group Discussion Guide 610

C  Nonparametric Significance Tests 612

D  Selected Statistical Tables 619

References 630

Glossary 652
Photo Credits 670
Indexes 671

Xix



Preface xii

>part |

1

Introduction to Business
Research

Research in Business 2

Why Study Business Research? 4
Information and Competitive Advantage 7
Goals 7
Decision Support 8
Business Intelligence 9
Strategy 9
Tactics 10

Hierarchy of Information-Based Decision
Makers 11

The Research Process: A Preview 12

Is Research Always Problem-
Solving Based? 15

What Is Good Research? 15
A Glimpse at Four Research Studies 18
ClassicToys 18
Medlmage 19
MoreCoatings 19
York College 19
What Dilemma Does the Manager Face?

The Types of Research Studies Represented
by the Four Examples 21

ssummary 23

>key terms 23
>discussion questions 24
>cases 24

Ethics in Business Research 26

What Are Research Ethics? 28
Ethical Treatment of Participants 28
Benefits 29
Deception 30
Informed Consent 31

Debriefing Participants 32
Rights to Privacy 32
Data Collection in Cyberspace 35
Ethics and the Sponsor 36
Confidentiality 36
The Sponsor—Researcher Relationship 37
Sponsor’s Ethics 39
Researchers and Team Members 39
Safety 39
Ethical Behavior of Assistants 40
Protection of Anonymity 40
Professional Standards 40
Resources for Ethical Awareness 42
ssummary 45
>key terms 45
>discussion questions 46
>cases 47

Thinking Like a Researcher 48

The Language of Research 50
Concepts 50
Constructs 52
Definitions 52
Variables 55
Propositions and Hypotheses 58
Theory 61
Models 63
Research and the Scientific Method 64
Sound Reasoning for Useful Answers 66
ssummary 70
>key terms 71
>discussion questions 71
>cases 73

The Research Process:
An Overview 74

The Research Process 76
Stage 1: Clarifying the Research Question 77
Stage 2: Proposing Research 80

Resource Allocation and
Budgets 80



Valuing Research Information 81
The Research Proposal 82

Stage 3: Designing the Research
Project 82

Research Design 82
Sampling Design 84
Pilot Testing 85

Stage 4: Data Collection and
Preparation 85

Stage 5: Data Analysis and
Interpretation 86

Stage 6: Reporting the Results 86

Research Process Issues 87
The Favored-Technique Syndrome 87
Company Database Strip-Mining 88
Unresearchable Questions 88
1ll-Defined Management Problems 88
Politically Motivated Research 89

ssummary 89

>key terms 90

>discussion questions 90

>cases 91

Clarifying the Research Question

through Secondary Data and
Exploration 92

A Search Strategy for Exploration 94
Levels of Information 96
Types of Information Sources 97
Evaluating Information Sources 100
Mining Internal Sources 102
Evolution of Data Mining 103
Data-Mining Process 105

The Question Hierarchy: How Ambiguous
Questions Become Actionable
Research 108

The Management Question 108
The Research Question 112
Investigative Questions 113
Measurement Questions 118
ssummary 118
>key terms 119
>discussion questions 119
>cases 120

>contents

>part I

The Design of Business

Research 121

6 Research Design: An Overview 122

What Is Research Design? 124
Classification of Designs 126
Exploratory Studies 129
Qualitative Techniques 129
Secondary Data Analysis 130
Experience Survey 131
Focus Groups 133
Two-Stage Design 133
Descriptive Studies 134
Causal Studies 136
ssummary 139
>key terms 140
>discussion questions 140
>cases 141

7 Qualitative Research 142
What Is Qualitative Research? 144

Qualitative versus Quantitative
Research 144

The Controversy 144
The Distinction 146

The Process of Qualitative
Research 148

Qualitative Research Methodologies
Sampling 151
Interviews 152
Individual Depth Interviews 156
Group Interviews 157

Combining Qualitative
Methodologies 165

Case Study 165
Action Research 166

Merging Qualitative and Quantitative
Methodologies 166

ssummary 167

>key terms 168
>discussion questions 168
>cases 169

151



XXii >contents

8 Observation Studies 170

The Uses of Observation 172
Nonbehavioral Observation 173
Behavioral Observation 175

Evaluation of the Observation Method 176

The Observer—Participant Relationship 176
Directness of Observation 177
Concealment 177
Farticipation 178

Conducting an Observation Study 178
The Type of Study 178
Content Specification 180
Observer Training 181
Data Collection 181

Unobtrusive Measures 184

>summary 187

>key terms 188

>discussion questions 188

>cases 189

9 Experiments 190

What Is Experimentation? 192

An Evaluation of Experiments 193
Advantages 193
Disadvantages 193

Conducting an Experiment 194
Selecting Relevant Variables 195
Specifying Treatment Levels 195

Controlling the Experimental
Environment 197

Choosing the Experimental Design 197
Selecting and Assigning Participants 199
Pilot Testing, Revising, and Testing 199
Analyzing the Data 199

Validity in Experimentation 2071
Internal Validity 201
External Validity 203

Experimental Research Designs 204
Preexperimental Designs 204
True Experimental Designs 206

Field Experiments: Quasi- or
Semi-Experiments 207

ssummary 210
>key terms 211

>discussion questions 211
>cases 212

1 0 Surveys 214
Characteristics of the Communication
Approach 216
Error in Communication Research 219

Choosing a Communication
Method 224

Self-Administered Surveys 226

Evaluation of the Self-Administered
Survey 226

Maximizing Participation in the
Self-Administered Survey 230

Self-Administered Survey Trends 230
Survey via Telephone Interview 232
Evaluation of the Telephone Interview 232
Telephone Survey Trends 236
Survey via Personal Interview 237

Evaluation of the Personal Interview
Survey 238

Selecting an Optimal Survey Method 238
Outsourcing Survey Services 239

ssummary 240

>key terms 241

>discussion questions 241

>cases 242

>part Il

The Sources and Collection
of Data 243

1 1 Measurement 244

The Nature of Measurement 246
What Is Measured? 248
Measurement Scales 249
Nominal Scales 250
Ordinal Scales 252
Interval Scales 253
Ratio Scales 253
Sources of Measurement Differences 254
Error Sources 256
The Characteristics of Good Measurement 257
Validity 257



Content Validity 257
Criterion-Related Validity 258
Construct Validity 259
Reliability 260
Practicality 262
ssummary 263
>key terms 263
>discussion questions 263
>cases 205

1 2 Measurement Scales 266

The Nature of Attitudes 268

The Relationship between Attitudes
and Behavior 270

Attitude Scaling 270

Selecting a Measurement Scale 271
Research Objectives 271
Response Types 271
Data Properties 272
Number of Dimensions 272
Balanced or Unbalanced 272
Forced or Unforced Choices 272
Number of Scale Points 273
Rater Errors 274

Rating Scales 275
Simple Attitude Scales 275
Likert Scales 278
Semantic Differential Scales 280

Numerical/Multiple Rating List
Scales 283

Stapel Scales 284
Constant-Sum Scales 284
Graphic Rating Scales 284
Ranking Scales 285
Sorting 287
Cumulative Scales 289
ssummary 290
>key terms 291
>discussion questions 292
>cases 293

1 3 Questionnaires and

Instruments 294

Phase 1: Revisiting the Research Question
Hierarchy 296

>contents

Type of Scale for Desired Analysis 297

Communication Approach 298
Disguising Objectives and
Sponsors 299

Preliminary Analysis Plan 300

Phase 2: Constructing and Refining the
Measurement Questions 301

Question Categories and Structure 302

Question Content 302
Question Wording 304
Response Strategy 306
Sources of Existing Questions 312

Phase 3: Drafting and Refining the
Instrument 315

XXxiii

Farticipant Screening and Introduction 316

Measurement Question Sequencing 317

Instructions 320
Conclusion 323

Overcoming Instrument Problems 323

The Value of Pretesting 324
ssummary 324
>key terms 325
>discussion questions 325
>cases 327

Appendix 13a: Crafting Effective
Measurement Questions 328

14 Sampling 336

The Nature of Sampling 338
Why Sample? 338
What Is a Good Sample? 339
Types of Sample Design 341
Steps in Sampling Design 344
What Is the Target Population? 345

What Are the Parameters of
Interest? 345

What Is the Sampling Frame? 347

What Is the Appropriate Sampling Method?

What Size Sample Is Needed? 348
Probability Sampling 349

Simple Random Sampling 349

Complex Probability Sampling 350
Nonprobability Sampling 358

Practical Considerations 358

Methods 359

348



Xxiv >contents

>summary 361 Pareto Diagrams 415

>key terms 362 Boxplots 415

>discussion questions 362 Mapping 418

>cases 3063 Cross-Tabulation 419

Appendix 14a: Determining Sample The Use of Percentages 420
Size 364 Other Table-Based Analysis 423

ssummary 424
>key terms 425

>part Iv >discussion questions 425
Analysis and Presentation >cases 426
of Data 373
1 7 Hypothesis Testing 428
15 Dpata Preparation and Introduction 430
Description 374 Statistical Significance 430
Introduction 376 The Logic of Hypothesis Testing 432
Editing 377 Tests of Significance 440
Field Editing 377 Types of Tests 440
Central Editing 377 How to Select a Test 442
Coding 379 Selecting Tests Using the Choice Criteria 443
Codebook Construction 380 One-Sample Tests 444
Coding Closed Questions 380 Two-Independent-Samples Tests 447
Coding Open-Ended Questions 382 Two-Related-Samples Tests 450
Coding Rules 383 k-Independent-Samples Tests 453
Using Content Analysis for Open k-Related-Samples Tests 460
Questions 384 >summary 463
“Don’t Know” Responses 387 >key terms 463
Missing Data 389 >discussion questions 464

Data Entry 391 ~cases 465
Alternative Data Entry Formats 391

On the Horizon 395

~summary 395 18 Measures of Association 466

s>key terms 396 Introduction 468
>discussion questions 396 Bivariate Correlation Analysis 469
scases 397 Pearson’s Product Moment Coefficientr 469

Appendix 15a: Describing Data Scatterplots for Exploring Relationships 470

Statistically 398 The Assumptions of v 473
Computation and Testing of v 473
1 6 Exploring, Displaying, Simple Linear Regression 479
and Examining Data 404 The Basic Model 479

Concept Application 480

Frequency Tables, Bar Charts, and Pie Method of Least Squares 482

Charts 407 Predictions 486

Histograms 408 Testing the Goodness of Fit 487
Stem-and-Leaf Displays 411 Nonparametric Measures of Association 490

Exploratory Data Analysis 406



>contents XXV

Measures for Nominal Data 490 Audience Analysis 544
Measures for Ordinal Data 494 Types of Learners 545
>ssummary 498 Keep Your Audience from Checking Out 546
>key terms 499 Planning and the Web-Delivered
>discussion questions 499 Presentation 547
~cases 501 Organize 547
Traditional Patterns of Organization 548
1 9 Presenting Insights and Findings: The Motivated Sequence Organization 549
Written Reports 502 The Narrative Organization 549
The Rule of Three and the Three-Point

Introduction 504
The Written Research Report 504
Short Reports 504

Speech 551
Support 551

Conveying Personal Experience through

Long Reports 505 Stories 553
Research Report Components 507 Demonstrations 554
Prefatory Items 508 Visualize 554
Introduction 509 Psychological and Physical Foundations 555
Methodology 510 Design Principles 557
Findings 511 Prescriptions for Better Slides 561
Conclusions 512 Deliver 562
Appendices 512 Modes of Delivery 562
Bibliography 512 Scripts and Notes 562
Writing the Report 512 Details Make a Difference 563
Prewriting Concerns 512 Practice and Arrange 566
Writing the Draft 514 Rehearsal Is Essential 566
Presentation Considerations 517 Controlling Performance Anxiety 567
Presentation of Statistics 517 Arrangements for Facilities and
Text Presentation 517 Equipment 569
Semitabular Presentation 529 >summary 571
Tabular Presentation 529 >key terms 573
Graphics 531 >discussion questions 573
ssummary 536 >cases 574

>key terms 536
>discussion questions 537

>case index s

>cases 537

20 Presenting Insights and Findings: >appendices 585

Oral Presentations 538
a Business Research Requests
and Proposals (with Sample

Introduction 540

Aristotle’s Three Principles of Persuasive

Communication 541 RFP) 586
Ethos 542 Proposing Research 586
Pathos 542 The Request for Proposal (RFP) 586
Logos 542 Creating the RFP 586

Plan 543 The Research Proposal 590



XXVi >contents

Sponsor Uses 592 b  Focus Group Discussion Guide 610
Researcher Benefits 593 Background 610
Types of Research Proposals 593

Internal Proposals 595 ¢ Nonparametric Significance

External Proposals 595 Tests 612
Structuring the Research Proposal 595 One-Sample Test 612
Executive Summary 595 Kolmogorov-Smirnov Test 612
Problem Statement 596 Two-Samples Tests 613
Research Objectives 596 Sign Test 613
Literature Review 596 Wilcoxon Matched-Pairs Test 613
Importance/Benefits of the Study 597 Kolmogorov-Smirnov Two-Samples Test 614
Research Design 597 Mann-Whitney U Test 615
Data Analysis 597 Other Nonparametric Tests 617
Nature and Form of Results 597 k-Samples Tests 617
Qualifications of Researchers 598 Kruskal-Wallis Test 617
Budget 598 d Selected Statistical Tables 619
Schedule 599
Facilities and Special Resources 600
Project Management 600 References 630
Bibliography 601 Glossary 652
Appendices €01 Photo Credits 670
Evaluating the Research Proposal 601
] ) Indexes
Covering Kids RFP 606
Background 606 Name 671
Contractual Needs 607 Company 675
Evaluation Task 607 Subject 679

Anticipated Time Schedule 608
Proposal Instructions 608
Review Criteria 609



Chapters 2-5

Exploration Exploration

Research Appendix A
Proposal

Research Design
Strategy

(type, purpose, time frame, scope, environment) Chapters 6-14
Data Collection Sampling
Design Design
|
Data Collection & Preparation Chapter 15

Data Analysis & Interpretation Chapters 16-18

Research Reporting
Chapters 19-20

Management
Decision



[ A

Chapter 1 Research in Business

Chapter 2 Ethics in Business Research
Chapter 3 Thinking Like a Researcher

Chapter 4 The Research Process: An Overview

Chapter 5 Clarifying the Research Question
through Secondary Data
and Exploration

Introduction to Business Research




>chapter 1

Research in Business

>learningobjectives

After reading this chapter, you should understand . . .

1 What business research is and how it differs from decision support systems and business intelligence systems.
2 The trends affecting business research and the emerging hierarchy of research-based decision makers.

3 The different types of research studies used in business.

4 The distinction between good business research and that which falls short of professional quality.

5 The nature of the research process.

Forward-thinking executives recognize that
analytics may be the only true source of
sustainable advantage since it empowers
employees at all levels of an organization
with information to help them make smarter
decisions.

Wayne Eckerson,
director of research, business applications and architecture group,
TechTarget
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Myra Wines, director of consumer affairs for MindWriter, Inc., has been charged with the task
of assessing MindWriter’'s CompleteCare program for servicing laptops. As a result, she sent
several well-respected research firms a request for proposal (RFP), and she and her team are
interviewing the last of those firms, Henry & Associates.
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facts management has gathered, what the managers are
concerned about, what the problem is from their point
of view, what the problem really is at various levels of

“Good. After we hear them out, we come to what
H&A is good at: Measurement. Scaling. Project design.
Sampling. Finding elusive insights. May I assume we’ll

abstraction . . .” be collaborating on the report of results?”

“Listening to people. Discussing. Looking at things “Absolutely. I'll call you back within 10 minutes

from different viewpoints. Those are things I am also  about that third seat.”

very good at,” shares Myra.

> Why Study Business Research?

One of the fundamental shifts in organizational management in the last 10 years has been the purpose-
ful integration of the Internet by managers at every level of decision making. It might be as simple
as tracking project management through SharePoint sites or email messages, or as complex as call
routing to various worldwide service centers to ensure the shortest wait time or using GPS to route
delivery trucks to eliminate left turns. This integration wasn’t purposeful at the beginning of the last
decade. Some have said that managers, many trained in lower-technology approaches, were actually
dragged all but kicking and screaming into using the Internet as a workspace. But the speed of tech-
nology change, and newer generations who have been raised with smart phones and tablet computers,
have forced organizations to be more purposeful in their technology integration. Researchers, as part
of those organizations, have been pulled along—some reluctantly, but increasingly with enthusiasm.

By the Internet, we mean not just the company-generated content of the World Wide Web where
information (and non-information) expands at an alarming rate, but also the rapid advance of user-
generated content in social media. As data sources expand managers experience increasing pressure
to make some sense of the massive amount of data generated. The Internet has also influenced the
way in which we collaborate to define problems and opportunities, as well as our processes for in-
formation collection and analysis brought about by the technologies that make up the space known
as the “cloud.” It is in this space that research is experiencing fundamentally change, not just the
tools of researchers but also the methodology of research. Thus we chose our cloud cover design to
represent the theme of this edition: researchers are turning to new spaces to understand what moti-
vates people and organizations, and understand processes and machines. They are using new tools to
search for new business models, and to understand fundamental shifts in human behaviors, emotions,
and attitudes.

You are about to begin your study of business research, both the process and the tools needed to
reduce risk in managerial decision making. Business research, as we use it in this text, is a system-
atic inquiry that provides information to guide managerial decisions. More specifically, it is a process
of planning, acquiring, analyzing, and disseminating relevant data, information, and insights to deci-
sion makers in ways that mobilize the organization to take appropriate actions that, in turn, maximize
performance. A variety of different types of research projects are grouped under the label “business
research,” and we will explore them later in this chapter.

Assume for the moment that you are the manager of your favorite full-service restaurant. You are
experiencing significant turnover in your waiter/waitress pool, and some long-time customers have
commented that the friendly atmosphere, which has historically drawn them to your door, is chang-
ing. Where will you begin to try to solve this problem? Is this a problem for which research should
be used?

Perhaps you are the head of your state’s department of transportation, charged with determining which
roads and bridges will be resurfaced or replaced in the next fiscal year. Usually you would look at the
roads and bridges with the most traffic in combination with those representing the most economic disaster,
if closed. However, the state’s manager of public information has expressed concern about the potential
for public outcry if work is once again directed to more affluent regions of the state. The manager suggests
using research to assist in making your decision, because the decision is one with numerous operational,
financial, and public relations ramifications. Should you authorize the recommended research?
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Mercedes-Benz and TNS Infratest Develop Stars Insight

Stars Insight is an online research collaboration between
Mercedes-Benz (MB) and TNS Infratest (TNS). “The original
purpose of Stars Insight is capturing insights on needs, val-
ues, and attitudes of the important 20- to 45-year-old compact
car driver,” shared Christian Bauer, MP/MR customer insights
for Daimler AG. The insights would be used to craft marketing
initiatives.

TNS drew upon the strengths of Web 2.0 to deliver sev-
eral key research assets: neutrality of moderation, researcher
objectivity, data quality, and respondent anonymity while still
allowing MB to narrow its focus to a particular target group of
compact car owners. “Through a series of methods—includ-
ing data from the recruiting screening process, statements
from member’s profile pages, surveys (both preplanned and
instantaneous), online discussions, participant blog posts, and
hotspot creative competitions between community members—
TNS is able to provide data that helps MB in several ways. Data
create a picture of what a modern brand should be, identify
future distribution channels, craft authentic target group com-
munication measures by testing advertising, develop the ideal
configuration of the desired automobile, identify target group
purchase intention criteria, identify the price expectations in the
compact-car segment, and understand modern mobility con-
cepts,” explained Sandra Klaunzler, senior consultant automo-
tive, TNS Infratest.

i
)>f Mercedes-Benz

Home Inhalte Wettbewerb LELERET

L=
Shout box

> Update vom 15. Juni

Liebe Community,

chrisD1: Wie zu erwarten Audi dominiert | Die Punkte sind verteilt und die Gewinner ermittelt! Wie bereits bekannt, gibt es dieses

Le Mans.. aber das zurecht ) 25 Sunden  Mal wieder Amazon-Gutscheine.
Minute her

Freuen diirfen sich folgende Kandidaten:

Dani205: htto:/iwww spieael delkarriere/b.

Umfragen  Chat
- e

R lich Willkommen bei Star Insight

Ihr habt es geschafft! Ein intensiver Hotspot liegt hinter uns! Heute endet dieser und
wir sind wieder einmal begeistert, wie viel Material diesmal dabei herausgekommen
ist! Vielen Dank an Euch alle firr die rege Teilnahme!

Interactivity is the hallmark of Stars Insight. For example, a “hot-
spot is a period of 2-3 weeks where the community members deal
with one specific topic—for example, what are appropriate ways
to target young customers who might not yet drive or want to buy
a Mercedes,” shared Kai Blask, associate director automotive for
TNS Infratest. “Within the hotspot we assign the community mem-
bers one specific task. For example, develop a communication
strategy for the market launch of model XY. The respondents work
on this either alone or in groups. All participants upload their con-
cepts to the community on a specific date.” Member uploads are
usually high-quality Word, PowerPoint, or other digital files. “After-
wards, all other community members can evaluate the ideas and
give 1 to 5 points for each idea, explained Blask. “The member’s
idea with the best evaluations wins a specific prize or extra points,”
as well as significant attention from Mercedes-Benz.

Overall MB has 1,700 members in Stars Insight. Sixty per-
cent of the members own a compact car (not a Mercedes-
Benz) and 40 percent own a Mercedes-Benz (no matter what
model/segment). TNS won the 2011 Best Study award from
the German Association for Marketing and Social Research for
the development of the Mercedes-Benz process. It leveraged
Acquia Commons social business software to build the award-
winning Mercedes-Benz social community website.
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As the opening vignette and the early decision scenarios reveal, decision makers can be found
in every type of organization: businesses, not-for-profit organizations, and public agencies. Re-
gardless of where these decision makers are found or whether their resources are abundant or
limited, they all rely on information to make more efficient and effective use of their budgets.
Thus, in this book, we will take the broadest perspective of managing and its resulting application
to business research.

At no other time in our history has so much attention been placed on measuring and enhancing
return on investment (ROI). At its most simplistic, when we measure ROI, we calculate the financial
return for all expenditures. Increasingly, organizational managers want to know what strategies and
tactics capture the highest return. In the last dozen years, as technology has improved our measure-
ment and tracking capabilities, managers have realized they need a better understanding of employees,
stockholders, constituents, and customer behavior in order to influence the desired metrics. Business
research plays an important role in this new measurement environment. Not only does it help managers
choose better strategies and tactics, but business research expenditures are increasingly scrutinized for
their contribution to ROL.

The research methods course recognizes that students preparing to manage any function—regardless
of the setting—mneed training in a disciplined process for conducting an inquiry of a management
dilemma, the problem or opportunity that requires a management decision. Several factors should
stimulate your interest in studying research methods:'

1. Information overload. Although the Internet and its search engines present extensive amounts
of information, the information’s quality and credibility must be continuously evaluated. The
ubiquitous access to information has brought about the development of knowledge communi-
ties and the need for organizations to leverage this knowledge universe for innovation—or risk
merely drowning in data.

2. Technological connectivity. Individuals, public-sector organizations, and businesses are adapt-
ing to changes in work patterns (real-time and global), changes in the formation of relation-
ships and communities, and the realization that geography is no longer a primary constraint.
With the increased acceptance and use of mobile technology, information snacking, short
online visits to get specific answers, has become the norm for information gatherers. This
could have a profound influence on information collection designed to serve the needs of
managers who want quick, smaller chunks of information, each of which is more decision rel-
evant. While this influence is expected in quantitative techniques such as surveys, qualitative
research is also increasingly embracing smaller iterative engagements with research subjects
to drive research.

3. Shifting global centers of economic activity and competition. The rising economic power of
Asia and demographic shifts within regions highlight the need for organizations to expand their
knowledge of consumers, suppliers, talent pools, business models, and infrastructures with
which they are less familiar. This shift increases the value of research designs that can accom-
modate different norms, values, technologies, and languages. Some in the research industry
believe innovation in research methodology will come from the developing world, not the de-
veloped economies, as countries in the developing world are already embracing mobile/social
research methodologies to a greater degree.

4. Increasingly critical scrutiny of big business. The availability of information has made it possible for
all a firm’s stakeholders to demand inclusion in company decision making, while at the same time
elevating the level of societal suspicion. Interconnected global systems of suppliers, producers, and
customers have made the emergence and viability of megabusinesses not only possible, but likely.

5. More government intervention. As public-sector activities increase, in order to provide
some minimal or enhanced level of social services, governments are becoming increasingly
aggressive in protecting their various constituencies by posing restrictions on the use of mana-
gerial and business research tools (e.g., Do-Not-Call List, Spyware Act).

6. Battle for analytical talent. Managers face progressively complex decisions, applying mathemati-
cal models to extract meaningful knowledge from volumes of data and using highly sophisticated
software to run their organizations. The shift to knowledge-intensive industries puts greater demand
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on a scarcity of well-trained talent with advanced analytical skills. The integration of global labor
markets, with its infusion of new talent sources, is only a partial answer. Many believe the value

of research may no longer be in collecting data, but rather in focusing on context, implications,
and outcomes. Data collection and even some major elements of analysis may become the future
domain of technologists and data scientists. Researchers will be forced to offer new value based on
strategic consulting principles, as data collection becomes more of a commodity.

7. Greater computing power and speed.

e Lower-cost data collection. Computers and telecommunications lowered the costs of data
collection, drastically changing knowledge about consumers both at store and household
levels; employees at the position, team, and department levels; suppliers and distributors
at the transaction, division, and company levels; and equipment at the part, process, and
production-run levels.

* Better visualization tools. High-speed downloads of images allow us to help people visualize
complex concepts; this enriches measurement capabilities.

e Powerful computations. Sophisticated techniques of quantitative analysis are emerging to
take advantage of increasingly powerful computing capabilities.

* More integration of data. Computer advances permit business to create and manage large
electronic storehouses of data that cross functional boundaries.

* Real-time access to knowledge. Today’s computers and software offer the power to collect
and analyze data and customize reporting in real time for much quicker decision making.

8. New perspectives on established research methodologies. Businesses are demonstrating a pal-
pable hunger for breakthrough insights and more effective methods to get them. Businesses
experiencing rapid technological and social change are looking for researchers who can help
them keep not just current with the rapid pace of change but in front of it. Older tools and
methodologies once limited to exploratory or qualitative research are gaining wider acceptance
in dealing with a broader range of managerial problems.

To do well in such an environment, you will need to understand how to identify quality information
and to recognize the solid, reliable research on which your high-risk managerial decisions can be based.
You will need to know how to conduct such research. Developing these skills requires understanding
the scientific method as it applies to the decision-making environment. Many students will also need
to hire research suppliers or write an effective RFP (request for proposal). To facilitate that goal, Ap-
pendix la, available from the text Online Learning Center, describes how the research industry works.
Appendix A, at the end of the book, describes how to effectively plan and document research requests
and proposals. Along with other reference material provided throughout the book, we address your
needs as information collector, processor, evaluator, and user.

> Information and Competitive Advantage

Managers have access to information other than that generated by business research. Understanding the
relationship between business research and these other information sources—decision support systems
and business intelligence—is critical for understanding how information drives decisions relating to
organizational mission, goals, strategies, and tactics.

Goals

A local bakery would have different goals than Nabisco, but each likely has goals related to sales
(membership), market share, return on investment, profitability, customer acquisition, customer satis-
faction, customer retention, employee productivity, production efficiency, maximization of stock price
(or owner’s equity), and so on—whether codified in a written plan or detailed only in an entrepreneur’s
brain. To assist in making increasingly complex decisions on goals, strategies, and tactics, managers
turn first to information drawn from the decision support system, combined with that generated by
business intelligence on competitive and environmental activity.
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As NTT Communications indicates, “Today, information is everything. It’s the core of your business and you can’t exist without
it.” NTT uses the private cloud for seamless and secure data access worldwide. www.ntt.com

Decision Support

The need to complete one or many exchanges with its prospective customers, members, or constituents
drives every organization. No matter how we define an exchange—a purchase, a vote, attendance at
a function, a donation to a cause—each exchange, along with the strategic and tactical activities de-
signed to complete it, generates numerous elements of data. If organized for retrieval, collectively these
data elements constitute a decision support system (DSS). During the last two and one-half decades,
advances in computer technology made it possible to share this collected transactional data among an
organization’s decision makers over an intranet or an extranet.
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Today, sophisticated managers have developed DSSs, where data can be accessed in real time (as
transactions are completed). Catalog managers (e.g., casual clothing retailer Lands’ End) know exactly
what tactics generate a transaction from a particular individual within their prospect and customer data-
bases, as well as just how profitable each customer is to the company and an estimate of that customer’s
lifetime value to the company. Such managers have a distinct advantage in strategic and tactical plan-
ning over those without real-time access to transactional data.

Business Intelligence

Because no decision exists in a vacuum, the decision maker must have a broad knowledge of the firm’s
environment. A business intelligence system (BIS) is designed to provide the manager with ongoing
information about events and trends in the technological, economic, political and legal, demographic,
cultural, social, and, most critically, competitive arenas. Such information is compiled from a variety
of sources, as is noted in Exhibit 1-1.

Often, data from a DSS or BIS stimulate the question “Should we do business research?” In the
MindWriter example, this might be data collected about laptop problems needing repair; or, for our
restaurant whose friendliness quotient is changing, it might be customer comments collected by the wait
staff.

Strategy

Strategy is defined as the general approach an organization will follow to achieve its goals. In an
earlier example, a restaurant was receiving comments that the friendly atmosphere was changing.
This perception may have been the result of a change in strategy. Perhaps the restaurant decided to
switch from an atmosphere where patrons were encouraged to linger over their meal (occupying

>Exhibit 1-1 Some Sources of Business Intelligence
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