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Welcome to Straight Talk about Communication Research Methods! Through this
textbook we hope you will catch our excitement with research. Your authors are
researchers who—amazingly enough—love doing research. We may be crazy,
and we may be academic nerds, but that's not why we love research. We think
research is FUN! We feel invesugating, following leads, and solving puzzles is
exciting.

It is our hope that in this book we give you enough information about the
foundations of research methods, the choices we as scholars make, and the
methodological decisions driving communication scholarship to balance your
desire to know and inquire into interesting communication questions while
instilling an enthusiasm about the process!

Research is like being a detective. Both researchers and detectives are trying
to find out something. Both are asking and answering questions. Both are trying
to put together a puzzle to come up with a solution. In both, answering questions
leads to more questions. And, in both, seeing patterns is crucial to solving the
puzzle.

There 1s much about the social world that most of us think we know already;
yet, there is also much left to learn. This book will ask you to question what you
know, why you know what you know, and where that belief came from. While
much of the material here 1s sometimes difficult to understand, we tell our
students that their struggle with this material will allow them a place to store
the other knowledge about communication and society. We also suggest that
when your head begins to hurt, you have really begun the work of thinking about
this material. Research Methods may not be an “easy A” class, but it’s worth it!
You’ll learn a lot in this class—perhaps more information you’ll use the rest of
your career than many other classes. Our students would tell you that we also
encourage them to talk with each other about this material. As communication
scholars, we often overlook the powerful learning tool of discussing informally
what we learn in the classroom. As you learn to talk about these conceptual
ideas, you will begin to crystallize your understanding of both communication
research methods and theory.

We hope that through this course you’ll discover your own joy in conducting
research. Some communication students are intimidated when they first encounter

XXi
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research methods, and we’d like to lessen the inumidation factor for you.
"To do this, we want to introduce to you a model of the stages of learning (Dubin,

1962; Howell & Fleishman, 1982; Kirkpatrick, 1971).

Steps Involved in Learning

Step 4:
Unconscious
Competence

Step 3:
Conscious
Competence

Step 2:
Conscious
Incompetence

Step 1:
Unconscious
Incompetence

Courtesy Christine Davis and Kenneth Lachlan. Copyright © Kendall Hunt Publishing Company

You're in Step 1 right now—Unconscious Incompetence. That means you
know so little, you don’t even know what you don’t know! This is a pretty bliss-
ful place to be (“ignorance is bliss”), but we’re about to move you out of your
comfort zone. We're about to move you to Step 2—Conscious Incompetence.
We’re about to tell you what you don’t know. We're going to teach you how to
do things, which will move you to Step 3—Conscious Competence, and you
will spend much of the semester moving between Steps 2 and 3. We’ll teach
you something, and you’ll be very conscious of the fact that you're learning
something new. By the end of the semester, you will have mastered many skills
and competencies, and you will be in Step 4—Unconscious Competence for
much of the course content. These stages are always uncomfortable because new
learning feels awkward. Remember when you were first learning how to drive
a car? There was a time when you had to remind yourself to push in the brake,
and check your rear view mirror, and for a while that felt very uncomfortable.
Luckily for you (and your parents), that stage didn’t last long, and soon you were
in the stage of Unconscious Competence in your driving—you could get in the
car and drive without even thinking about it! We promise that by the end of the
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semester, you will be in this final stage for research. You will be able to do things
that, right now, you don’t even know exist! And, you’ll enjoy it!

We’ve based the structure of this textbook on adult learning theory. Adult
learning scholars suggest that learning for adults must be experiential—taking
into account the learners’ experiences, and integrating the materials into their
own lives, combining active experimentation with theory and practical life
skills as participants learn both formally and informally through application
of course materials to experiences (Dinmore, 1997; Knowles, 1984). Research
has also shown that adult learners best remember concepts given to them as
spaced repetition—repeated in intervals over time (Spieler & Balota, 1996). In
this textbook, we give you information in small chunks that build upon each
other, repeating then expanding knowledge. We’ll give you multple passes
over concepts—introducing you to concepts in early chapters; then telling you
more about those concepts in subsequent chapters. That’s why it’s going to be
important for you to keep up with the material throughout the semester—you
don’t want to miss any of the early passes over the information.

In this third edition of Straight Talk aboutr Communication Research Methods,
we’ve made quite a few substantive changes. Of course, we've updated the
information and the examples. We added sections and material on conducting
research on, and involving, social media and digital media. Remembering that
not all students might be planning to attend graduate school, and to show how
research methods are relevant to all students, we added many more examples of
how students might use Communication research methods in business and industry
jobs after graduation. We greatly rewrote and expanded the qualitative methods
secton, and included much more detailed information about each method. We
included an introductory overview of all qualitative methods (Chapter 14) for
those students or classes who don’t want to go into as much detail for each of
the various qualitative methods. We then follow this with four chapters giving
comprehensive instructions on how to conduct a number of different qualitative
methods, from social science based qualitative methods (e.g., focus groups and
grounded theory), to social constructionist-based qualitative methods (e.g.,
autoethnography and feminist ethnography), arts-based qualitative methods
(e.g.,ethnodrama and visual ethnography), and rhetorical criticism (e.g., Burkean
criticism and narrative criticism). This edition includes many qualitative methods
not included in the previous editions of the textbook as well as additional details
about how to conduct each method.

When you graduate with a degree in Communication, your academic
department is certifying you are properly socialized into our field. We are
indoctrinating you into our community of knowledge—and, like every
community of knowledge, we have ways of knowing, ways of seeing the world,
ways of thinking, and ways of deciding. We require that you take classes in
Communication Theory so you will learn how we in our community think
about things. We require that you take classes in Research Methods so you
will learn how we know things, describe things, and decide if something is true
or not. You're probably had quite a few courses in our field by the time you
take this course. You've been told a lot of things about the world, given a lot
of facts, and memorized a lot of theories. Have you ever wondered where all



XXIV

Y  COMMUNICATION RESEARCH METHODS

these things, facts, and theories came from? Did someone just make them up
so you could have something to be tested on? We know sometimes it feels that
way, but this semester you'll learn how to do the same type of research that
communication scholars before you have done. You'll see firsthand how theories
(and other research questions) begin as a curiosity—an “I wonder if .. ."—and
how these musings and wonderings turn into full-blown research, then into
facts, knowledge, and theories. Who knows? You might discover that you're
the next George Herbert Mead, Barnett Pearce, Kenneth Burke, Elisabeth
Noelle-Neumann, or Marshall McLuhan!

You'll also learn how people in our community prove a point. You'll learn
that not everything you read or hear is true, and, as we said, you’ll learn how to
question what you hear and believe, and how to determine if you want to continue
believing it. You'll learn how to make credible claims and how to back them up
with evidence so other people will believe what you have to say.

By the way, throughout this textbook we are using the term Communication, or
Communication Studies, to refer to our field of study. The field of Communication
or Communication Studies is incredibly diverse. In most universities, our community
of scholars can include people in fields as varied as health communicaton,
interpersonal communication, organizational communication, cultural studies,
rhetoric, mass media, public relations, broadcasting, and film studies, to name
only some. At some universities, study of Communication is under an umbrella
of Communication Studies; and at other universities, study in a field called
Communication Studies is under an umbrella called Communication. When we use
either term—Communication or Communication Studies—we are using the term
to be inclusive of all scholarship in all forms of human communication—mediated
or interpersonal, organizational or rhetorical.

Confused—or curious? For now, don’t worry about what you don’t yet know.
Just sit back, relax, and enjoy the ride!

Student-Oriented Pedagogy

Because we recognize the importance of assessing student learning, we have
included features in each chapter that facilitate student learning and help
instructors measure learning outcomes.

¢ (Chapter Outlines serve as a map to guide you through the content
of the text and focus on key points.

¢ Key Terms list shows important terms to focus on as you read the
chapter.

e Chapter Objectives help you focus on the overall concepts, theories,
and skills discussed in the chapter.

* Running Glossary provides the definition of a key term in the margin
for quick clarification when reading the material.

* So What? chapter summary reviews the key points explored in the
text.
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¢ Chapter Glossary serves as a helpful reference tool at the end of each

chapter.
* References list documents the research cited within the chapter.

Instructional Online Enhancements v

Both students and instructors have access to online content that is integrated
chapter by chapter with the text to enrich student learning. The Web access
code is included on the inside front cover of the textbook.

Look for the Web icon in the text margins to direct you to various interactive
tools.
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