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The world of business is certainly changing at a very fast rate. Businesses can’t assume that con-
tinuing to produce the same old products, by the same old process, with the same old technology,
managed in the same old way will continue to produce the same old good result. The need for
intelligence supported by a connection to the real world is more important than ever. Business
researchers are challenged with the job of producing just this type of intelligence. The eighth
edition of Business Research Methods addresses the dynamic nature of today’s business world while
conveying the essential elements of the business research process.

Most readers understand that managers want answers to questions. What is not so obvious is
that the search for the correct questions can be just as important as finding the right answers. After
all, search is the biggest part of “research.” The researcher must have some idea of how to begin
the search process, how to best search through what is now terabyte after terabyte of information
to pick out those elements which best hold the possibility of turning into intelligence, and then
how to communicate that intelligence in a way that helps managers make decisions. When it
works right, business research is a win-win proposition. The process enables a company to identify
its customers and design products and processes that maximize value for all. In return, the com-
pany receives value as the customer spends their hard earned money. As a result, customers win
and businesses win! All are better off.

Trying to find just the right piece of business information via the Internet can be like search-
ing for a needle in a haystack. This information may well be hidden beneath piles and piles of
irrelevant stuffl Or how about trying to find a key piece of business information that may be
hidden in the mind of a consumer or some employee? A customer may not even be consciously
aware of all his or her reasons for some preference or some behavior and, consequently, can’t
identify or talk about it. An employee may not even realize that he or she possesses important
vital information. How do you go about finding this information that could be so crucial to
making a good business decision? Effective business research is like applying a CAT scan to a
business problem.

That’s where this text comes in: Business Research Methods equips students with the knowl-
edge and skills involved in this basic research process; these will simplify and provide more
accuracy to their search for business intelligence. The process we describe includes six steps.
Researchers must first work together with decision makers to decide what they are looking
for—that metaphorical needle in the haystack. The next two stages plot out the way to go
about finding the needle. Next are two stages that focus on the actual search for the needle. The
process concludes when the business researcher communicates the benefits of finding “pointed”
information that can help mend problems or create something really new and special for the
decision maker. Success in this process usually merits the researcher a reward that is a bit more
valuable than that needle!
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New to Business Research Methods

To ensure that students are able to conduct business research with an understanding of all the latest
theories and techniques available to them, the eighth edition is very much revised and updated.
Certainly, the research field is dynamic both in terms of the demands placed on it by business and
in terms of the technological advances that enhance and expand the capable researcher’s toolbox.

The Internet has revolutionized and is still revolutionizing research. The Internet has affected all
phases of research by altering information systems, ways of gathering secondary data, survey processes,
sampling, questionnaire design, primary data collection, qualitative analysis, and communication,
among other things. Practically every chapter includes significant coverage of Internet-related top-
ics, and most chapters also include review questions and activities that get students involved with the
Internet in a relevant way. The “Survey This!” feature gets students and instructors directly involved
with one important way that the Internet has changed research. This particular feature provides first-
hand experience with the process and advantages and disadvantages of using online questionnaires.
Additionally, students can then analyze data that they actually helped to create.

Overall, here is a summary of some of the key features new to the eighth edition of Business
Research Methods.

* Survey This! Feature—Students respond to an online questionnaire hosted with Qualtrics
software. The questionnaire involves students’ opinions, activities, and interests regarding
matters related to studying business and careers in business. The resulting data are made avail
able to instructors and students. In the early chapters, this feature is useful for critiquing the
Wway questionnaires are constructed and how research hypotheses are addressed in a question-
naire. In later chapters, students can use the data to respond to real research questions. Students
also get access to Qualtrics to design their own questionnaires.

*  Tips of the Trade—Each chapter contains a useful list of important tips that correspond to the
particular stage of the research process covered. The tips provide information addressing practical
questions such as interview length, question wording, interviewer involvement, sample size
requirements, guides for data reliability and validity, as well as useful tips for testing hypotheses
using inferential statistics.

* All New Chapter Vignettes—All of the chapter vignettes are new to the eighth edition. The
vignettes set the stage for each chapter by introducing topics taken from both well-known and
lesser-known companies, topical areas of interest in the current business literature, and slice-of_life
business situations. The vignettes help frame the material included in each chapter and put core
course concepts into a real-life and current context.

*  Comprehensive Cases—The end of the book now includes a set of comprehensive cases that
allow the student to get real hands-on experience doing research. Selected cases also include
data that can be downloaded from the companion Web site for the text. The data are ready
to be analyzed using Excel, SPSS, or SAS, or other software capable of reading data from a
spreadsheet. Shorter and more-to-the-point cases are included at the end of each chapter.
Several of these cases involve simple data analyses and are accompanied by data also available
on the instructor resource disk or the book Web site.

*  Greater Breadth of Business Coverage—The eighth edition includes examples across a broader
spectrum of business activities and touches on practically all areas of business including mar-
keting, management, finance, business ethics and accounting. The examples better reflect the
diversity of today’s business world. Many of these examples are captured in the new Research
Snapshot features, which tie business research together with current events, ethics, technol-
0gy, and topics of particular interest to the business research student.

* A New Author Team—The new authors help bring greater breadth of coverage. Together,
the team represents decades of experience performing all manner of research with particular
expertise in marketing and consumer research, organizational behavior, managerial strategy,
and human resources.

In addition to these new features, the eighth edition also is characterized by:

* A Simplified Approach and Style—The Research Snapshots, chapter Learning Objectives,
and End-of-Chapter materials are now presented in a simplified form that allows greater focus
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on the truly important information. The Learning Objectives ensure an important coherence
and structure to the chapters that culminate with the end-of-chapter materials.

* New Layout—A more engaging layout adds interest to the book, provides more illustrations
and photos, and helps to keep students involved.

* Tagged End of Chapter Exercises—The end of chapter materials now contain an increased
number of questions that pertain to either ethical issues in business research or exercises requir-
ing students to get involved with research via the Internet. These items are each uniquely
tagged with a visual symbol, making these particular exercises stand out with a clear, identify-
ing mark.

* Increased Coverage of International Business Issues—The examples and illustrations make
greater use of examples from countries around the globe. Readers of this book may end up
working outside the United States or Canada, so the prevalence of international examples
will increase awareness of research issues beyond North America and open up domestic stu-
dents to global dynamics. This is a particularly important addition to the text since cultural
and language barriers often present challenges for the business researcher.

*  Greater Attention to Qualitative R esearch—More and more companies are realizing the ben-
efits of qualitative research. In response to this important phenomenon, Chapter 7, Qualitative
Research Tools, is almost entirely rewritten in the eighth edition. The chapter focuses more
exclusively on qualitative research and the corresponding interpretative techniques that turn
data without numbers into meaning. Phenomenology, grounded theory, ethnography, and
case study approaches are now all covered. Several other chapters also emphasize qualitative
research to a greater extent. For example, the Internet is not just a way of collecting quantita-
tive data. Qualitative research is being dramatically changed by the Internet as consumers leave
more and more artifactual data behind on social networking Web sites, company chat rooms,
blogs, micro-blogs (such as tweets left on Twitter), and more. Thus, qualitative research tools
and approaches are highlighted throughout the text.

Organization of the Book

The organization of the eighth edition of Business Research Methods follows the logic of the business
research process itself. The book is organized into six parts, and each part presents the basic
research concepts for one of the stages in the research process; each part also discusses how these
concepts relate to decisions about conducting specific projects.

Part 1: Introduction emphasizes the interplay between research and business and how the
importance and scope of research varies with different business situations. Included in this discus-
sion is an overview of computerized data management and information systems, an outline of the
entire business research process, and an explanation of how all of this is changing due to the Inter-
net. In addition, research is a way that theory is tested and research contributes to theory. Chapter 3
is devoted to theory development and explains why theory is important to effective research.

Without high ethical standards, no business is a “good business.” Thus, the introductory
materials also include an emphasis on business ethics and the special ethical problems associated
with business research. Chapter 5 focuses exclusively on business ethics and the interplay between
organizational dynamics and research.

Part 2: Beginning Stages of the Research Process covers the essentials involved in start-
ing to study business problems. This part empbhasizes decision making, problem definition, and the
process of how the business problem must be translated into research questions and/or research
hypotheses. Research proposals are covered in some detail, and the reader is encouraged to see
these as the written agreement that helps put the decision maker and the researcher on the same
page. :

Chapter 7 emphasizes qualitative research applications. One role played by qualitative research
is helping to separate problem symptoms from true issues that can be attacked with business
research. However, qualitative research extends far beyond problem definition; it allows greater
potential for discovery as well as deeper and potentially more meaningful explanations in business
research.
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Part 2 concludes with a detailed discussion of secondary data and emphasizes its increasing
importance in a data-rich world. Chapter 8 focuses on finding and using secondary data in today’s
digital age.

Part 3: Research Methods for Collecting Primary Data examines the topics involved
in collecting new data for the specific problem at hand. For example, the chapters describe issues
related to planning, conducting, and administering surveys, which remain a mainstay for collecting
consumer and employee opinions, attitudes, and behaviors.

Additionally, Chapter 12 focuses specifically on experimental research. Experiments allow
causal inferences and therefore can provide strong inferences. They can, however, be intricate to
design and implement; conducting experiments that provide valid results is no simple matter. When
done correctly, they provide effective business intelligence.

Part 4: Measurement Concepts are critical to research. This part of the text discusses the
foundation of measurement theory. Key topics include descriptions of the different levels of scale
measurement and how this affects analysis and the interpretation of results. Basic ways to mea-
sure human attitudes and practical matters dealing with questionnaire design are also discussed.
An increased emphasis is placed on the use of new technologies for conducting interviews. For
instance, how does asking a question in an electronic format expand the options for respondents
and the researcher? Topics such as these are highlighted in Part 4.

Part 5: Sampling and Fieldwork explains the difference between a population and a sam-
ple. The reasons why sampling is needed and how it can be used to confidently allow predictions
about larger numbers of people are covered. The fieldwork process is also discussed, including
the importance of supervision of fieldwork. This section shows how to avoid sloppy sampling and
poor field supervision which can lead to error in the business research process.

Part 6: Data Analysis and Presentation covers important processes necessary in translat-
ing raw data into business intelligence. Included among these topics are the editing and coding of
the data. The coded data are then ready for analysis, and this section presents the most commonly
used methods for analyzing data. For instance, basic descriptive statistics are discussed as ways of
portraying key results including central tendency and dispersion.

Inferential statistics are discussed, including often-used univariate and bivariate approaches
such as t-tests. The final chapter brings everything together by including a discussion of how to
effectively communicate research results via a report and/or presentation.

Superior Pedagogy

More than other research textbooks, the eighth edition of Business Research Methods addresses
students’ need to comprehend all aspects of the business research process. The following features
facilitate learning throughout the book:

* Learning Objectives. Each chapter begins with a concise list of learning objectives that
emphasize the major areas of competency that students should achieve before proceeding to
the next chapter. The key is to avoid labeling everything a major learning objective and to
provide instructors with flexibility for emphasizing additional material as they see fit.

* Major Headings Keyed to Learning Objectives. First-level headings, with the exception
of those labeled “Introduction,” are keyed to learning objectives. This should be an aid in
developing assessment rubrics and makes the book more user friendly in terms of identifying
key material.

* Research Snapshots. All of the box materials share a common title, Research Snapshots.
Each chapter contains multiple R esearch Snapshots. The boxes explore business research pro-
cesses in a variety of modern businesses situations, ranging from international considerations
to research ethics. Some boxes also illustrate research techniques and applications in a step-by-
step fashion. Every attempt is made to make the box material lively and relevant to the subject
matter of the chapters.

*  Writing Style. An accessible, interesting writing style continues to be a hallmark of this book.
With a careful balance between theory and practice and a sprinkling of interesting examples and
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anecdotes, the writing style clarifies and simplifies the business research process. In addition, the
text offers a comprehensive treatment of important and current topics.

Statistical Approach. A review of statistical theory provides students with an overview of
the basic aspects of statistics. However, since this text stresses managerial applications more than
statistical theory, students are given tools to perform the most common business research data
analysis. More sophisticated data analysis approaches are left for further reference. Thus, the
readers can learn how to test simple hypotheses involving differences between means or relation-
ships among variables. Cross-tabulation, t-tests, ANOVA, and regression are covered in suffi-
cient depth to allow students to use these techniques. In addition, easy-to-follow, click-through
sequences can walk students through most basic approaches to producing statistical results.

Key Terms. Learning the vocabulary of business research is essential to understanding the
topic, and Business Research Methods facilitates this with key terms. First, key concepts are
boldfaced and completely defined when they first appear in the textbook. Second, all key
terms and concepts are listed at the end of each chapter, and many terms are highlighted in a
marginal glossary. Third, a glossary summarizing all key terms and definitions appears at the
end of the book for handy reference. A glossary of frequently used symbols is also included.
Ethics Questions. Identified by a special icon, ETHICS, ethics questions are included in most
chapters. Among the compelling issues students are asked to explore is redefining the right
to privacy in light of new technology. The ethical issues also provide a great opportunity for
building critical thinking skills.

Internet Questions. Internet questions also are identified by a special icon, ‘NET. Nearly all
chapters include multiple questions and research activities that illustrate advances in Internet
applications common to business research.

Research Activities. The end-of-chapter materials include real-world rescarch activities
intended to provide actual research experience for the student. Most provide an opportunity
for the student to gain experience in multiple content areas. Some involve ethical aspects of
research, and some involve Internet usage.

Cases. Cases, often taken from real-life situations, illustrate business research concepts and
build knowledge and research skills. These cases offer students the opportunity to participate
actively in the decision-making process, one of the most effective forms of learning.

Comprehensive Instructor Resources

It is important for any text to develop comprehensive supplemental materials to support instruc-
tors in their vital teaching function. Because of this pedagogical philosophy, there is an extensive
learning package provided with Business Research Methods.

The text web site, www.cengage.com/international, contains valuable instructor resources: the test
bank, ExamView testing software, the instructor’s manual (includes comprehensive lecture
outlines, solutions to all assignments, and case solutions), PowerPoint presentation slides, video
instructor’s manual, and data sets for cases.

Data Sets are provided that match several end-of-chapter exercises and different case analyses. The
data are provided both in Excel files, allowing great flexibility to be used with many programs,
and in SPSS files, which are ready to use with either the student or full version of SPSS. Students
may download the data sets at www.cengage.com/international by clicking on the textbook and then
on “Data Sets.”

Web Resources at www.cengage cominternational provide the latest information about what’s new
and what’s cool in marketing research. The instructor’s manual, test bank, PowerPoint slides, and
video cases can also be found here. The site also features links to other research-related sites.
The Qualtrics Research Suite was built for researchers by researchers. Enclosed with each new
copy of Business Research Methods is an access code that provides access to an extrémely elegant
tool that makes survey creation easy enough for an intern while at the same time sophisticated
enough for the most demanding academic or corporate researcher. Qualtrics allows students
to create and deploy surveys, and provides data for analysis. A survey included in the book can
be taken by students and they can access the data collected from adopters of Business Research

Xix
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Methods from around the globe. Qualtrics is also a perfect solution for instructors who have
students conduct a survey project as part of a term project.

Preloaded with content and available free via PIN code when packaged with new texts,
WebTutor ToolBox pairs all the content of the text’s rich Book Companion Web site
with all the sophisticated course management functionality of a Blackboard or WebCT
product. Instructors can assign materials (including online quizzes) and have the results flow
automatically to their gradebooks.
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