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PREFACE

Business Research Methods has evolved often
since its introduction in 1976. Technology has
continued to transform information processing
and managerial problem solving. And, as the field
of research in organizations grew dramatically
during the late 1970s and 1980s then matured dur-
ing the 1990s, our textbook kept pace with indus-
try changes and stayed on the leading edge of
teaching pedagogy. We continue to deliver on
those same promises in the sixth edition where
Business Research Methods truly comes of age by
again responding aggressively to adopter and re-
viewer suggestions.

We listen to you carefully. The result is greater
relevancy for practicing managers, improved cov-
erage of the research process in the business set-
ting, and a textbook that spans the disciplines of
business, providing breadth, depth, and serving as
a valuable reference for post-course use.

As the leading text in this market, we wanted
the sixth edition to exceed instructor expectations
and student needs without altering the features you
valued in the fifth edition. You'll still find:

* A balanced presentation of practical applica-
tion and fundamental concepts.

X

* Timely coverage of news-making issues and
concepts—in the cases, Bringing Research to
Life vignettes, Close-Ups, and Key Terms.

* An indepth treatment of concepts, not
CUTSOTY TEVIEWS.

* A comprehensive coverage of the field orga-
nized to optimize the flow of information to
students.

Appendices that offer extensive reference
materials and specialized information for ad-
vanced students.

Compatibility with the Irwin/McGraw-Hill
software series.

In this edition, Pamela S. Schindler joins the
team. She is a veteran of twenty-three years in the
undergraduate classroom and more than two
decades of supervising and conducting research for
nonprofit, profit-driven, and governmental organi-
zations. She brings a fresh perspective to the topics
and a keen understanding of the visual and verbal
learning styles of students. As a trusted user and re-
viewer of this text for the last three editions, I could
not have chosen a more compatible partner—one
who shares my strong interest in student learning
and passion for research methods. Welcome, Pam.
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Target Audience

Over the years, we have taught research and data
analysis for MBAs, executive MBAs, doctoral stu-
dents, and public managers. Business Research
Methods is appropriate for MBA programs, MPA
programs, programs with a cross-functional re-
search emphasis, and undergraduate programs
where students have a foundation in elementary
statistics. The chapter-to-chapter readability con-
sistently accommodates learners at all levels.

Features of the Sixth Edition

As you’ve come to expect with our revised edi-
tions, you'll also find numerous enrichments that
enhance the learning experience for the student
and the teaching experience for the classroom-fo-
cused teacher:

A stronger decision making emphasis

» Cases throughout the text and chapter exam-
ples emphasize a variety of management-re-
lated scenarios.

« Case discussions integrated into the body of
the chapter cement key concepts early.

* Nineteen optional cases can be packaged
with the text to assist with quantitative con-
cepts and are identified at the end of
appropriate chapters. The Bryant & Smith
cases reference a data disk that instructor’s
may order (ISBN 0-256-15829-0).

Bringing Research to Life (BRL) vignettes
now appear in all chapters with a fuller inte-
gration of BRL concepts and issues in the
body of each chapter.

A continuing character in the BRL series has
joined MindWriter as a manager who must
juggle three different research-related roles:
research provider, out-source research coor-
dinator, and client.

+ Case and BRL discussion continually
emphasize the integrated nature of research
methodology-—critical for the execution of
quality rcsearcll projects.

+ End-of-chapter questions directly address the
BRL vignettes providing the professor and stu-

XIl

dent with a lively discussion platform—similar
to a mini-case but much richer in detail-—as the
vignette's characters and the MindWriter body
of knowledge builds from chapter to chapter.

A significantly revised Instructor’s Manual
offers enriched course design ideas, student
projects, in-depth discussion of end-of-
chapter exercises, new review questions, and
PowerPoint slides.

Ethical considerations for managers receive
early introduction and chapter-level emphasis
(Chapter 5) with additional integration within
chapters and throughout the BRL vignettes.

Graphically enhanced and fully integrated
Research Process Model

The Research Process Model, along with ac-
companying tables, provides a practical
guide to course and post-course use by
students and managers conducting or super-
vising research. As such, it has received more
emphasis as the foundation model of the text
(Chapter 3).

The Research Process Model is revisited
throughout the book with newly introduced
concepts tied to it both verbally and graphi-
cally.

The Management-Research Question Hierar-
chy is more fully integrated into the model
making the transition from theory to research
instrument more understandable (Chapter 3).
New model-related figures have been added
along with improvements to the figures
retained from the fifth edition.

Enhanced topical coverage

Exploratory study applications are expanded in
the discussion of research design (Chapter 6).
Numerous graphical examples appear in the
streamlined treatment of measurement
(Chapter 7) and scaling (Chapter 8).
Sampling examples and notation are updated
(Chapter 9).

An exciting new chapter on Secondary Data
Sources (Chapter 10) boasts a powerful elec-
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tronic search orientation and timely
examples in the chapter Close-Up.

* Appendix A provides alternative search
strategies and is duplicated on the text’s
WWW site with hot links.

* The WWW site offers updated sources and
URLS for rapidly changing Internet material.

* Areorganized chapter on Survey Methods
(Chapter 11) introduces a graphical model
for the selection of data collection '
approaches so choices are more apparent and
this step is more distinctly tied to the
Research Process Model.

* A major reorganization of Instruments for
Respondent Communication (Chapter 12)
helps students recognize and follow a clearly
defined instrument design process linking
design decisions with issues in prior and sub-
sequent chapters,

* Data warehousing and data mining update
the chapter on Data Preparation and Prelimi-
nary Analysis (Chapter 15).

* Tables and figures for exploratory data analy-
sis techniques receive new graphics, more
cogent explanation, and current data
examples (Chapter 15).

¢ New sections on the graphical techniques for
quality control and improvement appear in
an expanded chapter on Presenting Results:
Written and Oral Reports (Chapter 19).
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