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Business Research Methods is designed to share the stimu-
lating, challenging, fascinating, and sometimes frustrating
world of research-supported decision making with under-
graduate students preparing to be future managers. We have
used our research and teaching experience and our numer-
ous research industry contacts to create a textbook full of
practical examples and researcher insights. For undergrad-
uate students just learning about research methods or grad-
uate students advancing their research knowledge, with
each new edition Business Research Methods promises—
and delivers—not only a teachable textbook but a valued
reference for the future.

Four words summarize the changes made to this ninth
edition of Business Research Methods—expanded, reor-
ganized, new, and collaboration. You’ll be happy to see
that we’ve made these changes while keeping all those
features on which you have come to rely—great coverage
of the research process, especially the clarification of the
research problem; great coverage of ethical issues; great
coverage of survey research; and great coverage of re-
search reporting.

What’s Expanded?

Coverage of Qualitative Research You’ll find a
new chapter in Business Research Methods—*“Qualitative
Research.” For several years research practitioners have
been exhibiting increasing interest in qualitative research
methodologies. In their search for insights, they are using
these qualitative techniques more frequently. These tools
took a back seat to the quantitative ones during the last 20
years, which may explain why many of our students think
research is synonymous with survey. To correct this mis-
conception, we’ve given students the “what and why” of
numerous qualitative techniques in Chapter 8. Here we’ve
expanded our coverage of the focus group (as it is the
most frequently used qualitative technique), and we’ve
also presented a rich array of other techniques being used.
You’ll notice that our Snapshots and cases also reveal an
increasing use of qualitative techniques. And we’ve given
students something most have never seen: a focus group
discussion guide. Now you and your students can see how
a 25-year veteran moderator structures a focus group. It’s
in Appendix A.

Process Series of Exhibits The core pedagogy of
Business Research Methods is based on an understanding
that students learn both verbally and visually. Our process
series of exhibits has been expanded to cover every aspect
of the research process. These exhibits offer an overview of
a process or a more detailed breakout of a subprocess. And

each exhibit is linked to the others in the series with a con-
sistency in use of shape and color. In all, three new exhibits
have joined this series, and many of the others have been
refined to make the research process easier to understand.
You’ll now find 31 of these exhibits throughout the text.

Coverage of Research Industry Structure
Reviewers told us that many of their students won’t ever
do actual research themselves but will be more likely to
hire specialists and need to supervise the process. As a re-
sult, we’ve added a section to Chapter 1 that describes
how the research industry is structured and how research
specialists work together to accomplish projects.

Coverage of Request for Proposals If students
become managers who hire out research projects, then
they need to know more about how such projects are put
out for bid. Thus, we’ve expanded our coverage of the re-
quest for proposal-—the RFP—including a complete RFP
developed for an Ogilvy Research Award-winning proj-
ect. By following the Covering Kids project from RFP,
through the various Snapshots, the written case, and the
video case, your students will fully understand the process
so critical to quality research.

Coverage of Test Markets The most notable ex-
periment in business research is the test market. We’ve
added a section to Chapter 11 to give it the attention that
this frequently used methodology deserves.

What’s Reorganized?

Different Chapter Order You might first notice a
different order of chapters. When we added Chapter 8, we
asked reviewers to describe the order in which they cover
material and the level at which they cover that material.
This made us rethink the order of the chapters. The most
notable changes are the “Secondary Data Searches” chap-
ter—it has moved forward—and “Sampling,” which
we’ve moved to a later position. Both of these chapters
are stand-alone chapters, however, that can be moved ear-
lier or later depending on your particular teaching model.
Our overview of data mining has also moved, to coincide
with the observation methodology known as record
analysis in Chapter 9.

Several Chapter Appendices Our reviewers all
teach their research methods courses different ways. They
cover the material in different order. Some cover material
that others ignore. Their suggestions resulted in our
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pulling into a free-standing chapter appendix some mate-
rial previously embedded in the chapter. This will facili-
tate the process of using—or not using—the material in
your specific course. Chapter appendices include the
sample RFP on the Covering Kids project, complex ex-
perimental designs, crafting questions for questionnaires,
calculating sample size, the pretesting of questions and
questionnaires, and describing data statistically.

Clearer Writing within Each Chapter With a
three-year cycle for each new edition, authors often don’t
get the opportunity to reexamine every word of every
chapter. We took that opportunity with the ninth edition.
So you may notice that some sections within your favorite
chapters have been moved later or earlier within the chap-
ter. Our student reviewers told us that this order change
made material easier to understand. And you also may no-
tice that some definitions are shorter and more tightly
written or that where we had used complex sentences,
we’ve rewritten the material in a simpler structure. Every
change is designed (o enhance student understanding be-
fore you devote valuable class time to the topic.

What’s New?

Research Project Examples Examples are what
make research methodology understandable. Some of our
student reviewers told us that it is the Snapshots of real re-
search that make them stop and consider what they have
been reading. Others like to work with cases. We took
their advice and enriched the ninth edition with numerous
new examples—more than 60 of them—not only in the
Snapshots but embedded in the text as well.

Video Cases We took award-winning research proj-
ects and with the help of the companies involved developed
four new video cases to work with the pedagogy of the
book. Lexus, Starbucks, Wirthlin Worldwide, Robert Wood
Johnson Foundation, GMMB, Visa, Bank One, Team One
Advertising, U.S. Tennis Association, Vigilante New York,
and The Taylor Group are some of the firms involved with
these research cases.

Written Cases Cases offer an opportunity to tell re-
search stories in more depth and detail. Of course it helps

that we have research contacts with really interesting
stories to tell. You’ll find stories from Ogilvy Research

* B B4 R W www.mhhe.com/cooperbrme.

Award winners on children’s health care initiatives, and
you’l]l learn about the American Heart Association’s first
paid advertising campaign and the research behind it, as
well as how the U.S. Tennis Association is revitalizing its
sport and, 1n the process, conducting the largest research
project ever related to sport. You'll see how Campbell-
Ewald uses research to measure the construct of respect.
You’ll learn how one man with a vision can move airlines
as you follow the research being done by the Open Doors
Organization in its attempt to substantiate the growing
economic power of travelers with disabilities and how
NetConversions helps Kelley Blue Book design the most
powerful automotive site on the Web. You’ll learn how
Wirthlin Worldwide helped the American Red Cross use
research to revitalize donations and how Starbucks, Bank
One (now J.P. Morgan Chase), and Visa dreamed up a new
financial product that won BusinessWeek’s outstanding
product honor. And you’ll learn how the low-carbohydrate
diet craze inspired Donatos Pizza and how Yahoo! and
ACNielsen moved Web metrics a giant leap forward.
These are research projects just completed or, in several
instances, ongoing.

Content-Related Exhibits In all, you’ll find 12 new
exhibits and 3 new process series exhibits to make student
learning easier. Some of these introduce the student to dif-
ferent types of research—like syndicated research studies
and omnibus research—while others explain concepts and
constructs, some detail error sources, and others offer ex-
amples of Web survey questions.

Web Exercises 1It’s appropriate to do Web searches
as part of a research methods course, so each chapter of-
fers one or more new exercises to stimulate your students
to hone their searching skills. And for those students with-
out that skill, they will find all the help they need in
Chapter 7, “Secondary Data Searches.”

Sample Student Project We’ve replaced the stu-
dent project of the last few editions with a more compre-

hensive one. You and your students will find it on the
text CD.”

We hope you and your students discover, or rediscover,
how interesting research can be.

Pamela Schindier
Donald Cooper
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Research in Business

6 CFor a long time, research companies have
offered efficient collection of data, as well
as timely and accurate reporting as their
primary value propositions to clients. However,
clients no longer view operational excellence
as a value proposition, but rather as a basic
expectation.’ 9

Rick Garlick, Maritz Research

>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 value of learning business research process skills.
4 The different categories of firms and their functions in the industry.

5 The distinction between good business research and research that
falls short of professional quality.
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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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> Why Study Business Research?

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 the
term in this text, is a systematic inquiry that provides information to guide managerial de-
cisions. More specifically, it is a process of planning, acquiring, analyzing, and dissemi-
nating relevant data, information, and insights to decision makers in ways that mobilize the
organization to take appropriate actions that, in turn, maximize business performance. A
variety of different types of research projects are grouped under the label “business re-
search,” and we will explore them all later in this chapter.

Assume for the moment that you are the manager of your favorite full-service restau-
rant. 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 changing. Where will you begin in trying to solve this prob-
lem? Is this a problem for which business research should be used?

Perhaps you are the head of your state’s department of transportation, charged with de-
termining 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 biggest 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 direc¢ted to more affluent regions of the state. The manager suggests using
business research to assist in making your decision, as the decision is one with numerous
operational, financial, and public relations ramifications. Should you authorize the recom-
mended business research? .

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. Regardless 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. '
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At no other time in our history has so much attention been placed on measuring and en-
hancing 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 measurement and tracking capabilities, managers have re-
alized they need a better understanding of employee, stockholder, 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 contri-
bution to ROL

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

1. Explosive growth and influence of the Internet. The explosive growth of company
Web sites, e-commerce, and electronic publications brings extensive amounts of
new information—but its quality and its credibility are increasingly suspect.

2. Stakeholders demanding greater influence. Customers, workers, shareholders, and
the general public demand to be included in company decision making; armed with
extensive information, they are more sensitive to their own self-interests than ever
before and more resistant to an organization’s stimuli.

3. More vigorous competition. Competition, both global and domestic, is growing and
often coming from unexpected sources; many organizations refocus on primary
competencies, while they seek to improve operations by reducing costs and con-
verting customers to advocates.

4. More government intervention. Government continues to show concern with all
aspects of society, becoming increasingly aggressive in protecting its various
publics by posing restrictions on the use of managerial and business research tools.

5. More complex decisions. Managers have more variables to consider in every deci-
sion, increasing the manager’s need for more and better information and for greater
insights from that information.

6. Maturing of management as a group of disciplines. The quality of theories and
models to explain tactical and strategic results in human resources, marketing,
operations, and finance is improving, providing managers with more knowledge.

7. Greater computing power and speed.

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

* Better visualization tools. High-speed downloads of images allow researchers to
help people visualize complex concepts, which enriches measurement capabilities.

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

* More integration of data. Computer advances permit businesses to create and
manage a data warehouse, an electronic storchouse where vast arrays of col-
lected, integrated data are ready for mining.

* More and faster access to information. The power and ease of use of today’s
computers offer us the capability to analyze more data more quickly to deal with
complex managerial problems. Yet the quantity of collected raw data overwhelms
users, necessitating a means to manage it. Early efforts to provide a flow of infor-
mation to managers used a management information system (MIS). As time
passed, the challenge of database management from an MIS perspective included
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removing obstacles like resistance to use, reluctance of managers to disclose fully
their information needs and decision criteria, costs of single-user report genera-
tion, system design time, slow adaptation to changing organization structures, and
decision relevance (standard versus tailored reports). '

* Advanced analytical tools for enhanced insights. Organizations increasingly
practice data mining, applying mathematical models to extract meaningful
knowledge from volumes of data contained within internal databases. Enormous
quantities of research data are reduced to relatively straightforward equations with
statistical models. Expert systems, an outgrowth of artificial intelligence, and data
mining entered the 21st century as important tools for research. Advanced ana-
lytical tools are available to answer a variety of research questions. Traditional
topics open to modeling—market share, price elasticity, the cannibalization of one
product’s sales by the introduction of another product, the effects on productivity
of changing an employee compensation system, to name a few—create decision
support models that reflect the behavior of individuals, households, and
industries. Programs that combine modeling and decision support systems
evolved in the latter part of the 20th century to provide the most utility to users.

» Customized reporting. While routine MIS reports are useful for well-structured
problems and those amenable to a standardized set of procedures, data must be
more than timely and standardized; reporting must be customized to be truly
meaningful to the user.

8. New perspectives on established research methodologies. Older tools and method-
ologies once limited to exploratory 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 business research on which your high-risk
decisions as a manager can be based. You also will need to know how to conduct such re-
search. Developing these skills requires understanding the scientific method as it applies to
the decision-making environment. This book addresses your needs as information collec-
tor, processor, evaluator, and user.

> Planning Drives Business Research

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 acquisi-
tion, customer satisfaction, customer retention, employee productivity, machine 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.

Decision Support

The need to complete one or many exchanges with its prospective customers drives every



