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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 be-
hind 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.

Y
>bringingresearchtolife

Sally arrives for an analysis meeting with Jason and
finds a round, bald little man sitting at Jason’s desk,
studying the screen of a laptop computer, stroking his
gray beard and smiling broadly.

*“Sally,” says Jason, “meet Jack Adams, rising polit-
ical consultant.”

Jack, who seems to be caressing his laptop, grins

broadly. “Hello, Sally,” says Jack. “1 wanted Jason to

learningobjectives

After reading this chapter, you should understand . . .

The link forged between the management dilemma and the
communication instrument by the management-research question

hierarchy.

The influence of the communication method on instrument design.

The three general classes of information and what each contributes

to the instrument.

The influence of question content, question wording, response
strategy, and preliminary analysis planning on question construction

Each of the numerous question design issues influencing instrument

quality, reliability, and validity.

Sources for measurement questions.

The importance of pretesting questions and instruments.

mputer has made me the marketing
c h a pte r 1 4 ka Beach political scene.”

painting business on Long Island to
moved to Boca Beach after his wife
ers Jason in explanation.
ths I played golf in the moming and
d played cards in the afternoon. For

en days, I did this. I was going crazy.
pr neighbor Marty died and his wife
Writer.”

rough Boca Beach and stopped for a

ded a statistical program, free from
t say, statistics in college never gen-
itement as they have recently,” grins
ise guy, Sandy Plover, a former elec-
3 ‘By using the Internet, you can show consumers In Jersey, who got himself into local
pictures, show them packaging and even play atural-born troublemaker, he waited

videos.? 9 pgitate. As it happens, the sheriff re-

newspaper that the incidence of ar-
bm police calls to Oceanside—the
eighborhoods where the sheriff hap-
gher than in Gladeside.”

ollowing:

Research hypathesis: Gladeside residents get spe-
cial treatment when it comes to solving crimes and
thus live in a safer environment due to their higher
incomes and greater political power.

Null hypothesis: Gla and O receive

the same attention from the police.

Gladeside  Oceanside

Police calls without arrest 46 40
Police calls resulting in arvest 4 10
Total calls 50 50

1 doubt that Sandy would have paid attention, ex-
cept that in both neighborhoods the total number of po-
lice calls happened to be 50, which made it easy for
him to see that in Oceanside the rate of arrests was
twice that in Gladeside.”

“Actually,” says Sally, “I'm surprised there would
be any police calls in such an upscale community.”

“We are old,” says Jack, “but not dead.”

“In any case, Sandy's finely honed political instincts
told him he was going nowhere by trying to turn the
community against the sheriff. It would be much, much
better to tun voters of Oceanside against those in
Sohe d about the disp: impact

of arrests. While both the communities are roughly the

Gladesid

same size, in Oceanside folks are mostly from Brooklyn,
and in Gladeside folks come from the Bronx.”

“But the ethics . . ."

“. . . meant nothing to Sandy. He told me, ‘I think
I'm gonna kick some butt and make a name for myself
down here.'"

“The trouble with the police calls as an issue is

that sheriffs' offices nowadays are well staffed with

Learning Objectives
serve as memory flags.

A

and exhibits.

Learning objectives serve as a road map as stu-
dents start their journey into the chapter. Read
first, these objectives subconsciously encourage

students to seek relevant material, definitions,




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 pic-

tures, diagrams, and graphs to clarify and reinforce what the text relates.

Integrated research process exhibits reveal a rich R A e P P
and complex process in an understandable way. Ciariying e Research Guestion

Discover the Management Dilemma

Every textbook has exhibits. We use these tables and line e 1

Define the Research Question(s) § chapters
drawings to bring key concepts to life and make complex ‘ ity - 1’
concepts more understandable. T

Within our array of exhibits is a very special series of
31 fully integrated research process exhibits. Each exhibit

Chapters 5-15

Research Design
Strategy

in this series shares symbols, shapes, and colors with others

{type, purpose, time frame, scope, environment)

Sampling
Design

Data Collection
Design

in the series.

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

Chapter 16

Data Collection & Preparation

Legend Chapters 17-20

Research
D peing
Data

Subsequent exhibits (like this one for survey design) Anass

interpretation

Chapter 21

~<—Stage 69 < Stage 5> «Stage 4 —»

show more detail in a part of this process. B oo

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

Y

Exhibit 14-4 Flowchart for Instrument Design: Phase 2

exhibit from the ethics chapter). ¢

Exhibit 5-1 Ethical Issues and the Research Process

Administrative
Questions

<—— = Sponsor nondisclosure |, (" Pretest individual
Questions

« Spansor's right to quality

research
« Sponsor's right of purpose
nondisclosure

s right to absence
of sponsor deception

Research Design

Strategy * Participant deception

« Sponsor’s right to quality
research

(type, purpose, time frame, scope, environment)

Sampling
Design

Data Collection
Design

« Participant’s right of informed
consent

« Participant’s right to privacy
(refusal)

g You’ll find more than 300 exhibits within

« Researcher's right to absence
of sponsor coercion

« Sponsors fight o quity this text to aid student understanding.

research

« Participant’s right to privacy
* Participant deception
+ Sponsor's right to sponsor

nondisclosure
L+ Researcher's right to safety

Legend
Research [+ Sponsor's right to findings
planning nondisclosure
« Participant’s right to
Data confidentiality
gathering « Sponsor's right to quality
researcn
Analysis, * Researcher’s right to absence

interpretation

of sponsor coercion




Some topics deserve more attention—
with their own chapter!

Ethical issues get the attention
they deserve.

Y

! Ethical issues abound in business research
ethicalissues .
i but may go unnoticed by students who
need a framework to discuss and understand these issues.
We devote a chapter to building that framework. Then in
subsequent chapters we highlight when an ethical issue

might be present with a special icon.

Help in moving from
management dilemma to
research design.

Y

€ Gin the new e-frontier, one set of protagonists—
merchants—would like to be cowboys, free to
roam the range, and continue to share, rent or sell
information “they've collected about citizens
without any fences or conditions.? 9

-learningobjectives

After reading this chapter, you should understand . . .

What issues are covered In research ethics,

This is where talented people can steer research in the
wrong direction. We devote a chapter to this difficult
phase of research planning. And we introduce the stu-
dent to a methodology for making the right decisions
more often.

The

learningobjectives

After reading this chapter, you should understand . . .

>chapter 7

& {Distinct or extinct. You either stand out or
you are road kill on the information highway.? 9

Qualitative research
steps out from the
background.

Researchers increasingly admit that

Y

quantitative research can’t reveal all they
need to know to make smart business
decisions. In a special chapter, we capture

the best of the current qualitative methods and
reveal where and how they are used. Your
students should know the qualitative methods

beyond the perennial favorite—the focus

group.

learningobjectives
After reading this chapter, you should understand . . .
How qualitative methods differ from quantitative methods.
The controversy Suouncing Qualtative research

The types of decisions that use qualitative methods.

The variety qualitative research methods.

>chapter 8

& EMost of what influences what we say and do
occurs below the level of awareness. That's why
we need new techniques: to get at hidden
knowledge-—to get at what people don't know
they know.? 9 i
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It you were Kraft and discovered that, while sales of siced
cheese were increasing, your brand's sales were decreasing, you
might turn to advertising to reverse the slide. But just what would
you say—and how? Faced with this situation, Kraft sent ethnog-

raphers from Strategic Frameworking to talk with moms aged

eir kitchens. Focus

25-64 who were fixing sandwiche:
groups then reinforced that moms feel good about giving their
kids cheese because of its nutritional value, Focus groups also
revealed that even though their kids preferred Kraft slices, a price
s to purchase a competitive
ey by Market Facts revealed
moms would buy the pricier Kraft slices due to extra calcium
Next came TV commercial tests for two spots featuring the
“good-taste-plus-the-calcium-they-need" message. A spot fea

difference could persuade m

brand. A subsequent pi

turing a straightforward message didn't score as high as one

>snapshot

featuring kids scarfing down gooey griled cheese sandwiches,
but the male voice-delivered “2-out-of-5-kids-don't-get-enough-
calcium” message generated guilt, not positive purchase inten
tions. A revised commercial featured the cheese-scarfing kids
while the Dairy Fairy (an animated cow) delivered the calcium
message. Subsequently, Milward Brown Group discovered
through copy-testing research that the dual message had finally
gotten through. The TV commercial aired, deiivering an 11.8 per-
cent increase in sales and a 14.5 percent increase in base vol-
ume. Sixty-five percent of the growth in sales was attributed to
the campaign.

www.kraft.com; www.strategicframeworking.com;

www. Com; Www. om;

www.jwt.com

Students learn by and
deserve the best examples.

Snapshots are
research examples
from the researcher’s
perspective.

> We describe types of
samples, sample
frames, and the
determination of sample
size in Chapter 15 and
its appendix.

problem from a multimethod, multistudy strategy, the advantages of several competing de-
signs should be considered before settling on a final one.

Jason's preference for MindWriter is to collect as much information as possible from an
exploration of company records, company managers of various departments, and multiple
phone surveys. Financial constraints, however, might force the substitution of a less ex-
pensive methodology: a self-administered study in the form of a postcard sent to each
CompleteCare program user with his or her returned laptop, followed by phone contact

with nonresponders.

)es)

Another step in planning the design is to identify the target population and select the sam-
ple if a census is not desired. The researcher must determine who and how many people to
interview, what and how many events to observe, or what and how many records to inspect
A sample is a part of the target population, carefully selected to represent that population.
When researchers undertake sampling studies, they are interested in estimating one or more
population values and/or testing one or more statistical hypotheses.

If a study’s objective is to examine the attitudes of U.S. automobile assemblers about
quality improvement, the population may be defined as the entire adult population of auto
assemblers employed by the auto industry in the United States. Definition of the terms
adult and assembler and the relevant job descriptions included under “assembly” and “auto
industry™ may further limit the population under study. The investigator may also want to
restrict the research to readily identifiable companies in the market, vehicle types, or as-
sembly processes.

The sampling process must then give every person within the target population a known
nonzero chance of selection if probability sampling is used. If there is no feasible alter-
native, a nonprobability approach may be used. Jason knows that his target population
comprises MindWriter customers who have firsthand experience with the CompleteCare
program. Given that a list of CompleteCare program users (a sample frame) is readily
available each month, a probability sample is feasible

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 part of the
research process as it applies to a particular
firm and project. You’ll find more than 60
of these timely research examples through-
out the text, several in each chapter, some
from well-known companies but many from
research firms that until now you’ve had no
reason to get to know.

Web addresses speed secondary data
searches for additional information on an
example.

Margin notes reinforce and link the text

discussion to prior or subsequent material.

Icons 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

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

top 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.

Two award-winning research programs appear in several chapters, on the student CD, and on video.

Covering Kids Research Program

Other award-winning examples appear throughout the text.

Watch for this icon to recognize these examples.

Lexus SC 430 Research Program M



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 21 reveals two pages from a complete annotated client research report.

628 part IV Analysis and Presentation of Data

chapter 21 Presenting Insights and finings: Written and Oral Reports

>cont’d

e an deal dependent
variabe for 8 regression
Study in which questions 1
through § were the
Indlependient variabies
fsee Chaptars 19 and 20) W ————————

90 s

Metfew Metsome Metmost Met Exceeded
Expectations

Mean score: 4.14  Standard deviation: 0.98  Valid cases: 169

Question 8a s another

Likelihood of Repurchasing MindWriter
Based on Service/Repair Experience

Question 8 ot shown)
s simiar, asking about
the relation of product
pertormance 1o
repurchase intention,

Unlikely ~ Neither likely ~Likely
nor unlikely

Very Very likely
uniikely

Mean score: 4.02  Standard deviation: 1.10  Valid cases: 165

The questionnains has one
open-ended question that

question for more detalied
resaarch. it alows the Question 8a. Likelihood of Repurchasing MindWriter Based on ‘encaurages respondents
ressarcher to connect the * X to make comments or
variabies that descrbe the suggesions
service/repair expenence
with repurchasa pror Content anaysis fs used
intentions. to distl the rasponses
(see Chapter 16).
|
L
chapter 11 Experiments and Test Market: 285
ion efforts that might be made about the

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 under-
stand the foundation research principle. That’s

the case with the research for FloorGraphics.

You need to see the ad to understand how the
research guided its development. These visuals
are offered as memory teasers, to help students
remember the research example.

Y

mpany. This before-

an be particularly significant in experiments

agree to participate (self-selection). can the results be

The experimental settings themselves may have
X. An antificial setting can obyiously produce results not repres larger
populations. Suppose the workers who are given the incentive pay are moved to a differcnt

>picprofile

Researchers know that as many as 60 percent of purchase decisions are made in the store. Thus marketers aggressively seek
in-store space to place temporary displays, shelf-talkers, and instant coupons, as well as ceiling signs and banners. Even the
floor is contested real estate. So the ability to the of materials Is critical.
FLOORgraphics, Inc., uses a fongitudinal design, tracking sales of products in matched groups of stores (test and control
Qroups). After test stores recelve the FLOORad, relative sales in both groups are again compared 1o pre-ad performance and
1o each other. R h shows the FLOORad effect sales increase directly due to the FLOORad) can lift sales
20110 40 percent depending on the product category.




Learning aids cement the concepts.

Discussion questions and Web
exercises that go one step further.

192 part i The Design of Business Research

handbook 168 search query (search statement) 1

index 1¢ secondary sources 1
literature search 165 source evaluation 169
portal 178 audience

primary sources 16 authority

>discussionquestions

Terms in Review
1E w each

Four types of discussion questions reveal differing levels of under-

standing—from knowing a definition to applying a concept.

The Web exercise asks students to search on the Web for something

that they might need to do if they were acting the role of researcher.

>keyterms

area sampling 419
census 4

cluster sampling 418
convenience sample 423
disproportionate stratified
sampling 418

double sampling 421
judgment sampling 424

multiphase sampling 421

nonprobability sampling

population 4
population element 40
population parameters 409

population proportion of
incidence 41

probability sampling 2

proportionate stratified sampling 4

quota sampling 424
sample frame 4

sample statistics 409

Glossary

sampling
sampling eror

sequential sampling 421
simple random sample 414
skip interval 414

snowball sampling &
stratified random sampling 4

systematic sampling 414

systematic variance 4

A

source evaluation—Cont.
format
purpose 169
scope 160

tertiary sources 16

Key terms indexed

at the end of

the chapter and defined in the

Fesearch question(

Glossary reinforce

the impor-

tance of learning the language of

research.

Supplements offer the tools students and
faculty ask for . . . and more.

Student CD-ROM

Business Research Methods

|5 McGraw-Hill
Eﬂ Irwin

e MG il s -

project, and supplemental material for many chapters.

On the CD, students will find everything from cases and data sets to a directory of

business information sources (with Web links), a research proposal, a sample student

Forty-eight cases are on the CD, from one-page focused cases to full-coverage,
comprehensive cases. Four new video cases, filmed especially for this text, feature

award-winning research programs and award-winning products and companies. You’ll

find 15 full-size written cases providing an intensive look at some noteworthy research

written especially to reveal the concepts in this text—12 of these are so new they

reflect ongoing research programs or those conducted within the year before

publication.




Business Research Methods 1s 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

Xii

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



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 to 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—mnot 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
Award winners on children’s health care initiatives, and
you’ll 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, in the process, conducting the largest research
project ever related to sport. You’ll see how Campbell-

>preface Xiii

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 1In 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 It’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.

Who Collaborated?

To birth a revision, you have to have help from many peo-
ple. So we extend our sincere appreciation:

¢ To Judith Violette, Director, Helmke Library at
Indiana University—Purdue University at Fort Wayne
(Indiana), who worked to develop the comprehen-
sive information sources files on the text CD and
whose knowledge of information search is the foun-
dation for the advanced searching Closeup in
Chapter 7. She never fails to find more efficient and
effective ways to help us search.

* To Kathy Hayward, Pivotal Force, who so skillfully
collaborated on the Instructor’s Resource Guide.
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« To Jeff Stevens, in Florida Atlantic University’s pub- ate a better product; and to Brent Gordon, our
lic administration doctoral program, for contribu- Editorial Director, who felt strongly enough about us
tions on missing data, portions of the multivariate as successful authors to support this revision.
statistics chapter, and the Simalto+Plus learning - To the remainder of our very special McGraw-Hill
esotrce. team, for making the book a priority:

« To Nicole Samuels, in Florida Atlantic University’s * Project Manager: Laura Griffin
MPA program, whose perspective and creative ideas « Marketing Manager: Douglas Reiner
helped to improve the effectiveness of our « Media Producer: Greg Bates
discussion guides. » Manager, New book production: Heather

« To several special Wittenberg University students: Burbridge

* Designer: Mary Kazak
* Photo Researcher: Keri Johnson
* Photo Coordinator: Jeremy Cheshareck
* Supplement Producer: Matthew Perry
* To our faculty reviewers for their insights, sugges-
tions, disagreements, and challenges that encouraged

* Rebecca Torsell ('04), a wonderful faculty aide
who developed comparative spreadsheets
galore, tracked down research company ads,
and researched companies and examples of re-
search in action but, mostly, who freed us to write
uninterrupted.

« Erin Mowrey ('04) and Jim Kuklewski ('05), stu- us to look at our content in different ways: John
dent directors in Wittenberg’s Center for Applied Ballard, College of Mount St. Joseph; Kathy Dye,
Management, who tackled the portfolio research Thomas More College; Antonnia Espiritu, Hawaii
and dealt with the day-to-day minutiae so that we Pacific University; Hamid Falatoon, University of
didn’t have to. Redlands:; Gary Grudintski, San Diego State

« Monica McDonald (*05), who worked diligently University: Jane Legacy, Southern New Hampshire
to make sure that the sources on the CD and com- University; Andrew Luna, State University of West
pany URLs were as current as possible when we Georgia; Charles Warren, Salem State College: Bill
went to press. Wresch, University of Wisconsin—Oshkosh; Robert

« To all those researchers, advertisers, product man- Balik, Western Michigan University—Kalamazoo;
agers, and organization leaders who have shared Marcia Carter. U}niversity of Soythern New i
their projects, ideas, perspectives, and the love of Hampshire; David Dorsett, Florida Institute of

what they do during hours and hours of interviews. Technology: Robert Wright, University of Illinois at
Springfield; Judith McKnew, Clemson University;

Cecelia Tempomi, Southwest Texas State University;
Don English, Texas A&M University—Commerce;
Raul Chavez, Eastern Mennonite University; Larry
Banks, University of Phoenix; Caroll M. Belew,
New Mexico Highlands University; Michael P.
Dumler, Illinois State University; Jusdson Faurer,
Metropolitan State College of Denver; John Hanke,
Eastern Washington University; Alan G. Heffner,
Silver Lake College; Burt Kaliski, New Hampshire
College; Iraj Mahdvi, National University, and
Randi L. Sims, Nova Southeastern University.

« To those management and research professionals
who helped us develop written and video cases: Julie
Grabarkewitz and Paul Herrera, American Heart
Association; Holly Ripans, American 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 Connections; Tom Krouse,
Donatos Pizza; Annie Burns and Aimee Seagal,
GMMB; Laura Light and Steve Struhl, Harris
Interactive; Emil Vicale, Herobuilders.com; Adrian
Chiu, NetConversions; Eric Lipp, Open Doors

Organization; Stuart Schear, Robert Wood Johnson We are also indebted to dozens of students who read
Foundation; Elaine Arkin, consultant to RWJF; parts of the manuscript and pointed out areas of confusion
Colette Courtion, Starbucks; Mark Miller, Team One so that we could make concepts more understandable and
Advertising; Rebecca Conway, The Taylor Research who revealed that much of research either is misunder-
Group; Scott Staniar, United States Tennis stood or operates below their radar.

Association; Danny Robinson, Vigilante; Maury We also hope you and your students discover, or redis-
Giles, Wirthlin Worldwide; and Ken Mallon, Yahoo!. cover, how interesting research can be.

* To Cynthia Douglas, our Developmental Editor, who
facilitated the complex process; and to our Executive
Editor, Scott Isenberg, who consistently helps us cre-

Pamela Schindler
Donald Cooper
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