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Preface

Business research in the new millennium presents many challenges for managers.
Businesses are challenged to be more decisive and offer higher quality products and serv-
ices, and they must do so with fewer people at lower costs. This means modern business
managers must make more decisions in a shorter period of time, and those decisions must
be better. Fortunately, the tools and technologies available to business professionals have
expanded dramatically. Computing power, accessibility, and expertise no longer represent
significant barriers to processing information. The speed and memory of PC’s has been
doubling every eighteen months while prices drop. Windows-based and other user-friendly
interfaces have brought sophisticated statistical software packages into the “click-and-
point” era, greatly reducing the need for specialized computer skills to access electronic
data processing capability. Now, even “unsophisticated” users can analyze large quantities
of complex data with relative ease. The intelligence that emerges from application of these
new tools and technologies contributes to better decision making.

Better business intelligence is essential to better decision making. This book is about
making better decisions by using a type of intelligence that only research can create. Research
turns mere information into intelligence. This book places minimal emphasis on statistical
theory and maximum effort in providing basic skills that cover a wide range of potential busi-
ness research applications. By doing so, we believe the reader will be better able to cope with
the fast-paced decision-making environment that is business today and tomorrow.

MANAGERS NEED BUSINESS RESEARCH SKILLS

Fortunately, the amount of information available to the decision makers has exploded in
recent years, and will continue to do so in the future. Until recently, much information just
disappeared. It either was not collected or was discarded, often because there was no cost-
effective way of keeping it. Today this detailed information is collected and stored in data
warehouses, and it is available to be “mined” for improved decision-making. Sometimes
the information can be analyzed and understood with simple statistics. Other times turn-
ing it into business intelligence requires more complex tools. In this book, we cover both
the simple and the more complex tools in an easy to understand manner. Managers and
entrepreneurs who lack business research knowledge and resources simply cannot benefit
from the intelligence emerging from this expanded database of information.

Most business research texts are quite long and take an encyclopedic approach. This
book covers all important topics in a concise manner and focuses on the essentials of
business research for managers. It includes coverage of the increasing role of knowledge
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management, as well as how to conduct information-gathering activities more effectively
in a rapidly changing business environment. The fundamentals of business research,
such as research design, sampling, and measurement and scaling, are presented in a
highly readable format. Illustrations are used in conjunction with many practical exam-
ples to highlight significant points.

A “Research in Action” feature provides applied examples of real research problems
and current issues throughout all chapters. Some Research in Action examples summarize
actual research studies, such as focus group results for Chrysler’s PT Cruiser and the Gallup
Organization’s survey covering the twelve dimensions of a great workplace. Others describe
Web sites that help you to design better survey questionnaires or provide an overview of
secondary data sources. Case studies involving applications of research approaches also are
included, as well as instructions on how to use statistical software to analyze data. With
more than seventy “Research in Action” boxes, the text material is truly brought to life!

The book is entirely based on the need for managers to make better decisions. Thus,
research is couched within the greater decision-making context. Because managers increas-
ingly must make decisions based on almost unlimited information in data warehouses, we
provide more coverage of data analysis techniques in this book than do other texts. We rec-
ognize that most business students will not be data analysts. But an understanding of data
analysis techniques will help them to better utilize the increasing amounts of information
they will be expected to apply in decision-making. Our straightforward, hands-on
approach will make the book particularly successful with advanced undergraduates in all
business disciplines and graduate business students, both in traditional and executive pro-
grams. The book also will serve as an effective reference guide for advanced users, includ-
ing basic researchers and beginning doctoral students.

Changes in the business environment have created opportunities as well as uncer-
tainty, and they make the role of business research even more important in improving deci-
sion-making. For example, information technology has made more accurate financial
forecasting possible, has improved employee productivity, and enables more information
to be collected and stored at a reasonable price. Knowledge is power, but managers must
convert the increasing amount of information into knowledge before they can use this
power. Businesses that are best able to harness this power will be the ones who are success-
ful in the long run. Hence, a main focus of the text is the collection, evaluation, under-
standing, and use of information from the manager’s perspective.

EXCeELLENT PEDAGOGY

Our pedagogy has been developed from many years of conducting and teaching business
research. To bring the concepts to life and make the text more interesting, we focus on a
single case throughout the book. Phil Samouel is a restaurant entrepreneur in New York.
His Greek restaurant competes with Gino’s Italian Ristorante. Phil hires a business research
consultant to help him and the case study is used to illustrate the principles of business
research throughout the text. The consultant has recommended two surveys—one of cus-
tomers and the other of Phil’s employees. Both questionnaires are included in the text and
two databases from the results of the surveys are used to demonstrate the data analysis
techniques. A sample report of the surveys’ initial findings is included as an appendix to the
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reporting chapter. Exercises at the end of the chapters provide an opportunity for students
to further examine the findings of the two surveys and to use them in preparing a more
comprehensive report on the restaurant case study. Electronic copies of the questionnaires
and databases are available on our Web site.

The Samouel’s restaurant case provides a running example, which saves the reader
time in gaining familiarity with different cases from chapter to chapter. We refer to the case
when we discuss research design alternatives, as well as when we evaluate different sam-
pling approaches. The thinking behind the employee questionnaire is provided in the
measurement and scaling chapter and the rationale for the customer survey questionnaire
is reviewed in the questionnaire design chapter. In all of the data analysis chapters we use
the case study data to illustrate SPSS and the various statistical techniques. A copy of the
research proposal given to Phil Samouel is provided in Appendix 1-A, and a summary of
the research report is included in the appendix to Chapter 12. The focus on a single case
study throughout the text enables the reader to more easily understand the benefits and
pitfalls of using research to improve business decision making.

ORGANIZATION OF THE Book

The text and all major supplements are organized around the learning objectives shown at
the beginning of the chapters. Instead of a single summary of the chapter, there are sum-
maries by each learning objective. This organizational approach makes the book very read-
able for students and easy to teach for instructors. In short, it delivers value for both
students and teachers.

The organization of the book follows the logic of the business research process. It
is organized into five parts. Part 1, the introduction, provides an overview of the scope
of business research and the research process. It also includes an appendix on preparing
research proposals, as well as others on the Samouel’s and Gino’s case study, how to use
SPSS, and how to use Excel. Part 2 provides an overview of research design, creative
decision-making, and ethics. Part 3 covers data collection, measurement and scaling,
questionnaire design, and sampling. In Part 4 we examine data analysis and presenta-
tion, including correlation and regression and writing and presenting research reports.
In Part 5 we discuss advanced topics in business research, such as multivariate data
analysis and perceptual mapping that are increasingly being used for data mining tasks.

COMPREHENSIVE INSTRUCTOR AND STUDENT RESOURCES

The text has an extensive set of resources for instructors and students. For instructors, there
is a test bank providing a wide variety of questions on all the major concepts in the book.
The instructor’s manual includes lecture outlines, answers to end-of-chapter questions,
and teaching notes for the Internet exercises. Each chapter has thirty to forty PowerPoint
slides to summarize and illustrate the key concepts. Two datasets for the restaurant case in
both SPSS and Excel format are provided for instructors to use in teaching, and students to
use in learning. Additional end-of-chapter assignments give the user an opportunity to
experience a wide range of analytical applications using the datasets. This eliminates the
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need for instructors and/or students to hunt for data demonstrating business research con-
cepts and techniques. We make it available to the user.

The text’s Web site (www.wiley.com/college/hair) includes a wide array of supplemen-
tary materials for instructors to use to facilitate their teaching. In addition to electronic
copies of all instructors’ teaching support materials, the book has copies of sample ques-
tionnaires used in research projects, answers to frequently asked questions on business
research provided by the text’s authors, and copies of the datasets. In short, we believe it is
one of the most comprehensive Web sites of any business research text.
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