For undergraduate students just learning about research
methods or graduate students advancing their research
knowledge, each new edition of Business Research Meth-
ods promises—and has continually delivered—not only a
teachable textbook but a valued reference for the future.
As a mark of its worldwide acceptance as an industry
standard, Business Research Methods is available in nine
international editions and four languages.

When you are creating a 12th edition, you don’t want to
tinker too much with what has made instructors adopt your
textbook for their students or what has prompted research-
ers to use it as a valuable shelf reference. But to ignore
change in the research environment would be negligent.

Leading

We used the 2012 GreenBook Research Industry Trends
(GRIT) Report as a starting point for creating the 12th edi-
tion. This large study of research suppliers and research
clients gave us clear direction on emerging techniques and
how the research field was changing. We focused our ef-
forts on obtaining examples of these changes and they are
included in content throughout the book and in Snapshots
and PicProfiles—both contentwise and visually.

Responsive . . . to Students
and Faculty

Snapshots, PicProfiles, and CloseUps are the way we re-
veal what is timely and current in research. We wait until
such issues are more mainstream before giving the topic
a permanent place within the text. In fact, of the 82 Snap-
shots and PicProfiles featured, 35 are completely new and
one-half of the CloseUps had major updates. Of these new
examples, you will find topics dealing with biometrics,
eye tracking via the Web, mobile surveys, online com-
munities, listening tours, location-based tracking, talent
analytics, incentivizing participants, data visualization,
mixed mode surveys, mixed access recruiting, charting, as
well as Internet research, cloud computing, using Excel
in data analysis and presentation, Smartphone research,
dirty data, gut hunches, wildcat surveys, and more. And
you’ll discover research stories that relate to such organi-
zations or brands as Mercedes-Benz, TNS-Infratest, NTT
Communications, Next Generation Market Research, In-
teractive Advertising Bureau, Groupon, TrustE, Decipher,
Living Social, Troy-Bilt, among numerous others.

There are currently about 200 images and text art sup-
porting our learning objectives; you will discover that
over one-quarter are new to this edition. We’ve updated
our “From the Headlines” discussion questions, covering
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product introductions, employee issues, legal proceed-
ings, advertising campaigns, and many more topics and
added more research examples to the Instructor’s Manual,
for use in class discussions or testing.

Our book is designed for a one-semester course although
under no circumstance is it imagined that the entire book
be covered. In an effort to make the book more user
friendly yet give faculty members tremendous flexibility in
choosing materials for the theme they set for their course,
we have created an Online Learning Center for the text.
Analogous to cloud computing, we stored regularly used
data on McGraw-Hill’s servers that can be easily accessed
through the Internet. Central to that design, we moved ma-
terial from chapter appendices to the Online Learning Cen-
ter thereby reducing the physical size of the book that our
own students often carry with them. Among those items
available at the Online Learning Center are How the In-
dustry Works, Bibliographic Database Searches, Advanced
Bibliographic Searches, Complex Experimental Designs,
Test Markets, and Pretesting Options and Discoveries.
Since many research methods courses for undergraduates
don’t use multivariate statistics, we’ve moved our chap-
ter “Multivariate Analysis: An Overview” to the Online
Learning Center for the benefit of graduate students. You’ll
also find written and video cases, questionnaires, data sets,
a sample student project, and digital support materials re-
lated to some of our Snapshots and CloseUps in the Online
Learning Center.

We continue to use chapter and end-of-text appendices
for information that, given the differing skills and knowl-
edge of their students, instructors may want to emphasize.
We retained end-of-chapter appendices related to Craft-
ing Effective Measurement Questions and Determining
Sample Size, as well as end-of book appendices related
to a sample proposal, a focus group guide, non-parametric
statistics, and statistical tables.

Fine-Tuned

Process Series of Exhibits The core pedagogy of
Business Research Methods is based on an understanding
that student learners are of three types: visual, auditory,
and kinesthetic. These exhibits offer a detailed, graphical
map of the research process or a more detailed breakout
of each subprocess, perfect for hands-on projects. Each
of these exhibits is linked to others in the series with a
consistent use of shape and color. You’ll find 32 of these
exhibits throughout the text. Changes in process exhibits,
other exhibits, and embedded tables resulted in twenty-
three major modifications using new information, data, or
graphs throughout the text.



Online Learning Center There is a wealth of informa-
tion, samples, templates, and more in this Web depository.

Written Cases. Cases offer an opportunity to tell re-
search stories in more depth and detail. You’ll find a
new case, Marcus Thomas LLC Tests Hypothesis for
Troy-Bilt Creative Development, complete with its
online questionnaire, at the Online Learning Center.
You'’ll also find cases about hospital services, lotter-
ies, data mining, fundraising, new promotions, and
website design, among other topics, featuring orga-
nizations like Akron Children’s Hospital, Kelly Blue
Book, Starbucks, Yahoo!, the American Red Cross,
and more.

Video Cases. We are pleased to continue to make
available a first in video supplements, several short
segments drawn from a two-hour metaphor elicitation
technique (MET) interview. These segments should
be invaluable in teaching students to conduct almost
any type of individual depth interview and to explain
the concept of researcher—participant rapport. Four of
our video cases were written and produced especially
to match the research process model in this text and
feature noted companies: Lexus, Starbucks, Wirthlin
Worldwide (now Harris Interactive), Robert Wood
Johnson Foundation, GMMB, Visa, Bank One, Team
One Advertising, U.S. Tennis Association, Vigilante
New York, and the Taylor Group.

Web Exercises. It is appropriate to do Web searches
as part of a research methods course, so each chapter
offers one or more exercises to stimulate your

students to hone their searching skills. Due to the
ever-changing nature of Web URLSs, however, we offer
these exercises in the Instructor’s Manual.

Articles, Samples, and Templates. Students often
need to see how professionals do things to really
understand, so you’ll find a sample EyeTrackShop
report, a Nielsen report of using U.S. Census data, an
Excel template for generating sample data displays,
and more.

Sample Student Project. Visualization of the fin-
ished deliverable is crucial to creating a strong re-
search report.

Collaborative

When revising an edition, many individuals and compa-
nies contribute. Here are some who deserve special recog-
nition and our gratitude.

* To all those researchers and consultancy profes-
sionals who shared their projects, images, ideas,
perspectives, and the love of what they do through
e-mails and interviews and who helped us develop
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cases, Snapshots, PicProfiles, exhibits, or CloseUps,
or provided new visuals, we extend our heartfelt ap-
preciation: Edwige Winans, Marcus Thomas, LLC;
Jennifer Hirt-Marchand, Marcus Thomas, LLC;
Kristin Luck, Decipher; Tom H. C. Anderson, An-
derson Analytics; Leonard F. Murphy, GreenBook;
Rachel Sockut, Innerscope; Erica Cenci, Brady PR
for OpinionLab; Olescia Hanson, The Container
Store; Cynthia Clark, 1tol Magazine; Rachel Soc-
kut, Innerscope; Betty Adamou, Research Through
Gaming Ltd.; Debra Semans, Polaris Marketing
Research; Keith Chrzan, Maritz Research, Inc.;
Michael Kemery, Maritz Research, Inc.; Christian
Bauer, Daimler AG; Kai Blask, TNS Infratest;
Melinda Gardner, Novation; Pete Cape, SSI; Keith
Phillips, SSI; Sean Case, Research for Good; Nels
Wroe; SHL; Ephraim (Jeff ) Bander, EyeTrack-
Shop; Ron Sellers, Grey Matter Research & Con-
sulting; Guadalupe Pagalday, Qualvu.com; Sandra
Klaunzler, TNS Infratest; Betty Adamou, Research
Through Gaming Ltd; Steve August, Revelation;
Kathy Miller, GMI (Global Market Insite, Inc.);
Takayuki NOZOE, NTT Communications Cor-
poration; Janeen Hazel, Luth Research; Christine
Stricker, RealtyTrac; Stephanie Blakely, The Pros-
per Foundation; Jennifer Frighetto, Nielsen; Andy
Pitched, Research Triangle Institute (RTI Interna-
tional); Jeffrey C. Adler, Centric DC Marketing Re-
search; Josh Mendelssohn, Chadwick Martin Bailey,
Inc.; Ruth Stan at, SIS International Research; Sha-
ron Starr, IPC, Inc.; Lance Jones, Keynote Systems;
Keith Crosley, Proofpoint; Christopher Schultheiss,
SuperLetter.com; Hy Mariampolski, QualiData
Research Inc; Julie Grabarkewitz and Paul Herrera,
American Heart Association; Holly Ripans, Ameri-
can 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 Con-
nections; Tom Krouse, Donatos Pizza; Annie Burns
and Aimee Seagal, GMMB; Laura Light and Steve
Struhl, Harris Interactive; Emil Vicale, Herobuild-
ers.com; Adrian Chiu, NetConversions; Eric Lipp,
Open Doors Organization; Stuart Schear, Robert
Wood Johnson Foundation; Elaine Arkin, consultant
to RWIF; Colette Courtion, Starbucks; Mark Miller,
Team One Advertising; Rebecca Conway, The Tay-
lor Research Group; Scott Staniar, United States
Tennis Association; Danny Robinson, Vigilante;
Maury Giles, Wirthlin Worldwide; and Ken Mallon,
Yahoo!; and colleagues at IBM and Lenovo.

To Jane Ducham, our Developmental Editor and
Christina Kouvelis, Managing Developmental

Editor, who facilitated the complex process and
to our Senior Brand Manager Thomas Hayward,
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who felt strongly enough about us as successful

authors to support this revision.

¢ To the remainder of our McGraw-Hill team, for
making the book a priority:

* Content Project Manager: Mary Jane Lampe

* Marketing Manager: Heather Kazakoff

* Media Project Manager: Prashanthi Nadipalli

* Buyer: Nichole Birkenholz

* Designer: Studio Montage

* Photo Researcher: Danny Meldung

 To our faculty reviewers for their insights, sugges-
tions, disagreements, and challenges that encour-
aged us to look at our content in different ways:
Robert Wheatley, Troy University; Gary Tucker
Northwestern, Oklahoma State University; War-
ren Matthews, LeTourmeau University; Marjolijn
Vandervelde, Davemport University; Ron E. Holm;
Cardinal Stritch University (Director of Distance
Learning); Erika Matulich, University of Tampa;
Cheryl O’Meara Brown, University of West Geor-
gia; Kay Braguglia, Hampton University; Ken
Zula, Keystone College; Bob Folden, Texas A&M
University; Scott Baker, Champlain College; Scott
Bailey, Troy University; Robert Balik, Western
Michigan University—Kalamazoo; John A. Ballard,
College of Mount St. Joseph; Jayanta Bandyopad-
hyay, Central Michigan University; Larry Banks,
University of Phoenix; Caroll M. Belew, New Mex-
ico Highlands University; Jim Brodzinski, College
of Mount St. Joseph; Taggert Brooks, University of
Wisconsin—La Crosse; L. Jay Burks, Lincoln Uni-
versity; Marcia Carter, University of Southern New
Hampshire; Raul Chavez, Eastern Mennonite Uni-
versity; Darrell Cousert, University of Indianapolis;
David Dorsett, Florida Institute of Technology;
Michael P. Dumler, Illinois State University; Kathy
Dye, Thomas More College; Don English, Texas
A&M University—Commerce; Antonnia Espiritu,

Hawaii Pacific University; Hamid Falatoon, Univer-
sity of Redlands; Judson Faurer, Metropolitan State
College of Denver; Eve Fogarty, New Hampshire
College; Bob Folden, Texas A&M University—Com-
merce; Gary Grudintski, San Diego State Univer-
sity; John Hanke, Eastern Washington University;
Alan G. Heffner, Silver Lake College; Lee H. Igel,
New York University; Burt Kaliski, New Hampshire
College; Jane Legacy, Southern New Hampshire
University; Andrew Luna, State University of West
Georgia; Andrew Lynch, Southern New Hamp-
shire University; Iraj Mahdvi, National University;
Judith McKnew, Clemson University; Rosemarie
Reynolds, Embry Riddle Aero University—Daytona;
Randi L. Sims, Nova Southeastern University; Gary
Stark, Northern Michigan University; Bruce Strom,
University of Indianapolis; Cecelia Tempomi,
Southwest Texas State University; Charles War-
ren, Salem State College; Dennis G. Weis, Alliant
International University; Bill Wresch, University of
Wisconsin-Oshkosh; and Robert Wright, University
of Illinois at Springfield.

We are also indebted to dozens of students who identi-
fied areas of confusion so that we could make concepts
more understandable, who participated in search tests,
who worked on numerous research projects demonstrat-
ing where we needed to place more emphasis, and who
reminded us with their questions and actions that many
aspects of the research process operate below their learn-
ing radar.

Through this 12th edition, we hope you and your stu-
dents discover, or rediscover, how stimulating, challeng-
ing, fascinating, and sometimes frustrating this world of
research-supported decision making can be.

Pamela Schindler
Donald Cooper



