




page i 

>businessresearchmethods



page ii 

The McGraw Hill Series in Operations and Decision Sciences
SUPPLY CHAIN MANAGEMENT

Bowersox, Closs, Cooper, and Bowersox
Supply Chain Logistics Management
Fifth Edition

Johnson
Purchasing and Supply Management
Sixteenth Edition

Simchi-Levi, Kaminsky, and Simchi-Levi
Designing and Managing the Supply Chain: Concepts, Strategies, Case Studies
Fourth Edition

Stock and Manrodt
Fundamentals of Supply Chain Management

PROJECT MANAGEMENT

Larson and Gray
Project Management: The Managerial Process
Eighth Edition

SERVICE OPERATIONS MANAGEMENT

Bordoloi, Fitzsimmons and Fitzsimmons
Service Management: Operations, Strategy, Information Technology
Ninth Edition

MANAGEMENT SCIENCE

Hillier and Hillier
Introduction to Management Science: A Modeling and Case Studies Approach with Spreadsheets
Sixth Edition

BUSINESS RESEARCH METHODS

Schindler
Business Research Methods
Fourteenth Edition

BUSINESS FORECASTING

Keating and Wilson
Forecasting and Predictive Analytics
Seventh Edition

BUSINESS SYSTEMS DYNAMICS

Sterman
Business Dynamics: Systems Thinking and Modeling for a Complex World

OPERATIONS MANAGEMENT

Cachon and Terwiesch
Operations Management
Second Edition



Cachon and Terwiesch
Matching Supply with Demand: An Introduction to Operations Management
Fourth Edition

Jacobs and Chase
Operations and Supply Chain Management
Sixteenth Edition

Jacobs and Chase
Operations and Supply Chain Management: The Core
Fifth Edition

Schroeder and Goldstein
Operations Management in the Supply Chain: Decisions and Cases
Eighth Edition

Stevenson
Operations Management
Fourteenth Edition

Swink, Melnyk, Cooper, and Hartley
Managing Operations Across the Supply Chain
Fourth Edition

BUSINESS STATISTICS

Bowerman, Drougas, Duckworth, Froelich, Hummel, Moninger, and Schur
Business Statistics and Analytics in Practice
Ninth Edition

Doane and Seward
Applied Statistics in Business and Economics
Seventh Edition

Doane and Seward
Essential Statistics in Business and Economics
Third Edition

Lind, Marchal, and Wathen
Basic Statistics for Business and Economics
Tenth Edition

Lind, Marchal, and Wathen
Statistical Techniques in Business and Economics
Eighteenth Edition

Jaggia and Kelly
Business Statistics: Communicating with Numbers
Fourth Edition

Jaggia and Kelly
Essentials of Business Statistics: Communicating with Numbers
Second Edition

BUSINESS ANALYTICS

Jaggia, Kelly, Lertwachara, and Chen
Business Analytics: Communicating with Numbers

BUSINESS MATH

Slater and Wittry
Practical Business Math Procedures
Thirteenth Edition



Slater and Wittry
Math for Business and Finance: An Algebraic Approach
Second Edition



page iii 

>businessresearchmethods

Pamela S. Schindler
Wittenberg University

fourteenth edition



page iv 

BUSINESS RESEARCH METHODS

Published by McGraw Hill LLC, 1325 Avenue of the Americas, New York, NY 10121. Copyright © 2022 by McGraw Hill LLC.
All rights reserved. Printed in the United States of America. No part of this publication may be reproduced or distributed in any
form or by any means, or stored in a database or retrieval system, without the prior written consent of McGraw Hill LLC,
including, but not limited to, in any network or other electronic storage or transmission, or broadcast for distance learning.

Some ancillaries, including electronic and print components, may not be available to customers outside the United States.

This book is printed on acid-free paper.

1 2 3 4 5 6 7 8 9 LWI 24 23 22 21

ISBN 978-1-264-70465-1
MHID 1-264-70465-8

Cover Image: wavebreakmedia/Shutterstock

 

 

 

 

 

 

 

All credits appearing on page or at the end of the book are considered to be an extension of the copyright page.

The Internet addresses listed in the text were accurate at the time of publication. The inclusion of a website does not indicate an
endorsement by the authors or McGraw Hill LLC, and McGraw Hill LLC does not guarantee the accuracy of the information
presented at these sites.

mheducation.com/highered

http://mheducation.com/highered


page v 

To my husband Bill, for being such a great sounding board. And to my research
industry collaborators, for their ideas and examples.
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Walkthrough
In a world of disruption, students need a full research tool
box.
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Students are Learning
Differently.

Visual learners need pictures, diagrams, and graphs
to clarify and reinforce.
31 fully integrated research process exhibits link concepts within
stand-alone chapters.

Kinesthetic learners need active-learning
experiences: problem-solving, discussion, and
collaboration.
Each chapter’s Instructor’s Manual and PowerPoint are full of ideas and



aids for these new learners.
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Real Research is the Basis
for Lively Class
Discussions.

Snapshots are research examples from the researcher’s
perspective.
This edition is a collaboration with dozens of researchers.



PicProfiles use a visual to enhance the research
concept described.
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A Closeup offers a more in-depth example.



Images serve as visual cues that anchor concepts in
memory.
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Review Prepares.
Discussion Cements.

Review and Discussion Questions tie to learning
objectives and come in four types.

Key terms are a valuable refresher of concepts
covered in each chapter.



Glossary reinforces the language of research.

For each term, it summarizes information from all
chapters.
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Projects Provide the Proof.
How-to Exhibits and sample Appendices help
students DO research.
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>preface

So much is happening in business as we move into this third decade of the
millennium. I wanted to know how researchers were dealing with the
constancy of change. I heard two themes consistently: justification and speed.
With so much of a firm’s resources being committed to data-driven decision
making and data analytics, justifying the need for new data has become
difficult for some managers. Speed in research continues to be increasingly
important in the current business environment. Happily, quality is not being
sacrificed for quick information. Being confident in the results is still
critically important.

All sorts of terms are used to describe the unstable environment in which
most businesses are operating: chaos, upheaval, and disruption are some of
the most common terms that surfaced. Some firms are sacrificing research
and standing their ground or making bold moves without its guidance. Other
firms are finding alternative methodologies that can deliver insights more
quickly. Others are forming ecosystems and sharing their existing data with
this partnership of firms. Still others are conducting new research to make
bolder moves to cause disruptions in their own industries.

I’ve used various interim GreenBook Research Industry Trends (GRIT)
reports to guide the research for this revision. The latest GRIT Report is
based on the largest study of research suppliers and users ever conducted.
Automation and privacy are hot topics in GRIT, so I’ve added material on
both these topics in the 14th edition. GRIT is always a wealth of great
analysis and a stimulator of questions that has me seeking out collaborators
for their ideas and experiences.

In researching trends in business research, I discovered several
outstanding books published on research methodologies since the last edition,
so I’ve shared some highlights of those in some of the snapshots. Some of my



favorite research ideas come not from the world of business, which makes
their discovery all the more special. I hope you’ll be enticed to explore these
books, not just settle for the nuggets I’ve shared in Snapshots and Closeups.

As revealed in the Detailed Changes in this Edition, you’ll find many new
Snapshots, CloseUps, and PicProfiles that reveal how research is being
conducted in a variety of different industries. The topics covered by the
research stories and issues featured in this edition include extended reality in
research, e-cigarettes, automation, foresight in decision making, avoiding
problem participants, Nielsen’s recruiting process, humanizing participants,
interviewing strangers, sharpening observation by studying art, grocery
experiments with delivery, use of QR codes in research, phone survey
response rates, lifetime value as a metric, diversity and inclusiveness,
Generation Z, a new prediction metric influencing advertising, research on
top workplaces, relationship between smoking and vaping, relationship
between negative feedback and performance enhancement, radio spins and
artist success in country music, infographics as a reporting tool, word clouds
to report text data, video as a learning tool, a persona as a reporting device,
the power of a single number to accomplish action, cyber security, prediction
markets, sentiment analysis, why data analytics isn’t delivering results,
millennials and housing, the art of asking questions, learning to tell research
stories, automation in secondary data searches, agile research, mixed access
sample recruitment, digital transformation, eye tracking, experiments in
employee health, use of robots, experimental labs, gaming in research,
packaging redesign, question banks, survey engagement, coding word data,
data insights, finding best practices, presentation venues, and more.

I’ve let news headlines guide me as I looked for new discussion questions,
so you’ll find discussion questions, especially those labeled From the
Headlines, covering Sandra Bullock and Ellen DeGeneres’ lawsuit against
firms using their likenesses to sell fraudulent products, personal data and
privacy concerns, loyalty programs, Victoria’s Secret, robots replacing
workers, Boeing 737 MAX and safety, HR Trends Report: The DNA of
Human Capital, Brazil’s Natura Cosmeticos SA, GM’s Cadillac in China vs.
U.S., fast-fashion retailer Forever 21, media streaming and AMC theaters,
sensitive content and monetization on YouTube, Globalforce MoodTracker
employee engagement survey, sexual harassment of country music rising
stars, and Ipsos MORI study of Generation Z.

The various studies of Generation Z also influenced the revision of the
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peripherals, especially the Instructor’s Manual and PowerPoint. Gen Z
students have a different way of learning (see the Walkthrough) that helps
explain the frustrations of my teaching colleagues over the last few years—
and from this edition’s reviewers—about student lack of engagement.
Research methods is a subject where active learning is not only possible, but
highly desirable; such methods are directly synchronized with how Gen Z
likes to learn. I’ve added more suggestions for in-classroom engagement to
the Instructor’s Manual, to help instructors who are new to this type of
teaching. The PowerPoint slide decks have been reorganized to facilitate
active learning as well.

Keep the Features Adopters Love, but Add Value
In each new revision, I’m always sure to keep Business Research Methods
responsive to (1) industry practices and (2) shifts in teaching
pedagogy and environment, and (3) student learning approaches. In
an attempt to make the 14th edition more flexible to current instructional
methodologies or learning styles, I’ve stayed true to what made the book an
industry leader.

• Critical Core Content. My faculty reviewers this time around didn’t
pull their punches. It gave me a fresh perspective when looking at
material I’ve looked at for more than 30 years. I’ve listened to their
sometimes-contradictory remarks and tried to find common ground to
strengthen areas they thought needed a fresh angle or approach.
Materials adopters have loved for decades are still, though, the core of
this edition.

• Strong Summaries for Each Learning Objective. The summaries are
comprehensive, knowing sometimes these are the only material a
student has time to read before class. These are tightly tied to the
learning objectives and the key terms in the chapter.

• Multipurpose Discussion Questions. These can serve as review for
students, as testing exercises, or as options for lively class discussions as
many are pulled from the headlines reflecting real business situations.

• Appendices that Add Value. End-of-chapter and end-of-text
appendices offer information that, given the differing skills and
knowledge of their students, professors may choose to emphasize or



exclude. End-of-book appendices offer opportunities for active learning,
and testing, supplementing text material.

• End-of-Chapter Appendices in the 14th edition relate to
• Calculating sample size (Chapter 5).
• Sources for measurement questions (Chapter 11).
• Building better tables for examining data (Chapter 13).
• Describing data statistically (Chapter 13).
• Tips on improving reports (Chapter 16).
When an end-of-chapter appendix loses its usefulness, I drop the
appendix but incorporate some of its more valued content into a
relevant text chapter exhibit or content. I did this with two
appendices in the 14th edition.

• End-of-Book Appendices in the 14th edition
• Appendix A (Business Research Proposals and RFPs) is

organized with three active-learning exercises in mind: writing a
formal proposal, creating an RFP, and assessing a proposal
submitted in response to an RFP. Professors sometimes use
writing a proposal or an RFP as an end-of-term project or testing
exercise, and find the appendix and the sample within this
appendix valuable.

• Appendix B (Focus Group Discussion Guide) can be used as a
sample for developing a guide or for a discussion of issues and
problems related to conducting focus groups.

• Appendix C (Nonparametric Significance Tests) can be used to
supplement the chapter on hypothesis testing.

• Appendix D (Statistical Tables) can be used to discuss the
mathematical foundation of hypothesis testing, association, and
correlation.

Add Value to Teaching and Learning Resources
As a teacher and a researcher, I always assume there is a better way to do
something. Just as innovation is the lifeblood of a business, it’s the lifeblood
of a classroom, too. At educational conferences, I’m always drawn to
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sessions on teaching approaches. I’ve mentored dozens of new faculty in
various teaching approaches in my career. When faculty reveal they don’t
look at the resources that come with their books or share the appropriate ones
with their students, I wonder why. Business Research Methods comes with a
comprehensive set of teaching and learning resources for both faculty and
students. I hope you’ll use them and send me suggestions for improving them
for the next edition.

• Instructor’s Manual (instructors only). Decades of reviewers tell me
that Business Research Methods is often assigned to professors new to
teaching. I bring 40 years of teaching and even more years of research
experience to the subject, so it’s important to me that both teachers and
students have a wonderful experience. That means making the
Instructor’s Manual a valuable tool. It’s full of information, teaching
ideas, and teaching tools. It can help in a pinch, when preparation time is
slim, when your tried-and-true approach seems to be failing to reach
your Gen Z audience, or when you want to shake things up and try
something fresh. Each chapter offers

• Suggestions for Active-Learning Exercises
• Suggestions for Web Exercises. While students surf the web all the

time, they are often novices at finding the information they want on
the web—just ask any librarian. Due to the ever-changing nature of
web URLs, you’ll find these exercises within the IM, not the text.

• List of Exhibits, by number and title

 

• List of Key Terms
• Chapter Outline
• Answers to end-of-chapter Review & Discussion Questions
• Additional Discussion Opportunities based on business research

examples featured in prior editions.

Examine the Instructor’s Manual for ideas for using the resources below
in your classroom.



• PowerPoint. While you can use these to guide a lecture, these slide
decks are designed to facilitate discussion. This means one particular
slide deck might be used for several class sessions, or only one. Faculty
are encouraged to reorder the slides in any order that fits the activities
you plan for your class session or just make notes of the slides you want
and jump to them. Even when faculty don’t use PowerPoint, students
might find the Chapter Outline portion of the slide deck a good review
of the chapter or a good note-taking summary for class. Each chapter’s
deck provides at minimum

• Exhibit slides: one or more slides for each exhibit providing the
visual cues for concept development and discussion.

• Concept slides for key terms not covered by exhibit slides:
providing deeper dives into concepts.

• Image slides: providing links to visual cues in the chapter.
• Snapshot/CloseUp/PicProfile slides: discussion slides, one or more

for each of these special features in the chapter.
• Industry Thought Leadership slides, one or more for each chapter,

sharing a quote or issue for discussion.
• Key Term List slide(s): one or more for each chapter, for review

and quizzing.

• Video Supplements. Video supplements can be used as preparation for
an in-class exercise or shown in the class as part of such an exercise.
Some attach to a particular Snapshot/CloseUp/PicProfile or case. In the
IM section on Video, you’ll find suggestions for video downloadable
from company websites, YouTube.com, Ted.com, and more. Some
explain concepts or provide examples; others set the stage for a thought-
provoking discussion.
In CONNECT you’ll find video that my collaborators have shared, such
as:

• An experiment in observation using body cameras; use for
discussing error in observation research.

• Several short segments drawn from a two-hour metaphor elicitation
technique (MET) interview; use to teach students to conduct almost
any type of individual depth interview or to explain the concept of

http://www.accenture.com
http://Ted.com


researcher–participant rapport.

• Cases. Cases offer an opportunity to examine management dilemmas
and research projects in more depth and detail. You’ll find detailed
discussion guides for each case in the Instructor’s Manual.

• Video Research Cases. Four full video cases were written and
produced especially to match the text’s research process model.
These 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.

• Written Research Cases. You’ll find cases about hospital
services, state lotteries, data mining, fundraising, new promotions,
and website design, among other topics, featuring organizations like
Akron Children’s Hospital, Kelley Blue Book, Starbucks, Yahoo!,
the American Red Cross, and more.

• Data Files. If your course doesn’t involve a project where students
collect their own data, use one of the cases that contain data to have
them work with concepts found in Chapters 13–16. For example, you
can modify the data (make it “dirty”) and have students prepare it for
analysis, develop an analysis plans, construct dummy tables, choose
appropriate tests for analysis, and more.

• Sample Questionnaires. The Case Index identifies which cases contain
questionnaires. Use these for opportunities for active-learning exercises
or discussion. Students can be asked to find problems with questions,
question order, question transition, and so on.

• Sample Student Project. Appropriate data visualization in the finished
deliverable is crucial to creating a strong research report. Have students
critique this one.

• Appendices. You’ll find additional appendices within CONNECT:
Bibliographic Database Searches, Advanced Bibliographic Searches,
Complex Experimental Designs, Test Markets, and Pretesting Options
and Discoveries. Assign these if you plan an active-learning exercise
that needs more content than the text offers. For example, my class has a
full period in the library computer lab where I team teach with our
business librarian a session on an exploration strategy. Students review
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Searches appendices, as well as the section in Chapter 3, in
preparation.

• Articles, Samples, and Templates. Students often need to see how
professionals do research to really understand the research process.
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. Multivariate Analysis: An Overview is a chapter mostly for
the benefit of graduate students who use Business Research Methods.

• Test Bank with Answer Key (instructors only). More than 1,700
objective and essay questions are included, tied specifically to the
learning objectives and the key terms in each chapter. If you have the
equipment, you can use these for in-class polls, but most faculty use
them for assessment quiz or test questions.

Collaborators
Research Industry
Research industry collaborators are the lifeblood of this textbook writer. The
following people collaborated directly on material in this edition or connected
me with those who did: Bella Tumini, Suja; Betty Adamou, Research
Through Gaming Ltd.; Carlos Santiago, Santiago Solutions Group; Colin
McHattie, iTracks; Dan Weber, iTracks; Daniel Enson, Toluna; Edwige
Winans, Marcus Thomas LLC; Eric Lipp, Open Doors Organization; Hans
Lee, Sticky; Jennifer Hirt-Marchand, Marcus Thomas LLC; John Whittle,
Further; Justin Ohanessian, Sticky; Lenard Murphy, GreenBook; Malgorzata
Kolling, OdinAnswers; Nicola Petty, Statistics Learning Centre; Pete Cape,
SSI; Rebecca Wulfeck, Marcus Thomas, LLC; Seth Stoughton, University of
South Carolina; Stuart Schear, Robert Wood Johnson Foundation; Tom H.C.
Anderson, OdinAnswers; Tom Hill, Axiom Consulting Partners;

The following are just a few of the people who provided ideas for
Snapshots, PicProfiles, and CloseUps for this edition, either directly or
through their research, writing, or artistic endeavors: Amelia Dunlop, Deloitte
Digital; Amy E. Herman, author and consultant; Ashley Goodall, Cisco and
author; Bina Venkataraman, MIT; Brian Christian, author; Carlo Ratti,
Senseable City Lab, MIT; Chris Baggott, ClusterTruck; Emily Sword, MTD
Products; Emma Coats, Pixar; Frederick F. Reichheld, Bain & Company’s
Loyalty Practice and author; Gabe Zicherman, author; Geoffrey Alpert,



University of South Carolina; Glenn Kelman, Redfin and author; Jada
Watson, University of Ottawa; Jeff Noble, Noble Consulting; Julia Smith,
AIG; Ken Burns, filmmaker; Terca, Netvibes; Lenard Murphy, GreenBook;
Malcolm Gladwell, author; Marcus Buckingham, The Marcus Buckingham
Company, ADP Research Institute and author; Martin Lindstrom, author;
Max Kalehoff, Realeyes; Mitesh Patel, University of Pennsylvania; Michael
Graziano, Princeton; Mike Perry, Hallmark Cards; Pamela Kirk Prentice,
MIT-Sloan; Pam Goodfellow, Prosper Insights & Analytics; Peter Fader,
Wharton School at University of Pennsylvania and author; Ray Poynter,
NewMR; Reed Hastings, Netflix; Richard Cassidy, AlertLogic; Robert W.
Kahle, Research Solutions Inc. and author; Sam Ransbotham, MIT-Sloan;
Sarah Toms, Wharton Interactive and author; Serguei Netessine, Wharton
School of Business, University of Pennsylvania; Seth Doane, CBS News;
Suzy Monford, Kroger; Tom Tan, Cox School of Business, Southern
Methodist University; Tony Saldanha, Transformant; Warren Berger,
researcher and author; Yael Cosset, Kroger; and Zoe Downing, Focus Vision.

And to all those research collaborators who suggested ideas, collaborated
on cases or past Snapshots, Closeups, or PicProfiles, and continue to discuss
the research industry with me, I’m grateful. These individuals include: Elaine
Arkin, research consultant; Jane Boutelle, Digsite; Jessica Broome, Jessica
Broome Research; Kerry Hecht, Ramius; Lance Jones, Keynote Systems;
Mark Bunger, Forrester Research; Rob Ramirez, Schlesinger Associates;
Todd Juenger, TiVo; Andy Peytchev, Research Triangle Institute; Sean Case,
Research for Good; Matt Marta, GutCheck; Monika Wingate, Digsite;
Patricio Pagani, InfoTools; Denise D’Andrea, Focus Vision; Ilan Hertz,
SiSense; David Harris, Insight and Measurement; Cassandra McNeill,
GutCheck; Michael Benisch, Rocket Fuel Inc.; Michelle Shail, TIAA; Nick
Drew, Fresh Intelligence; Rachel Sockut, Innerscope; Erica Cenci, Brady PR
for OpinionLab; Olescia Hanson, The Container Store; Cynthia Clark, 1to1
Magazine; 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; Keith Phillips, SSI; Nels Wroe;
SHL; Ephraim (Jeff) Bander, Eye Track-Shop; Ron Sellers, Grey Matter
Research & Consulting; Guadalupe Pagalday, Qualvu.com; Sandra
Klaunzler, TNS Infratest; Steve August, Revelation; Kathy Miller, GMI
(Global Market Insite Inc.); Takayuki Nozoe, NTT Communications

http://Qualvu.com
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Corporation; Janeen Hazel, Luth Research; Christine Stricker, RealtyTrac;
Stephanie Blakely, The Prosper Foundation; Jennifer Frighetto, Nielsen;
Andy Pitched, Research Triangle Institute (RTI International); Jeffrey C.
Adler, Centric DC Marketing Research; Josh Mendelssohn, Chadwick Martin
Bailey Inc.; Ruth Stan, SIS International Research; Sharon Starr, IPC Inc.;
Keith Crosley, Proofpoint; Christopher Schultheiss, SuperLetter.com; Hy
Mariampolski, QualiData Research Inc; 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; Colette Courtion, Starbucks; Mark Miller, Team One
Advertising; Rebecca Conway, The Taylor Research Group; Scott Staniar,
United States Tennis Association; Danny Robinson, Vigilante; Maury Giles,
Wirthlin Worldwide; Ken Mallon, Yahoo!; and William Pink, Millward
Brown.

Faculty and Students
The 13e faculty reviewers represent a small sample of adopters and
nonadopters; they teach in-classroom, online, and hybrid courses; they are
seasoned teachers or very new at their craft; they teach in small and large
institutions. Their insights, aggravations, frustrations, suggestions, and
disagreements were challenging to address but inspired innovative solutions,
some simple and some more complex. And, as always, their comments
encouraged me to examine every word, every sentence, and every concept to
find better, clearer ways to engage students in the subject I love. Reviewers
wanted more bullet lists, rather than prose, when appropriate; I complied
where possible. Often their wants contradicted, so I found a different path I
hope will satisfy both. Reviewers’ feedback also encourage me to take a
deeper look at the Instructor’s Manual and PowerPoint, to see what I could
do to make these two peripherals more supportive of teaching approaches that
support active learning. While I couldn’t give reviewers everything in the
textbook they wanted, I hope adopters will find the changes I made to this
edition and its peripherals valuable.

Reviewers for this edition’s revision included: Carol Jones, University of

http://SuperLetter.com
http://Herobuilders.com


Alabama; Carolyn Scott; American National University; Gregory Lubiani,
Texas A&M-
Commerce; Jennifer Trout, Rasmussen College; Mary Hamman, University
of Wisconsin-La Crosse; Pushkala Raman, Texas Woman’s University; Rick
Simmons, Texas A&M; and Rikki Abzug, Ramapo College. Prior edition
reviewers included: Ahmed Al-Asfour, Ogala Lakota College; Zara
Ambadar, Carlow University; Don Ashley, Wayland Baptist University;
Kristopher Blanchard, Upper Iowa University; Cristanna Cook, Husson
University; Charlene Dunfee, Capella University; Ernesto Gonzalez, Florida
National University; Wendy Gradwohl, Wittenberg University; Pam
Houston, Ogala Lakota College; Yan Jin, Elizabeth City State University;
Abdullah Khan, Clafin University; Tracy Kramer, North Greenville
University; Rex Moody, Angelo State University; Jason Patalinghug,
University of New Haven; Glen Philbrick, United Tribes Technical College;
Denel Pierre, Shorter University; Pushkala Raman, Texas Woman’s
University; Charles Richardson, Clafin University; Marcel Robles, Eastern
Kentucky University; Angela Sandberg, Shorter University; Brian Satterlee,
Liberty University; Jonathan Schultz, Amberton University; Stefano Tijerina,
Husson University; Greg Turner, Clafin University; Sam VanHoose,
Wayland Baptist University; Greg Warren, Wilmington University; Beyonka
Wider, Claflin University; and Ron Zargarian, University of Indianapolis;
Scott Bailey, Troy University; Scott Baker, Champlain College; Robert Balik,
Western Michigan University–Kalamazoo; John A. Ballard, College of
Mount St. Joseph; Jayanta Bandyopadhyay, Central Michigan University;
Larry Banks, University of Phoenix; Caroll M. Belew, New Mexico
Highlands University; Kay Braguglia, Hampton University; Jim Brodzinski,
College of Mount St. Joseph; Taggert Brooks, University of Wisconsin–La
Crosse; Cheryl O’Meara Brown, University of West Georgia; L. Jay Burks,
Lincoln University; Marcia Carter, University of Southern New Hampshire;
Raul Chavez, Eastern Mennonite University; 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, University of Redlands; Judson Faurer,
Metropolitan State College of Denver; Eve Fogarty, New Hampshire College;
Bob Folden, Texas A&M University–Commerce; Gary Grudintski, San
Diego State University; John Hanke, Eastern Washington University; Alan G.
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Heffner, Silver Lake College; Ron E. Holm, Cardinal Stritch University
(Director of Distance Learning); 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 Hampshire University; Iraj Mahdvi, National University;
Warren Matthews, LeTourneau University; Erika Matulich, University of
Tampa; 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; Gary Tucker, Northwestern Oklahoma State University; Marjolijn
Vandervelde, Davenport University; Charles Warren, Salem State College;
Dennis G. Weis, Alliant International University; Robert Wheatley, Troy
University; Bill Wresch, University of Wisconsin–Oshkosh; and Robert
Wright, University of Illinois at Springfield; and Ken Zula, Keystone
College.

This revision incorporates the feedback of countless students who
identified areas of confusion so that this edition could make concepts more
understandable, who participated in search tests, who worked on numerous
research projects demonstrating where the book needed to
include more information or more how-to directions, and who
provided reminders with their questions and actions that some aspects of the
research process operate below their learning radar.

Data-driven decision making is fast becoming the norm for business.
Through this 14th edition, I hope you and your students discover, or
rediscover, how stimulating, challenging, fascinating, and sometimes
frustrating this world of research-supported data-driven decision making can
be.

Many thanks to my McGraw Hill team; without your assistance this
revision wouldn’t have happened so smoothly: Chuck Synovec, Director;
Noelle Bathurst, Portfolio Manager; Ryan McAndrews, Product Developer;
Pat Frederickson, Lead Core Project Manager; Harper Christopher, Executive
Marketing Manager; David W. Hash, Designer; Fran Simon, Associate
Program Manager; Angela Norris, Senior Assessment Project Manager;
Margaret Haywood, copyeditor; and Raguraman Guru, proofreader.

Pamela Schindler
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>detailedchangestothisedition

In this 14th edition of Business Research Methods, revisions were made to
incorporate new information and trends in the industry, as well as to be
responsive to changing teaching pedagogy. My reviewers indicated where
students in their classes were struggling, and I responded to their concerns by
reorganizing some material, redefining some terms more clearly, modifying
some exhibits, and providing different, clearer examples.

For Teachers and Students:
• 29 new research examples from research collaborations appear as

Snapshots, CloseUps, and PicProfiles; where possible, I’ve also updated
holdover Snapshot and CloseUps.

• 23 changes have been made to the Glossary, including the addition of
20 new key terms and some clarifications to other key terms.

• 88 new images will help students to visually anchor key terms, research
concepts, and research examples.

• 38 exhibits have been modified (some major, others minor) to make
them clearer

For Teachers:
• Each chapter’s Instructor’s Manual

• has been reorganized to support greater student engagement with a
new section, Active Learning Exercises, that covers teaching ideas
for Snapshots, CloseUps, and PicProfiles; Industry Thought
Leadership; PulsePoints; Video and Film; Web Exercises; Case
Discussions; and more.



• has been reorganized to facilitate review of exhibits and key terms.
• contains additional research examples for discussion or testing.

• The Test Bank has been updated to reflect changes in content.
• Each chapter’s PowerPoint slide deck

• has been updated to reflect changes in content.
• has been reorganized to support active learning exercises with the

use of separate slides groups for exhibits; Snapshots, CloseUps, and
PicProfiles; and Industry Thought Leadership.

Changes for Each Chapter
Chapter 1
The following elements are new to this edition: A new opening section,
focusing on the KPMG study of business CEOs and information and its
relation to decision making; two PicProfiles, one on Extended Reality (XR)
in business and another using e-cigarettes to discuss operational definitions in
the National Youth Tobacco Survey; eight new key terms; nine new images
or art to anchor concepts or examples; a reorganization of the review and
discussion questions including a new From the Headlines discussion question
about celebrities fighting the unauthorized use of their likenesses to sell
fraudulent products; and a modification to Exhibit 1-11 Model of Traditional
Product Life Cycle Theory. Two Snapshots have been moved to the
Instructor’s Manual: Identifying and Defining Concepts and Radio Chips vs.
Retinal Scans_Which Theory Offers the Best Protection, as well as one
discussion question.

Chapter 2
The following elements are new to this edition: two new Snapshots, one on
GLG on the way executives learn and another on new privacy legislation; and
one PicProfile on automation in research; seven new images or art to anchor
concepts or examples; a reorganization of the review and discussion
questions including a new From the Headlines discussion question about
attitudes about personal data privacy. Two Snapshots have been moved to the
Instructor’s Manual: Research and Programmatic Algorithms, and GRIT
Research Techniques, as well as one discussion question.
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Chapter 3
The following elements are new to this edition: A major modification of
Exhibit 3-3 SalePro’s Management-Research Question Hierarchy; one
Snapshot on Foresight in Decision Making and one Picprofile on the
Hallmark and Zola PR implosion and secondary data; seven new images or
art to anchor concepts or examples; a reorganization of the review and
discussion questions including a new From the Headlines discussion question
about loyalty programs and a new From Concept to Practice question using
Exhibits 3-2 and 3-3 and different scenarios. One Snapshot has been moved
to the Instructor’s Manual: Using Interviews to refine the Management
Question, as well as one discussion question.

 

Chapter 4
The following elements are new to this edition: two PicProfiles, one new
CloseUp on facial coding to determine emotional response and one new
Snapshot on research at Goldman Sachs to influence their hiring process; five
new images or art to anchor concepts or examples; a reorganization of the
review and discussion questions including a new From the Headlines
discussion question about Victoria’s Secret; one Snapshot has been moved to
the Instructor’s Manual: TIAA Performance Management Overhaul, as well
as one discussion question. The Snapshot AIG Embraces Interviews moved to
Chapter 9.

Chapter 5
The following elements are new to this edition: two new Snapshots, one on
how to avoid problem participants and another on how Nielsen recruits its
TV families; one new PicProfile on how to humanize participants; one new
key term; six new images or art to anchor concepts or examples; a
reorganization of the review and discussion questions including a new From
the Headlines discussion question about the declining milk market; and a
minor modification to Exhibit 5-7 How to Choose a Random Sample. Three
Snapshots have been moved to the Instructor’s Manual: Ford Reenergizes by
Changing Its Sampling Design, Who’s Really Taking Your Surveys, and
Keynote Systems Tests the Power of Search.



Chapter 6
The following elements are new to this edition: two new Snapshots, one on
advice from Malcolm Gladwell on talking with strangers and another on
ethnographic interviewing; two new key terms; six new images or art to
anchor concepts or examples; a reorganization of the review and discussion
questions including a new From the Headlines discussion question about the
Boeing 737 MAX; and Exhibit 6-1 GRIT Qualitative Research Techniques is
new, based on the newest GRIT report. One PicProfile has been moved to the
Instructor’s Manual: OdinText’s use of avatars in research, as well as one
discussion question.

Chapter 7
The following elements are new to this edition: one new CloseUp on
sharpening your powers of observation using art as a tool; one new key term;
five new images or art to anchor concepts or examples; a reorganization of
the review and discussion questions including a new From the Headlines
discussion question about the HR Trends Report, The DNA of Human
Capital; and modifications to Exhibits 7-1, 7-2, 7-4,7-5, 7-6, 7-7 to better
match the chapter’s text. One discussion question has moved to the
Instructor’s Manual.

Chapter 8
The following elements are new to this edition: one new snapshot on
Kroger’s venture into delivery of prepared food; five new images or art to
anchor concepts or examples; a reorganization of the review and discussion
questions including a new From the Headlines discussion question about
Brazil’s Natura Cosmeticos SA; and a modification to Exhibits 8-3. One
Snapshot has been moved to the Instructor’s Manual: Zeotap Experiments
with Mercedes Benz, as well as one discussion question.

Chapter 9
The following elements are new to this edition: three PicProfiles, one on
GRIT Trends on Survey Research, one on QR codes in research, and another
on phone survey response rates; three new key terms; seven new images or
art to anchor concepts or examples; a reorganization of the review and
discussion questions including a new Terms in Review question on privacy
and one From the Headlines discussion question about GM’s Cadillac in
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China; and modifications to Exhibits 9-1, 9-7, and 9-9. Two PicProfiles (on
2018 GRIT Survey Research Trends and Decline in Phone Response Rates
2016) and one Snapshot (Research Embraces the Smart Phone) have been
moved to the Instructor’s Manual, as well as one discussion question.

Chapter 10
The following elements are new to this edition: one new Snapshot on lifetime
value; four new images or art to anchor concepts or examples; a
reorganization of the review and discussion questions including a new From
the Headlines discussion question about Forever 21 retailer. Two Snapshots
have been moved to the Instructor’s Manual: The Emotional Face of
Research and Measurement of TiVo Households: Skipped Ads vs. Most
Watched, as well as one discussion question.

Chapter 11
The following elements are new to this edition: one new CloseUp on
developing a prediction metric (CIIM) and two new PicProfiles, one on the
value of diversity and inclusiveness and another on Ipsos MORI’s study of
Generation Z; six new key terms; seven new images or art to anchor concepts
or examples; a reorganization of the review and discussion questions
including a new Terms in Review question and a From the Headlines
discussion question about AMC theaters and streaming services; and a new
Exhibit 11-6, Review of Reliability, Validity, and Practicality in Research and
design modifications to Exhibits 11-9, 11-10, 11-11, 11-14, 11-15, 11-18.
Two PicProfiles have been moved to the Instructor’s Manual: on Snausages
and on UrbanDictionary.com. Dropped Chapter 11 Appendix More on
Effective Measurement Questions and incorporated some of the material into
Chapter 11. Dropped Chapter 11 Appendix Sample Computer-Based
Questions and Guidelines for Mobile Q and incorporated some
questions into Exhibit 11-9 and some material into Chapter 12.

Chapter 12
The following elements are new to this edition: one new Snapshot on
Energage’s approach to measuring top workplaces and one PicProfile on e-
cigarettes; 1 modified key term; three new images or art to anchor concepts
or examples; a reorganization of the review and discussion questions
including a new From the Headlines discussion question about monetization

http://UrbanDictionary.com


of YouTube content. One Snapshot Does Cupid Deserve a Place in the Office
Cubicle? and one PicProfile on travel issues has been moved to the
Instructor’s Manual, as well as one discussion question.

Chapter 13
The following elements are new to this edition: one new Snapshot Can
Negative Feedback Improve Performance; four new images or art to anchor
concepts or examples; a reorganization of the review and discussion
questions including a new From the Headlines discussion question on the
Globalforce MoodTracker employee engagement survey; and major
modifications to Exhibits 13-2 and 13-4 with some modifications to Exhibits
13-3, 13-5, 13-11, 13-18, and 13-20.

Chapter 14
The following elements are new to this edition: one new Snapshot on a new
HR training model for restaurants; three new images or art to anchor concepts
or examples; and a modification to Exhibits 14-9 and 14-11. One Snapshot
has been moved to the Instructor’s Manual: Testing a hypothesis of
unrealistic drug use in movies.

Chapter 15
The following elements are new to this edition: one new CloseUp on a
relationship between radio spins and success and one new PicProfile on
association between decline in cigarette smoking and vaping; two new key
terms; three new images or art to anchor concepts or examples; a
reorganization of the review and discussion questions including a new From
the Headlines discussion question about sexual harassment of country music
performers by radio programmers; and a modification to Exhibit 15-3. Two
Snapshots have been moved to the Instructor’s Manual: Envirosell Studies
Reveal Left-Hand Retail and Advanced Statistics Increase Satisfaction and
Release More Funds through ATMS, as well as one PicProfile on
Constellation Wines, as well as one discussion question.

Chapter 16
The following elements are new to this edition: one new CloseUp on creating
3D personas, one new Snapshot on focusing your research story on one
powerful number, and two new PicProfiles, one on learning through videos



and another on displaying text data with word clouds; four new key terms;
eight new images or art to anchor concepts or examples; a reorganization of
the review and discussion questions including a new From the Headlines
discussion question about Generation Z spending; and modifications to
Exhibits 16-1, 16-6, and 16-7. Two Snapshots have been moved to the
Instructor’s Manual: Hitting the Wall Is a Good Thing and Forrester
Research—Finding the Dramatic Story Line, as well as one discussion
question.

Chapter 17
No changes were made to this chapter. An Integrated Example provides an
insider’s perspective on a research project. This example applies text
practices and theory to one example from management dilemma to research
report. The companies, Visionary Insights and BrainSavvy, might be
fictional, but the research profiled in the example is very real. This chapter
can be used throughout the course to review (or test) various concepts, or at
the end of the course as the basis for a lively discussion or final exam.
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Instructors: Student Success
Starts with You

Tools to enhance your unique voice
Want to build your own course? No problem. Prefer to use our turnkey,
prebuilt course? Easy. Want to make changes throughout the semester? Sure.
And you’ll save time with Connect’s auto-grading too.

65%
Less Time Grading
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Study made personal
Incorporate adaptive study resources like SmartBook® 2.0 into your course
and help your students be better prepared in less time. Learn more about the
powerful personalized learning experience available in SmartBook 2.0 at
www.mheducation.com/highered/connect/smartbook

Affordable solutions, added value 

Make technology work for you with LMS integration for single sign-on
access, mobile access to the digital textbook, and reports to quickly
show you how each of your students is doing. And with our Inclusive
Access program you can provide all these tools at a discount to your
students. Ask your McGraw Hill representative for more information.

http://www.mheducation.com/highered/connect/smartbook
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Solutions for your challenges 

A product isn’t a solution. Real solutions are affordable, reliable, and
come with training and ongoing support when you need it and how you
want it. Visit www.supportateverystep.com for videos and resources
both you and your students can use throughout the semester.
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Students: Get Learning that Fits
You

http://www.supportateverystep.com


Effective tools for efficient studying
Connect is designed to make you more productive with simple, flexible,
intuitive tools that maximize your study time and meet your individual
learning needs. Get learning that works for you with Connect.

Study anytime, anywhere
Download the free ReadAnywhere app and access your online eBook or
SmartBook 2.0 assignments when it’s convenient, even if you’re offline. And
since the app automatically syncs with your eBook and SmartBook 2.0
assignments in Connect, all of your work is available every time you open it.
Find out more at www.mheducation.com/readanywhere

“I really liked this app—it made it easy to study when you
don’t have your textbook in front of you.”

- Jordan Cunningham, Eastern Washington University

Calendar: owattaphotos/Getty Images

Everything you need in one place

http://www.mheducation.com/readanywhere


Your Connect course has everything you need—whether reading on your
digital eBook or completing assignments for class, Connect makes it easy to
get your work done.

Learning for everyone
McGraw Hill works directly with Accessibility Services Departments and
faculty to meet the learning needs of all students. Please contact your
Accessibility Services Office and ask them to email
accessibility@mheducation.com, or visit
www.mheducation.com/about/accessibility for more information.

Top: Jenner Images/Getty Images, Left: Hero Images/Getty Images, Right: Hero Images/Getty
Images
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