
Locker−Kienzler: Business 
and Administrative 
Communication, Eighth 
Edition

V. Reports 15. Planning, Proposing, 
and Researching Reports

© The McGraw−Hill 
Companies, 2008

C H A P T E R15
Planning, Proposing,
and Researching 
Reports

Learning Objectives
After studying this chapter, you will know how to:

1 Define report problems.

2 Write proposals.

3 Write progress reports.

4 Employ different research strategies.

5 Use and document sources.
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IN THE NEWS

Research and Innovation: Fun and Games at Hasbro

O
n Fridays, game designers and other em-

ployees at Hasbro, Inc., spend their

lunchtime playing board games and think-

ing about ways to update games or create new ones.

The Friday games are just one of the creative ap-

proaches to research and innovation used at the

company that manufactures some of America’s

best-known board games, such as Monopoly, Scrab-

ble, Sorry, and Clue.

In the world of board games, continuous

innovation is necessary to fit games to chang-

ing consumer lifestyles and

preferences. Hasbro invests

in extensive market research,

such as conducting online sur-

veys, observing children and

adults playing games in the com-

pany’s Game-Works lab, and

talking with people about how they want to spend

leisure time. Hasbro also looks to game inventors out-

side the company for new ideas.

In response to information obtained through

these strategies, Hasbro has modified several of its

traditional games.

• To accommodate consumers’ tight schedules,

Hasbro developed “express” versions of Monopoly,

Sorry, and Scrabble that can be completed within 20

minutes.

• To address consumers’ desire for more balanced

lives, The Game of Life now includes life experi-

ence, education, and family life as elements of a suc-

cessful life, rather than basing success only on

making the most money.

• To update changing consumer preferences in

tourist destinations, a revised version of Monopoly in-

cludes some different squares.

Based on three million votes

cast in response to an online sur-

vey, game designers replaced

Boardwalk with Times Square

and replaced Pacific Avenue with

Las Vegas Boulevard.

• To attract customers who enjoy using technology to

play games, game designers developed electronic ver-

sions of games such as the Clue DVD, which includes

an electronic version of the original board game plus 10

additional murder plots.
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Friday games are just one of the

creative approaches to research used at

Hasbro.

Source: Adapted from Carol Hymowitz, “All Companies Need Innovation: Hasbro Finds a New Magic,” Wall Street Journal, February 26, 2007, B1.
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Chapter Outline
Varieties of Reports

A Timeline for Writing Reports

Defining Report Problems

Writing Proposals

• Proposals for Class Research Projects
• Proposals for Action
• Sales Proposals
• Proposals for Funding
• Figuring the Budget and Costs

Writing Progress Reports

• Chronological Progress Reports
• Task Progress Reports
• Recommendation Progress Reports

Research Strategies for Reports

• Finding Information Online and in Print
• Evaluating Web Sources
• Designing Questions for Surveys and Interviews
• Conducting Surveys and Interviews
• Observing Customers and Users

Using and Documenting Sources

Summary of Key Points

Proposals and reports depend on research. The research may be as simple as
pulling up data with a computer program or as complicated as calling many
different people, conducting focus groups and surveys, or even planning and
conducting experiments. Care in planning, proposing, and researching reports
is needed to produce reliable data.

In writing any report, there are five basic steps:

1. Define the problem.

2. Gather the necessary data and information.

3. Analyze the data and information.

4. Organize the information.

5. Write the report.

After reviewing the varieties of reports, this chapter focuses on the first two
steps. Chapter 16 discusses the last three steps.

Varieties of Reports
Many kinds of documents are called reports. In some organizations, a report
is a long document or a document that contains numerical data. In others,
one- and two-page memos are called reports. In still others, reports consist of
PowerPoint slides printed out and bound together. A short report to a client
may use letter format. Formal reports contain formal elements such as a title
page, a transmittal, a table of contents, and a list of illustrations. Informal re-
ports may be letters and memos or even computer printouts of production
or sales figures. But all reports, whatever their length or degree of formality,
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Figure 15.1 Three Levels of Reports

Reports can provide

Information only

• Sales reports (sales figures for the week or month).
• Quarterly reports (figures showing a plant’s productivity and profits for the quarter).

Information plus analysis

• Annual reports (financial data and an organization’s accomplishments during the
past year).

• Audit reports (interpretations of the facts revealed during an audit).
• Make-good or pay-back reports (calculations of the point at which a new capital

investment will pay for itself).

Information plus analysis plus a recommendation

• Feasibility reports evaluate two or more alternatives and recommend which
alternative the organization should choose.

• Justification reports justify the need for a purchase, an investment, a new
personnel line, or a change in procedure.

• Problem-solving reports identify the causes of an organizational problem and
recommend a solution.

provide the information that people in organizations need to make plans
and solve problems.

Reports can just provide information, both provide information and ana-
lyze it, or provide information and analysis to support a recommendation (see
Figure 15.1). Reports can be called information reports if they collect data for
the reader, analytical reports if they interpret data but do not recommend action,
and recommendation reports if they recommend action or a solution.

The following reports can be information, analytical, or recommendation
reports, depending on what they provide:

• Accident reports can simply list the nature and causes of accidents in a factory
or office. These reports can also recommend ways to make conditions safer.

• Credit reports can simply summarize an applicant’s income and other
credit obligations. These reports can also evaluate the applicant’s collateral
and creditworthiness.

• Progress and interim reports can simply record the work done so far and the
work remaining on a project. These reports can also analyze the quality of the
work and recommend that a project be stopped, continued, or restructured.

• Trip reports can simply share what the author learned at a conference or
during a visit to a customer or supplier. These reports can also recommend
action based on that information.

• Closure reports can simply document the causes of a failure or of possible prod-
ucts that are not economically or technically feasible under current conditions.
They can also recommend action to prevent such failures in the future.

A Timeline for Writing Reports
When you write a report, plan to spend half your time analyzing your data,
writing and revising the draft, and preparing visuals and slides. When you
write a report for a class project, plan to complete at least one-fourth of
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your research before you write the proposal. Begin analyzing your data as
you collect it; prepare your list of sources and drafts of visuals as you go
along. Start writing your first draft before the research is completed. An
early draft can help clarify where you need more research. Save at least
one-fourth of your time at the end of the project to think and write after all
your data are collected. For a collaborative report, you’ll need even more
time to write and revise.

Up-front planning helps you use your time efficiently. Start by thinking
about the whole report process. Read the sample reports in Chapter 16 �
even before you write your proposal. Talk to your readers to understand
how much detail and formality they want. In a company, look at earlier re-
ports. List all the parts of the report you’ll need to prepare. Then articulate—
to yourself or your group members—the purposes, audiences, and generic
constraints for each part. The fuller idea you have of the final product when
you start, the fewer drafts you’ll need to write and the better your final
product will be.

Defining Report Problems
Good report problems grow out of real problems: disjunctions between real-
ity and the ideal, choices that must be made. When you write a report as part
of your job, the organization may define the topic. To think of problems for
class reports, think about problems that face your college or university; hous-
ing units on campus; social, religious, and professional groups on campus
and in your city; local businesses; and city, county, state, and federal govern-
ments and their agencies. Read your campus and local papers and news-
magazines; read the news on the internet, watch it on TV, or listen to it on
National Public Radio.

A good report problem in business or administration meets the following
criteria:

1. The problem is

• Real.

• Important enough to be worth solving.

• Narrow but challenging.

2. The audience for the report is

• Real.

• Able to implement the recommended action.

3. The data, evidence, and facts are

• Sufficient to document the severity of the problem.

• Sufficient to prove that the recommendation will solve the problem.

• Available to you.

• Comprehensible to you.

Often problems need to be narrowed. For example, “improving the college
experiences of international students studying in the United States” is far too
broad. First, choose one college or university. Second, identify the specific
problem. Do you want to increase the social interaction between US and inter-
national students? Help international students find housing? Increase the
number of ethnic grocery stores and restaurants? Third, identify the specific
audience that would have the power to implement your recommendations.
Depending on the specific topic, the audience might be the Office of Interna-
tional Studies, the residence hall counselors, a service organization on campus
or in town, a store, or a group of investors.

P&G Writers Make 
a Convincing Case

Ed Burghard, a market-
ing director at Procter &

Gamble, says P&G employees
mainly communicate with memos.
To meet the intense competition of
marketing consumer products,
the company depends on well-
reasoned ideas, and managers
cannot afford to spend time deci-
phering vague or poorly organ-
ized writing. Employees are expected
to be able to present their ideas in
memos that summarize the main
point in the first paragraph and
then develop it in about one page
of supporting information. New
employees even complete a
memo-writing course in P&G’s
training program.

According to Burghard, memo
writing at P&G is “a means to an
end.” The end Burghard refers to
is the development of a clear
idea. Putting the idea into a memo
helps the employee and his or her
manager evaluate the logic be-
hind the idea. Burghard says,
“Writing is a more cost-effective
medium [than an oral presenta-
tion] because it allows identifica-
tion and correction of problems
before we spend money to imple-
ment an idea in the form of a P&G
product or service.”

Good writing is valuable at P&G
because it helps management iden-
tify profitable ideas. Burghard de-
fines a good memo as logical and
concise. A short memo moves
easily through the company’s deci-
sion-making process. To create this
kind of writing himself, Burghard
begins by defining what he wants
the reader to do. He then pro-
vides the information necessary
to make the reader appreciate
the need for the desired action.

Adapted from Kevin Ryan, Write Up
the Corporate Ladder (New York:
Amacom, 2003), 216–22.
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Some problems are more easily researched than others. If you have easy ac-
cess to the Chinese Student Association, you can survey them about their ex-
periences at the local Chinese grocery. However, if you want to recommend
ways to keep the Chinese grocery in business, but you do not have access to
their financial records, you will have a much more difficult time solving the
problem. Even if you have access, if the records are written in Chinese, you
will have problems unless you read the language or have a willing translator.

Pick a problem you can solve in the time available. Six months of full-time
(and overtime) work and a team of colleagues might allow you to look at all
the ways to make a store more profitable. If you’re doing a report in 6 to 12
weeks for a class that is only one of your responsibilities, limit the topic. De-
pending on your interests and knowledge, you could choose to examine the
prices and brands carried, its inventory procedures, its overhead costs, its layout
and decor, or its advertising budget.

How you define the problem shapes the solutions you find. For example, sup-
pose that a manufacturer of frozen foods isn’t making money. If the problem is
defined as a marketing problem, the researcher may analyze the product’s price,
image, advertising, and position in the market. But perhaps the problem is really
that overhead costs are too high due to poor inventory management, or that an
inadequate distribution system doesn’t get the product to its target market.
Defining the problem accurately is essential to finding an effective solution.

Once you’ve defined your problem, you’re ready to write a purpose state-
ment. The purpose statement goes both in your proposal and in your final report.
A good purpose statement makes three things clear:

Alissa Kozuh analyzes the words customers type in on the search feature at www.nordstrom.
com. She’s found five patterns: customers key in particular items (“shoes”), trends (“leop-
ard prints”), departments from the bricks-and-mortar stores (“Brass Plum,” the juniors de-
partment), designer names, and special occasions (“prom”). The changes she suggested
for the site based on her research increased Web sales 32%.

Source: Ron Lieber, “She Reads Customers’ Minds,” Fast Company, January 2001, 54.
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• The organizational problem or conflict.

• The specific technical questions that must be answered to solve the problem.

• The rhetorical purpose (to explain, to recommend, to request, to propose)
the report is designed to achieve.

The following purpose statements have all three elements:

Current management methods keep the elk population within the carrying capacity of
the habitat but require frequent human intervention. Both wildlife conservation spe-
cialists and the public would prefer methods that controlled the elk population natu-
rally. This report will compare the current short-term management techniques
(hunting, trapping and transporting, and winter feeding) with two long-term manage-
ment techniques, habitat modification and the reintroduction of predators. The pur-
pose of this report is to recommend which techniques or combination of techniques
would best satisfy the needs of conservationists, hunters, and the public.

Report audience: The superintendent of Yellowstone National Park

When banner ads on Web pages first appeared in 1994, the initial response, or “click-
through” rate, was about 10%. However, as ads have proliferated on Web pages, the
click-through rate has dropped sharply. Rather than assuming that any banner ad will
be successful, we need to ask, What characteristics do successful banner ads share?
Are ads for certain kinds of products and services or for certain kinds of audiences
more likely to be successful on the Web? The purpose of this report is to summarize
the available research and anecdotal evidence and to recommend what Leo Burnett
should tell its clients about whether and how to use banner ads.

Report audience: Leo Burnett Advertising Agency

To write a good purpose statement, you must understand the basic problem
and have some idea of the questions that your report will answer. Note, how-
ever, that you can (and should) write the purpose statement before researching
the specific alternatives the report will discuss.

Writing Proposals
Proposals suggest a method for finding information or solving a problem.1

Finding the information or solving the problem helps an organization decide
whether to change, decide how to change, or implement a change that is
agreed on. (See Figure 15.2.)

Proposals have two goals: to get the project accepted and to get you ac-
cepted to do the job. Proposals must stress audience benefits and provide spe-
cific supporting details. In a memo supporting a new technology fee for all
students, a university’s technology committee listed benefits for each suggested
program that the fee would cover. For example, the committee recommended
setting up undergraduate computing labs for specific disciplines. The related
benefits listed for students were on-site software support and an improved
sense of community for undergraduate majors.

Proposals may be competitive or noncompetitive. Competitive proposals
compete against each other for limited resources. Applications for research
funding are often very competitive. Many companies will bid for corporate or
government contracts, but only one will be accepted. In 2005, the National In-
stitutes of Health awarded more than $23 billion, including research grants,
research training, and fellowships, to universities, hospitals, nonprofits, small

Defining an
Information Problem

Problem: It took too
long for managers to

get updates on sales and oper-
ations. “When the CEO asked
how the quarter was looking,”
GE Plastics chief information of-
ficer John Seral explains, “he
got a different answer depend-
ing on whom he asked. . . . It
could take hours or days.”

Solution: GE vice chairman Gary
Rogers hatched the idea for a dig-
ital dashboard—the continuously
updated online display of a com-
pany’s vital stats. But it fell to Seral
to build the system. . . . GE’s new
“digital cockpits” now give 300
managers access to the com-
pany’s essential data—on desk-
top PCs and Blackberry PDAs.
The old system required dozens
of analysts to compile information
and send it up the line; Seral’s
dashboards have slimmed down
those ranks to six. To get the proj-
ect launched, Seral first asked
several senior managers—from
quality assurance, manufacturing,
and IT [information technology]—
to decide what numbers each di-
vision would contribute. Then he
hired an IT crew to enforce data
input. The numbers he could get
would be a day old, but that was a
fair compromise. . . . “This wasn’t
just an IT feat,” Seral says. “It was
about changing the culture so
everyone has a common way to
look at the business.”

Quoted from Bob Tedeschi, “End of
the Paper Chase,” Business 2.0,
March 2003, 64.
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Figure 15.2 Relationship among Situation, Proposal, and Final Report

Company’s current situation The proposal offers to The final report will provide

We don’t know whether we should Assess whether change is a good Insight, recommending whether 
change. idea. change is desirable.

We need to/want to change, but we Develop a plan to achieve desired A plan for achieving the desired 
don’t know exactly what we need goal. change.
to do.

We need to/want to change, and we Implement the plan, increase (or A record of the implementation and 
know what to do, but we need help decrease) measurable outcomes. evaluation process.
doing it.

Source: Adapted from Richard C. Freed, Shervin Freed, and Joseph D. Romano, Writing Winning Proposals: Your Guide to Landing the Client, Making the
Sale, Persuading the Boss (New York: McGraw-Hill, 1995), 21.

businesses, and other organizations. The total sum may seem large, but at
many universities hundreds of faculty write grant proposals, and the fate of
those proposals plays a major role in the faculty member’s career as well as
the reputation of the institution. Of the NIH institutional grants in 2005, Johns
Hopkins University ranked first, receiving more than $607 million; the Uni-
versity of Pennsylvania ranked second, receiving more than $471 million.2

Noncompetitive proposals have no real competition. For example, a company
could accept all of the internal proposals it thought would save money or im-
prove quality. And often a company that is satisfied with a vendor asks for a
noncompetitive proposal to renew the contract.

To write a good proposal, you need to have a clear view of the problem you
hope to solve and the kind of research or other action needed to solve it. A
proposal must answer the following questions convincingly:

• What problem are you going to solve? Show that you understand the
problem and the organization’s needs. Define the problem as the audience
sees it, even if you believe that the presenting problem ( p. 471) is part of
a larger problem that must first be solved.

• How are you going to solve it? Prove that your methods are feasible.
Show that a solution can be found in the time available. Specify the topics
you’ll investigate. Explain how you’ll gather data.

• When will you complete the work? Provide a detailed schedule showing
when each phase of the work will be completed.

• Can you deliver what you promise? Show that you have the knowledge,
the staff, and the facilities to do what you say you will. Describe your pre-
vious work in this area, your other qualifications, and the qualifications of
any people who will be helping you.

• What benefits can you offer? For many proposals, various organizations
may be able to supply the goods, services, or research needed. Show why
the company should hire you. Discuss the benefits—direct and indirect—
that your firm can provide.

• How much will you charge? Provide a detailed budget that includes costs
for materials, salaries, and overhead.

• What exactly will you provide for us? Specify the tangible products
you’ll produce; explain how you’ll evaluate them.

Government agencies and companies often issue requests for proposals,
known as RFPs. Use the exact headings, terminology, and structure of an
RFP when responding to one. Competitive proposals are often scored by

�
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giving points in each category. Evaluators look only under the heads speci-
fied in the RFP. If information isn’t there, the proposal may get no points in
that category.

Proposals for Class Research Projects
You may be asked to submit a proposal for a report that you will write for a
class. Your instructor wants evidence that your problem is meaningful but not
too big to complete in the allotted time, that you understand it, that your
method will give you the information you need, that you have the knowledge
and resources to collect and analyze the data, and that you can produce the report
by the deadline.

A proposal for a student report usually has the following sections:

1. In your first paragraph (no heading), summarize in a sentence or two the
topic and purposes of your report.

2. Problem. What organizational problem exists? What is wrong? Why
does it need to be solved? Is there a history or background that is relevant?

3. Feasibility. Are you sure that a solution can be found in the time avail-
able? How do you know? (This section may not be appropriate for some
class projects.)

4. Audience. Who in the organization would have the power to implement
your recommendation? What secondary audiences might be asked to
evaluate your report? What audiences would be affected by your recom-
mendation? Will anyone in the organization serve as a gatekeeper, deter-
mining whether your report is sent to decision makers? What watchdog
audiences might read the report? Will there be other readers?

For each of these audiences give the person’s name, job title, and busi-
ness address and answer the following questions:

• What is the audience’s major concern or priority? What “hot buttons”
must you address with care?

• What will the audience see as advantages of your proposal? What ob-
jections, if any, is the reader likely to have?

• How interested is the audience in the topic of your report?

• How much does the audience know about the topic of your report?

List any terms, concepts, or assumptions that one or more of your audi-
ences may need to have explained. Briefly identify ways in which your
audiences may affect the content, organization, or style of the report.

5. Topics to investigate. List the questions and subquestions you will an-
swer in your report, the topics or concepts you will explain, the aspects of
the problem you will discuss. Indicate how deeply you will examine each
of the aspects you plan to treat. Explain your rationale for choosing to
discuss some aspects of the problem and not others.

6. Methods/procedure. How will you get answers to your questions?
Whom will you interview or survey? What questions will you ask? What
published sources will you use? Give the full bibliographic references.

Your methods section should clearly indicate how you will get the infor-
mation needed to answer questions posed in the other sections of the proposal.

7. Qualifications/facilities/resources. Do you have the knowledge and
skills needed to conduct this study? Do you have adequate access to the
organization? Is the necessary information available to you? Are you
aware of any supplemental information? Where will you turn for help if
you hit an unexpected snag?

Playing for Real
Money

Not many college classes
have cash prizes, but

some students working toward
MBA degrees can participate in
business plan contests. Groups
of students write a business plan
and present it to real-world bankers
and venture capitalists. The stakes
are high. Major contests have
big cash awards and a shot at
really starting the business the
students have been planning.
Even the losers benefit from the
writing practice and the feed-
back they can use to continue
improving their plans.

Among the winners is Sarah
Takesh, who took first place in the
National Social Ventures Compe-
tition, earning $25,000 for a fash-
ion company called Tarsian and
Blinkley. In Takesh’s business,
which she has since launched,
Afghan workers apply local hand-
icrafts to produce clothing sold in
boutiques in New York and San
Francisco. Although the items
are beautiful, Takesh’s fashion
sense was less important to the
judges than her insights about
international trade.

Another contest winner, KidSmart,
is a plan for a company offering a
new product: an alarm that alerts
children with a recording of a
parent’s voice, rather than the
earsplitting beeps of a traditional
smoke alarm. The KidSmart busi-
ness plan won the $100,000
grand prize in Moot Corp, spon-
sored by the University of Texas.
The four-person KidSmart team
supported its presentation with
video footage showing that its
smoke detector is better at wak-
ing children than the traditional
beeps are.

Adapted from Patrick J. Sauer, “How
to Win Big Money and Get Ahead in
Business,” Inc. 25, no. 9 (September
2003): 95–96� .
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Choosing Topics 
to Investigate

No report investigates
all possible topics.

Choose the ones that decision
makers care most about and
will find most useful.

Specific topics will relate to the
topic of the report. General top-
ics can include managerial, tech-
nical, and social criteria. Here
are some examples:

Managerial Criteria

• Cost (e.g., acquisition,
maintenance, disposal; taxes).

• Market demand.

• Staffing requirements.

• Organizational impact
(distribution of resources;
effect on personnel, other
projects, and image).

• Consistency with
organizational goals.

Technical Criteria

• Availability of technology,
materials, parts.

• Compatibility with existing
systems.

• Adaptability, flexibility, ability
to be upgraded.

• Reliability, longevity, repair
record.

• Compliance with legal codes
(e.g., environment, Americans
with Disabilities Act).

Social Criteria

• Human impact (jobs, morale,
employment benefits).

• Environmental impact.

• Safety.

• Quality.

• Ethical issues (e.g., conflict
of interest, use of resources,
impact on stakeholders).

Adapted from Mary M. Lay, Billie J.
Wahlstrom, Carolyn Rude, Cindy Selfe,
and Jack Selzer, Technical Commu-
nication, 2nd ed. (Burr Ridge, IL: 
Irwin/McGraw-Hill, 2000), 510.

You’ll be more convincing if you have already scheduled an interview,
checked out books, or printed out online sources.

8. Work schedule. List both the total time you plan to spend on and the
date when you expect to finish each activity. This is one list of possible ac-
tivities; you may think of others for your project.

• Gathering information.

• Analyzing information.

• Organizing information.

• Preparing the progress report.

• Writing the draft.

• Revising the draft.

• Preparing the visuals.

• Editing the draft.

• Proofreading the report.

These steps frequently overlap. Many writers start analyzing and or-
ganizing information as it comes in. They start writing pieces of the final
document early in the process.

Organize your work schedule in either a chart or calendar. A good
schedule provides realistic estimates for each activity, allows time for un-
expected snags, and shows that you can complete the work on time.

9. Call to action. In your final section, indicate that you’d welcome any sugges-
tions your instructor may have for improving the research plan. Ask your in-
structor to approve your proposal so that you can begin work on your report.

Figure 15.3 shows a student proposal for a long report.

Proposals for Action
You can write a proposal for action or change in your organization. Normally,
proposals for action recommend new programs or ways to solve organiza-
tional problems. As manager of compensation planning, Catherine Beck had
to propose a compensation system when telephone companies Bell Atlantic
and Nynex Corporation merged and again a few years later when Bell At-
lantic merged with GTE to form Verizon. When two companies merge, each
has its own pay scale, bonus policy, and so on; the problem is that the merged
companies will need a single, unified system. In these two mergers, Beck had
to recommend the system she thought would work best in the new company.3

Writing a proposal for action requires considerable research. When Catherine
Beck had to propose a new compensation policy, she worked with a team of hu-
man resource and other managers plus compensation experts. Together they be-
gan by studying the existing policies of the merging organizations, including job
titles, salary structures, bonus plans, and the system of performance appraisals.
They compared the two systems, looking for their underlying principles. In the
first merger, between Bell Atlantic and Nynex, they determined that the two
plans were so different that they would have to create a completely new system.
In the second merger, of Bell Atlantic and GTE, they concluded that the plans
were similar enough to be modified and combined into a single system. After this
internal research leading to an initial decision, preparing a proposal and imple-
menting a system for tens of thousands of management employees took months
in both mergers.4

Often, writing a proposal requires gathering information from outside the or-
ganization, too. Basic steps include reading articles in trade and professional jour-
nals, looking up data online, and talking to employees or customers.
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March 29, 2007

To:              Professor Chris Toth

From:          JOABA Consulting

Subject:      Proposal to Research and Make a Recommendation on the Feasibility of
                   Expanding Panera into Chile

Panera Bread Company has recently approached our group to explore the feasibility of 
expanding into a foreign country. We believe Chile is a suitable country for this initial global 
expansion. This proposal provides a brief overview of Chile and outlines how we will conduct 
our research in preparation for the formal research report.

Problem

Panera Bread Company has saturated the US market with its stores and is now looking to 
expand its business to foreign markets. We need to find and research a location that will
support and welcome an organization like Panera, while at the same time increasing the
overall profits of the company.

Country Overview

After some initial research, we believe the Republic of Chile, or Chile, would be a suitable 
country to research for the possible expansion. Chile has a population of approximately 15.9 
million, with 35% of that population located in the capital city of Santiago. The official national 
language is Spanish (“Chile’’).

Business hours in Chile typically run Monday through Friday from 8:30 a.m. to 6:00 p.m. Lunch 
varies between one and two hours, and in urban areas such as Santiago, it is rare for people to 
go home for lunch (“Chile’’). Chile is a long country and extends over many tastes of food and 
drinks. In addition, it is well known for its seafood and wine. Among the many foods that 
Chileans enjoy are empanadas, seafood, sandwiches, and desserts. The Chilean diet also 
includes many dishes that use chicken and beef products (“Typical”).

Chile has a booming and growing economy. It serves as a model country for other Latin
American nations with a low inflation rate, increasing GDP, and decreasing unemployment rate. 
The nation has also signed several trade agreements with other countries and continues to
liberalize its trade policies (“Chile’’). These are all positive economic indicators that encourage 
foreign firms to invest in Chile. Since the country's economic growth is estimated to continue 
into future years, Panera should view it as an attractive market to enter.

Summarize
topic and
purpose of

report.

If the “Problem’’ section is detailed and well-written
you may be able to use it unchanged in your report.

This section is a “Background’’ section for this
proposal. Not all proposals include backgound.

Proposal uses in-text citations.

Not all class reports

will need a

“Feasibility’’ section.

In the subject line 1  indicate that this is a proposal

                             
2 specify the kind of report

                 3 specify the topic

Figure 15.3 Proposal for a Student Group Report

(continued)



Locker−Kienzler: Business 
and Administrative 
Communication, Eighth 
Edition

V. Reports 15. Planning, Proposing, 
and Researching Reports

© The McGraw−Hill 
Companies, 2008

Chapter 15 Planning, Proposing, and Researching Reports 499

Proposal to Research and Make a Recommendation on the Feasibility of Expanding Panera into Chile 
March 29, 2007
Page 2

Our formal report has multiple layers of audiences:

Gatekeeper :  Professor Toth. You have the power to accept or reject the formal report
          before it is passed on to the primary audience.

          Primary :  Mr. Ronald M. Shaich, the CEO of Panera Bread Company, as well as other
          members of the executive committee. They will be the audience who decides
          whether to accept our recommendations found in the formal report.

          Secondary:  The marketing and human resources departments at Panera, all employees
          of Panera who are affected by the message, as well as the Santiago Chamber of Commerce.       
          The Santiago Chamber of Commerce may try to keep Panera out of the city if they believe
           the organization will be too much competition for local businesses.

          Auxiliary:  Panera employees who may read the report, but who will not be directly
          affected by it.

          Watchdog:   Other companies looking to expand into Chile, the Securities and Exchange
          Commission, and competitors of Panera who are looking to expand internationally.

We plan to answer the following questions in detail:

1. What does the company need from the country?
                   Culture—How can Panera operate in this culture and still maintain Panera's
                   identity?
                   Legal Restrictions—What hoops will Panera need to jump through in order to open    
                   a store for business?
                   Political Stability—How stable is the government to ensure that the store can stay          
                   in business for years to come?
                   Economic Feasibility—Under what prices and costs will Panera need to operate?   
                   Can it still be profitable? What is Panera's economic standing?

2. What does the company need from the Chilean market?
                   Market Acceptability—How easily can Panera adapt its products to the Chilean

     culture?
                   Competitor Analysis—Who is our competition? (What is the competition in Chile?   
                   Look at both American restaurants and local cafes in Santiago.)
                   Location—What area or city will best serve the interests of Panera in the

     Chilean market?

Include a

header on

all additional

pages.

List your major audiences.

Identify their knowledge,

interest, and concerns.

Indicate what you'll discuss briefly and what

you'll discuss in more detail. This list

should match your audience's concerns.

All items in list
must be

grammatically
parallel. Here, all
are questions.

Audience

Topics to Investigate

Figure 15.3 Proposal for a Student Group Report (Continued)

(continued)
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Proposal to Research and Make a Recommendation on the Feasibility of Expanding Panera into Chile 
March 29, 2007
Page 3

3. What does the company need in terms of work force?
                   Employees—What mix of local managers and American managers will best serve
                   Panera? What will be the mix of store workers?
                   Employment Outlook—What is the current work outlook in Chile? High

     unemployment? Does the country offer an available work force to staff the store?
                   Employee Expectations—How will employee expectations be different than those of    

     American employees? How do the work ethics of each group compare?

Methods and Resources

We expect to get the most information from: (1) various websites, (2) books, and (3) an
interview with a native Chilean resident. The following Web sites and books appear useful:

“Amcham Chile.’’ The Chilean American Chamber of Commerce.  2005.  29 March 2007.            
          <http://www.amchamchile.cl/english/default.asp>.

Blake, Charles H. Politics in Latin America. Boston: Houghton Mifflin, 2005.

“Chile.’’ Central Intelligence Agency: The World Factbook. 10 Jan. 2006.  29 March 2007.    
          <https://www.cia.gov/library/publications/the-world-factbook/geos/ci.html>.

“Chile Foreign Investment Committee.’’  2005. State of Chile.  29 March 2007.          
          <http://www.foreigninvestment.cl/index/index.asp>.

Hartlyn, Jonathan, and Samuel A. Morley. Latin American Political Economy: Financial
          Crisis and Political Change. Boulder, CO: Westview P., 1986.

Lustig, Nora. Coping With Austerity. Washington, D.C.: The Brookings Institution, 1995.

“Made in USA, Sold in Chile.’’ Buyusa.Gov. 2006. U.S Commercial Service.  29 March 2007.       
          <www.buyusa.gov/chile/en>.

Panera Bread.  2006.  29 March 2006. <http://www.panerabread.com/>.

Santiago—Chile. “Embassy of the USA.’’  2007.  U.S. Department of State.  29 March 2007.   
          <www.usembassy.cl>.

“The Global Coalition against Corruption.’’ Transparency International.  2006.  29 March 2007.    
          <http://www.transparency.org/>.

“Typical Chilean Food and Drink.’’ Woodward Chile. 28 November 2005. Woodward:
A Different Kind of Thinking. 30 March 2007 <http://woodward.cl.chilefood.html>.

If it is well written,
“Topics to Investigate’’
section will become the

“Scope’’ section of
the report—with
minor revisions.

If you're using
library or Web
research, list
sources you
hope to use.

Use full
bibliographic

citations.

Your list of sources should
convince your instructor

that you have made initial
progress on the report.

This list
uses MLA

format.

If you'll
administer a

survey or conduct
interviews, tell

how many,
subjects you'll
have, how you'll

choose them, and
what you'll ask

them. This
group does not
use a survey.

Figure 15.3 Proposal for a Student Group Report (Continued)
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Qualifications

We are all students enrolled in a business communication course, and the variety of our 
majors—marketing, business, health and human performance—give us a broad perspective
for this expansion project. Moreover, two members of our group are fluent in Spanish, which
will aid in any language barriers we encounter. JOABA Consulting is committed to
increasing our knowledge of international expansion and creating a quality report.

Work Schedule

The following schedule will enable us to finish this report on time.

Activity Total Time   Completion Date
Gathering information         10 hours   March 31
Analyzing information                                7 hours                                       April   3
Organizing information                               4 hours                                       April   5
Writing draft/creating visuals                      6 hours                                       April   8
Revising the draft                                       3 hours                                       April   9
Preparing presentation slides                    3 hours                                       April 11
Editing the draft                                          2 hours                                       April 12
Proofreading the report                              3 hours                                       April 14
Rehearsing presentation                            2 hours                                       April 16

Call to Action

We are confident we can complete the assigned task with the schedule listed above. We
would appreciate your suggestions and ideas for strengthening our plan to make our report
better. Please approve our proposal so that we can begin preparing our report.

Cite knowledge and skills from other classes, jobs, and activities that will
enable you to conduct the research and interpret your data.

Good
reports need
good revision,
editing, and
proofreading
as well as
good research.

Allow plenty
of time!

It's tactful to indicate
you'll accept suggestions.

End on a positive,
forward-looking note.

Time will depend
on the length

and topic of your
report, your

knowledge of the
topic, and your
writing skills.

Figure 15.3 Proposal for a Student Group Report (Concluded)

Sales Proposals
To sell expensive goods or services, you may be asked to submit a proposal.

Be sure that you understand the buyer’s priorities. A phone company lost a
$36 million sale to a university because it assumed the university’s priority
would be cost. Instead, the university wanted a state-of-the-art system. The
university accepted a higher bid.

Don’t assume that the buyer will understand why your product or system
is good. For everything you offer, show the benefits of each feature. Be sure to
present the benefits using you-attitude ( p. 76). Consider using psychological
description ( p. 387) to make the benefits vivid.

�
�
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Use language appropriate for your audience. Even if the buyers want a state-of-
the-art system, they may not want the level of detail that your staff could provide;
they may not understand or appreciate technical jargon.

Sales proposals, particularly for complicated systems costing millions of
dollars, are often long. Provide a one-page cover letter to present your pro-
posal succinctly. The best organization for this letter is a modified version of
the sales pattern in Chapter 12:

1. Catch the reader’s attention and summarize up to three major benefits you
offer.

2. Discuss each of the major benefits in the order in which you mentioned
them in the first paragraph.

3. Deal with any objections or concerns the reader may have.

4. Mention other benefits briefly.

5. Ask the reader to approve your proposal and provide a reason for acting
promptly.

Proposals for Funding
Proposals for funding include both business plans (documents written to
raise capital for new business ventures) and proposals submitted to founda-
tions, corporations, and government agencies, to seek money for public serv-
ice projects. In a proposal for funding, stress the needs your project will meet
and show how your project helps fulfill the goals of the organization you are
asking for funds.

Proposals are a major part of nonprofits’ fund-raising activity; they write
grant proposals to governmental organizations, foundations, and individuals
to raise money for their organization. The writing process involves consider-
able research and planning, and often is preceded by informal conversations
and formal presentations to potential funders. The funding process is often
seen as a relationship-building process that involves researching, negotiating
with, and persuading funders that the proposal not only meets their guide-
lines, but also is a cause worthy of a grant.

Every funding source has certain priorities; some have detailed lists of
the kind of projects they fund. The Foundation Center hosts The Foundation
Directory, which indexes foundations by state and city as well as by field of
interest. The Foundation Center also supports The Foundation Grants Index
Annual, which lists grants of $5,000 or more made by the 425 biggest foun-
dations. Check recent awards to discover foundations that may be inter-
ested in your project. The same company provides Source Book Profiles
which describes 1,000 national and regional foundations. All three indexes
may be searched online if you pay a subscription fee. Philanthropic Research
Inc. publishes free information about grants and grantmakers at its
GuideStar Web site (http://www.guidestar.org), though a more detailed
database is available by subscription. For information about grants made
by the US government, visit http://www.grants.gov/, a Web site published
by the Department of Health and Human Services. The site offers information
on grant programs of all federal grant-making agencies, as well as download-
able grant applications.

Figuring the Budget and Costs
For a class research project, you may not be asked to prepare a budget. How-
ever, many proposals do require budgets, and a good budget is crucial to
making the winning bid.

Writing an Effective
Business Plan

How do entrepreneurs
raise the capital needed

to launch a new business? They
write a business plan. When you
write one, you need to persuade
an investor that your concept for
an organization is solid and that
you’re the best person to carry it
out. Venture capitalists and suc-
cessful entrepreneurs give the fol-
lowing advice about writing a
solid business plan:

• Keep it short and simple—a
good business plan
articulates what the company
will do and how it will benefit
the customer. Specify the
product or service. Begin
with an executive summary.

• Introduce the management
team—a good business
plan explains the people
behind the product.

• Anticipate problems and
challenges—a good business
plan answers the tough
questions about your idea.
Venture capitalists will already
know the problem; they want
to be sure you do too.

• Show there is a market—a
good business plan
identifies a target market
and demonstrates that
people will use the product
or service offered.

• Show a path to profit—a good
business plan explains how
the business will make money

• Make it personal—a good
business plan is not a template;
it shows passion about ideas.

Adapted from Greg Farrell, “Business
Plans Should Be Simple, Passionate,”
USA Today, July 31, 2006, 5E.
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In fact, your budget may well be the most carefully scrutinized part of your
proposal.5

Ask for everything you need to do a quality job. Asking for too little may
backfire, leading the funder to think that you don’t understand the scope of
the project. Include less obvious costs, such as overhead. Also include costs
that will be paid from other sources. Doing so shows that other sources also
have confidence in your work. Pay particular attention to costs that may ap-
pear to benefit you more than the sponsor such as travel and equipment.
Make sure they are fully justified in the proposal.

Do some research. Read the RFP to find out what is and isn’t fundable. Talk
to the program officer (the person who administers the funding process) and
read successful past proposals to find answers to the following questions:

• What size projects will the organization fund in theory?

• Does the funder prefer making a few big grants or many smaller grants?

• Does the funder expect you to provide in-kind or cost-sharing funds from
other sources?

Think about exactly what you’ll do and who will do it. What will it cost to
get that person? What supplies or materials will he or she need? Also think
about indirect costs for using office space, about retirement and health benefits
as well as salaries, about office supplies, administration, and infrastructure.

Make the basis of your estimates specific.

Weak: 75 hours of transcribing interviews $1,500

Better: 25 hours of interviews; a skilled transcriber can 
complete 1 hour of interviews in 3 hours; 75 hours @ $20/hour $1,500

Figure your numbers conservatively. For example, if the going rate for
skilled transcribers is $20 an hour, but you think you might be able to train
someone and pay only $12 an hour, use the higher figure. Then, even if your
grant is cut, you’ll still be able to do the project well.

Writing Progress Reports
When you’re assigned to a single project that will take a month or more, you’ll
probably be asked to file one or more progress reports. A progress report re-
assures the funding agency or employer that you’re making progress and al-
lows you and the agency or employer to resolve problems as they arise.
Different readers may have different concerns. An instructor may want to
know whether you’ll have your report in by the due date. A client may be
more interested in what you’re learning about the problem. Adapt your
progress report to the needs of the audience.

Christine Barabas’s study of the progress reports in a large research and
development organization found that poor writers tended to focus on
what they had done and said very little about the value of their work.
Good writers, in contrast, spent less space writing about the details of
what they’d done but much more space explaining the value of their work
for the organization.6

When you write progress reports, use what you know about emphasis, pos-
itive tone, and you-attitude. Don’t present every detail as equally important.
Use emphasis techniques to stress the major ones. Readers will generally not
care that Jones was out of the office when you went to visit him and that you
had to return a second time to catch him. In your report, try to exceed expec-
tations in at least some small way. Perhaps your research is ahead of schedule,
or needed equipment arrived earlier than expected. However, do not present

Many nonprofits rely
on foundation support to deliver
programs and services to
constituents. In support of the
nonprofit sector, the Foundation
Center was established in 1956
to “strengthen the nonprofit
sector by advancing knowledge
about US philanthropy.”

As a leading authority on
philanthropy, the Foundation
Center offers many resources
online to connect nonprofits
and grant-makers, maintaining
a database on US grant-
makers and their grants. In
addition, the Foundation Center
conducts research, operates
library/learning centers, and
offers educational and training
programs.

Another helpful resource for
writing grants is the Pacific Bell
Knowledge Network. The site
lists resources for researching
and writing grant proposals.

http://foundationcenter.
org/
http://www.kn.pacbell.
com/products/grants/
index.html
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the good news by speculating on the reader’s feelings; many readers find such
statements offensive.

Poor: You will be happy to hear the software came a week early.

Better: The software came a week early, so Pat can start programming earlier than
expected.

Remember that your audience for your report is usually in a position of power
over you, so be careful what you say to them. Generally it is not wise to blame
them for project problems even if they are at fault.

Poor: We could not proceed with drafting the plans because you did not send us
the specifications for the changes you want.

Better: Chris has prepared the outline for the plan. We are ready to start drafting as
soon as we receive the specifications. Meanwhile, we are working on. . . .

Subject lines for progress reports are straightforward. Specify the project on
which you are reporting your progress.

Where the Funds Are

Dr. Richard Klausner
has a lot of money to

give away. He holds the job of
global-health executive director
for the Bill & Melinda Gates
Foundation, a charitable foun-
dation whose assets total about
$24 billion, making it perhaps
the largest foundation in history.
The Gates Foundation funds
work in two main areas: educa-
tion and global health. So far,
the foundation has given $2.8
billion to health-related efforts.

Having so much money to give
away poses its own set of prob-
lems. As diseases such as malaria,
tuberculosis, and AIDS devastate
regions of the world, someone
has to set priorities. Klausner and
his staff have developed princi-
ples for awarding grants. The
health grants target one of three
areas of concern: HIV/AIDS and
tuberculosis, infectious diseases
and vaccines, and reproductive
and child health. Even these ar-
eas are broad, so the founda-
tion’s staff must rely on grant
writers to make a convincing case.
They look for programs that offer
long-term solutions, rather than
temporary fixes.

Klausner appreciates the process.
He told a reporter, “A well-written
grant is a beautiful thing. You have
a really smart person saying, ‘I
have this idea.’ It’s a wonderful story.”
Together with his staff, Klausner
evaluates these stories, looking for
the best ideas. In Klausner’s words,
the process is “an opportunity to
ask, ‘What’s our thinking about turn-
ing this [proposal] down? Are we
missing something important here?’”
When the foundation does fund a
proposal, it stays involved, monitor-
ing progress to be sure the pro-
gram is delivering the promised
benefits.

Adapted from Chuck Salter, “Richard
Klausner Spends to Save Lives,” Fast
Company, November 2002, 128.

Subject: Progress on Developing a Marketing Plan for TCBY

Subject: Progress on Group Survey on Campus Parking

If you are submitting weekly or monthly progress reports on a long project,
number your progress reports or include the time period in your subject line.
Include dates for the work completed since the last report and work to be
completed before the next report.

Make your progress report as positive as you honestly can. You’ll build a
better image of yourself if you show that you can take minor problems in
stride and that you’re confident of your own abilities.

Negative: I have not deviated markedly from my schedule, and I feel that I will have
very little trouble completing this report by the due date.

Positive: I am back on schedule and expect to complete my report by the due date.

Focus on your solutions to problems rather than the problems themselves:

Negative: Our group can’t find the books we need at the library.

Positive: We have ordered the books we need from Interlibrary Loan; they are ex-
pected to arrive Monday, November 15.

Do remember to use judicious restraint with your positive tone. Without de-
tails for support, glowing judgments of your own work may strike readers as
ill-advised bragging, or maybe even dishonesty.

Progress reports can be organized in three ways: by chronology, by task,
and to support a recommendation.

Chronological Progress Reports
The chronological pattern of organization focuses on what you have done and
what work remains.

1. Summarize your progress in terms of your goals and your original
schedule. Use measurable statements.

Poor: My progress has been slow.

Better: The research for my report is about one-third complete.
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2. Under the heading “Work Completed,” describe what you have already
done. Be specific, both to support your claims in the first paragraph and
to allow the reader to appreciate your hard work. Acknowledge the peo-
ple who have helped you. Describe any serious obstacles you’ve encoun-
tered and tell how you’ve dealt with them.

Poor: I have found many articles about Procter & Gamble on the Web. I have had
a few problems finding how the company keeps employees safe from
chemical fumes.

Better: On the Web, I found Procter & Gamble’s home page, its annual report,
and mission statement. No one whom I interviewed could tell me about
safety programs specifically at P&G. I have found seven articles about
ways to protect workers against pollution in factories, but none 
mentions P&G.

3. Under the heading “Work to Be Completed,” describe the work that re-
mains. If you’re more than three days late (for school projects) or two
weeks late (for business projects) submit a new schedule, showing how you
will be able to meet the original deadline. You may want to discuss “Obser-
vations” or “Preliminary Conclusions” if you want feedback before writing
the final report or if your reader has asked for substantive interim reports.

4. Either express your confidence in having the report ready by the due
date or request a conference to discuss extending the due date or limit-
ing the project. If you are behind your original schedule, show why you
think you can still finish the project on time.

Even in chronological reports you need to do more than merely list work you
have done. Show the value of that work and your prowess in achieving it, par-
ticularly your ability at solving problems. The student progress report in
Figure 15.4 uses the chronological pattern of organization.

Task Progress Reports
In a task progress report, organize information under the various tasks you
have worked on during the period. For example, a task progress report for a
group report project might use the following headings:

Finding Background Information on the Web and in Print
Analyzing Our Survey Data
Working on the Introduction of the Report and the Appendices

Under each heading, the group could discuss the tasks it has completed and
those that remain.

Task progress reports are appropriate for large projects with distinct topics
or projects.

Recommendation Progress Reports
Recommendation progress reports recommend action: increasing the funding
for a project, changing its direction, canceling a project that isn’t working out.
When the recommendation will be easy for the reader to accept, use the direct
request pattern of organization from Chapter 12 ( p. 376). If the recommen-
dation is likely to meet strong resistance, the problem-solving pattern ( p. 378)
may be more effective.

�
�

The Political Uses of
Progress Reports

Progress reports can
do more than just report

progress. You can use progress
reports to

• Enhance your image. Details
about the number of
documents you’ve read,
people you’ve surveyed, or
experiments you’ve
conducted create a picture
of a hardworking person
doing a thorough job.

• Float trial balloons. Explain,
“I could continue to do X
[what you approved]; I could
do Y instead [what I’d like to
do now].” The detail in the
progress report can help
back up your claim. Even if
the idea is rejected, you
don’t lose face because you
haven’t made a separate
issue of the alternative.

• Minimize potential problems.
As you do the work, it may
become clear that imple-
menting your recommen-
dations will be difficult. In
your regular progress reports,
you can alert your boss or the
funding agency to the
challenges that lie ahead,
enabling them to prepare
psychologically and
physically to act on your
recommendations.
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November 10,  2008

To: Kitty O. Locker

From: David G. Bunnel

Subject: Progress on CAD/CAM Software Feasibility Study for the Architecture Firm, Patrick 
and Associates, Inc.

I have obtained most of the information necessary to recommend whether CADAM or CATIA is 
better for Patrick and Associates, Inc. (P&A). I am currently analyzing and organizing this infor-
mation and am on schedule.

Work Completed

To learn how computer literate P&A employees are, I interviewed a judgment sample of five 
employees. My interview with Bruce Ratekin, the director of P&A's Computer-Aided Design 
(CAD) Department on November 3 enabled me to determine the architectural drafting needs of 
the firm. Mr. Ratekin also gave me a basic drawing of a building showing both two- and three-
dimensional views so that I could replicate the drawing with both software packages.

I obtained tutorials for both packages to use as a reference while making the drawings. First I 
drew the building using CADAM, the package designed primarily for two-dimensional architec-
tural drawings. I encountered problems with the isometric drawing because there was a mistake 
in the manual I was using; I fixed the problem by trying alternatives and finally getting help from 
another CADAM user. Next, I used CATIA, the package whose strength is three-dimensional 
drawings, to construct the drawing. I am in the process of comparing the two packages based 
on these criteria: quality of drawing, ease of data entry (lines, points, surfaces, etc.) for com-
puter experts and novices, and ease of making changes in the completed drawings. Based on 
my experience with the packages, I have analyzed the training people with and without experi-
ence in CAD would need to learn to use each of these packages.

Work to Be Completed

Making the drawings has shown that neither of the packages can do everything that P&A needs. 
Therefore, I want to investigate the feasibility of P&A's buying both packages.

As soon as he comes back from an unexpected illness that has kept him out of the office, I will 
meet with Tom Merrick, the CAD systems programmer for The Ohio State University, to learn 
about software expansion flexibility for both packages as well as the costs for initial purchase, 
installation, maintenance, and software updates. After this meeting, I will be ready to begin the 
first draft of my report.

Whether I am able to meet my deadline will depend on when I am able to meet with Mr. Merrick. 
Right now, I am on schedule and plan to submit my report by the December 10th deadline.

¶ 1:
Summarize
results in
terms of
purpose,
schedule.

Be very
specific
about
what
you've
done.

Show how
you've

overcome
minor

problems.

Specify
the work

that
remains.

Underline headings
or bold.

End on a positive note.

Indicate changes in purpose, scope, or recommendations.
Progress report is a low-risk way to bring the readers on board.

Figure 15.4 A Student Chronological Progress Report
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Research Strategies for Reports
Research for a report may be as simple as getting a computer printout of sales
for the last month; it may involve finding published material or surveying or
interviewing people. Secondary research retrieves information that someone
else gathered. Library research and online searches are the best known kinds
of secondary research. Primary research gathers new information. Surveys,
interviews, and observations are common methods for gathering new infor-
mation for business reports.

Finding Information Online and in Print
You can save time and money by checking online and published sources of data
before you gather new information. Many college and university libraries provide

• Workshops on research techniques.

• Handouts explaining how to use printed and computer-based sources.

• Free or inexpensive access to computer databases.

• Research librarians who can help you find and use sources.

Categories of sources that may be useful include

• Specialized encyclopedias for introductions to a topic.

• Indexes to find articles. Most permit searches by keyword, by author, and
often by company name.
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Good research uses multiple media and sources.
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restaurant
OR

fast food

employment rate
OR

unemployment

minimum
wage

results

Figure 15.5 Example of a Boolean Search

• Abstracts for brief descriptions or summaries of articles. Sometimes the
abstract will be all you’ll need; almost always, you can tell from the abstract
whether an article is useful for your needs.

• Citation indexes to find materials that cite previous research. Citation in-
dexes thus enable you to use an older reference to find newer articles on
the topic. The Social Sciences Citation Index is the most useful for research-
ing business topics.

• Newspapers for information about recent events.

• US Census reports, for a variety of business and demographic information.

To use a computer database efficiently, identify the concepts you’re in-
terested in and choose keywords that will help you find relevant sources.
Keywords or descriptors are the terms that the computer searches for. If
you’re not sure what terms to use, check the ABI/Inform Thesaurus for
synonyms and the hierarchies in which information is arranged in various
databases.

Specific commands allow you to narrow your search. For example, to study
the effect of the minimum wage on employment in the restaurant industry,
you might use a Boolean search (see Figure 15.5):

(minimum wage) and (restaurant or fast food) and
(employment rate or unemployment).

This descriptor would give you the titles of articles that treat all three of
the topics in parentheses. Without and, you’d get articles that discuss the
minimum wage in general, articles about every aspect of restaurants, and
every article that refers to unemployment, even though many of these
would not be relevant to your topic. The or descriptor calls up articles
that use the term fast food or the term restaurant. Many Web search en-
gines, including AltaVista and Google, allow you to specify words that
cannot appear in a source. 

Many words can appear in related forms. To catch all of them, use the
database’s wild card or truncated code for shortened terms and root
words. To find this feature and others, go to the Advanced Search screen
for the search engine you are using. Search engines vary in the symbols
they use for searches, so be sure to check for accurate directions.

Web search engines are particularly effective for words, people, or phrases
that are unlikely to have separate pages devoted to them. For general topics or
famous people, directories like Yahoo! may be more useful. Figure 15.6 lists a
few of the specialized sources available.

Insider Information

“You want to know how
fast an F-16 flies, but

your search engine spits back de-
tails on camera shutter speeds. To
save yourself these detours, take
a page from the book of Sergey
Brin, co-founder of the search-
engine Google: Think more like a
programmer and ask yourself:
What words do I want to come
back in my response?

“When Mr. Brin, who watches
his waistline, wants to know how
much protein is in a serving of
chicken breast, he doesn’t just
type in ‘chicken breast’ and
‘protein.’ He adds the word
‘grams.’

“Another of his winnowing tricks
is to use the minus sign. To en-
sure that a search for ‘dolphins’
doesn’t bring up a slew of refer-
ences to the Miami Dolphins
football team, for instance, type
dolphin -miami. (A space must
be added before the minus
sign, and the minus sign must
go directly before the word to
be removed.)

“Mr. Brin has another secret.
For local addresses and phone
numbers, he uses Yahoo.”

Quoted from “Tricks of the Trade:
Web Searching with a Pro,” Wall
Street Journal, June 5, 2002, D1.
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Evaluating Web Sources
Some of the material on the Web is excellent, but some of it is wholly unreli-
able. With print sources, the editor or publisher serves as a gatekeeper, so you
can trust the material in good journals. To put up a Web page, all one needs is
access to a server.
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Figure 15.6 Sources for Web Research

Subject matter directories

SmartPros (accounting and corporate finance)
http://smartpros.com/

Rutgers Accounting Research Center (RARC)
http://www.accounting.rutgers.edu/

Education Index
http://www.educationindex.com

Resources for Economists on the Internet
http://www.aeaweb.org/RFE/

Human resource management resources on the Internet
http://www.nbs.ntu.ac.uk/research/depts/hrm/links.php

Global Edge
http://www.globaledge.msu.edu/

International Business Kiosk
http://www.calintel.org/kiosk/

Management and entrepreneurship
http://www.lib.lsu.edu/bus/managemt.html

KnowThis: Knowledge source for marketing
http://www.knowthis.com

Internet marketing resources
http://www.lib.lsu.edu/bus/marketin.html

Statistical Resources on the Web (University of Michigan Documents Center)
http://www.lib.umich.edu/govdocs/stats.html

News sites

BusinessWeek
http://www.businessweek.com

CNN/CNNFN
http://www.cnn.com (news)
http://money.cnn.com/ (financial news)

National Public Radio
http://www.npr.org

NewsLink (links to US, Canadian, and international newspapers, magazines, and
resources online)

http://newslink.org
New York Times

http://www.nytimes.com
Wall Street Journal

http://online.wsj.com/
Washington Post

http://www.WashingtonPost.com

Not Necessarily True

Can you believe every-
thing you read on the

Internet? Here are a few exam-
ples of the kinds of Internet hoaxes
that continue to circulate.

In 2006, one rumor in circula-
tion claimed that ATMs have a
hidden safety feature that lets
users signal the police of rob-
bery in progress. Users simply
have to enter their personal
identification number (PIN) back-
wards. While the reverse-PIN
system does exist on paper
(its inventor claims it would re-
duce crime), the technology
has yet to be implemented on
an actual ATM.

As of 2006, an eight-year old
e-mail hoax supposedly from
Microsoft founder Bill Gates
was still going strong. As origi-
nally composed, the message
promised $1,000 to every per-
son who helped the company
beta test its new email tracking
software. All you had to do was
forward the message to every-
one you knew. Later versions in-
cluded phony news reports
claiming that AOL, Microsoft,
and Intel were merging.

In 2005, 9-year-old Penny
Brown had been “missing” for
four years. A chain email asked
readers to send information
about her to the email address
zicozicozico@hotmail.com. But,
neither Penny Brown nor the 
e-mail address exists. Will this
chain letter ever end?

Go to http://urbanlegends.about.
com/ and http://www.scambusters.
org for more information about
Internet hoaxes and frauds.

Adapted from David Emery, “Top 10
Hoaxes and Legends of 2006,” in News
& Issues: Urban Legends and Folklore:
Internet/Web Hoaxes, About.com, http://
urbanlegends.about.com/od/internet/
a/2006_top_ten.htm (accessed June
15, 2007).

(continued)
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Figure 15.6 Sources for Web Research (Concluded)

US government information

FedStats (links from over 100 federal agencies)
http://www.fedstats.gov

Stat-USA/Internet (trade statistics from the Department of Commerce)
http://www.stat-usa.gov/

US Government Printing Office
http://www.gpoaccess.gov/index.html

Bureau of Economic Analysis
http://www.bea.gov/

Bureau of Labor Statistics
http://www.bls.gov/

Census Bureau (including a link to the Statistical Abstract of the United States)
http://www.census.gov/

Securities and Exchange Commission Filings and Forms (EDGAR)
http://sec.gov/edgar.shtml

Small Business Administration
http://www.sbaonline.sba.gov/

White House Briefing Room (economic issues)
http://www.whitehouse.gov/fsbr/esbr.html

White House Briefing Room (social statistics)
http://www.whitehouse.gov/fsbr/ssbr.html

Reference collections

Hoover’s Online (information on more than 13,000 public and private companies
worldwide)

http://www.hoovers.com/
Industry Research Desk

http://www.virtualpet.com/industry/rdindex2.htm
My Virtual Reference Desk

http://www.refdesk.com/
Tile.Net’s guide to Internet discussion and information lists

http://tile.net/lists/

Use four criteria to decide whether a Web site is good enough to use for a
research project:

1. Authors. What person or organization sponsors the site? What credentials
do the authors have?

2. Objectivity. Does the site give evidence to support its claims? Does it give
both sides of controversial issues? Is the tone professional?

3. Information. How complete is the information? What is it based on?

4. Revision date. When was the site last updated?

Answers to these questions may lead you to discard some of the relevant
sites you find. For example, if you find five different Web pages about the cell
phones and car accidents that all cite the same Toronto study, you have one
source, not five. Choose the most complete for your project.

Be warned that many course instructors and other professionals do not
consider Wikipedia a legitimate source.
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Designing Questions for Surveys and Interviews
A survey questions a large group of people, called respondents or subjects.
The easiest way to ask many questions is to create a questionnaire, a written
list of questions that people fill out. An interview is a structured conversation
with someone who will be able to give you useful information. Surveys and
interviews can be useful only if the questions are well designed.

Good questions ask only one thing, are phrased neutrally, avoid making as-
sumptions about the respondent, and mean the same thing to different peo-
ple. At a telecommunications firm, a survey asked employees to rate their
manager’s performance at “hiring staff and setting compensation.” Although
both tasks are part of the discipline of human resource management, they are
different activities. A manager might do a better job of hiring than of setting
pay levels, or vice versa. The survey gave respondents—and the company using
the survey—no way to distinguish performance on each task.7

Phrase questions in a way that won’t bias the response. In the political
sphere, for example, opinions about rights for homosexuals vary according to
the way questions are asked. More Americans oppose “allowing gays and les-
bians to marry legally” than oppose “legal agreements giving many of the
same rights as marriage.” Furthermore, the order in which the questions are
asked may matter. In a survey in which the order of questions varied, more
people favored legal rights for gay and lesbian couples when they already had
been asked about “gay marriage.” Possibly, the order of questions encouraged
them to draw a distinction between marriages and civil unions. With regard to
homosexual relations, the number of people who say such behavior should be
“illegal” is greater than the number who say “consenting adults engaged in
homosexual activities in private should be prosecuted for a crime.”8

Avoid questions that make assumptions about your subjects. The question
“Does your wife have a job outside the home?” assumes that your respondent
is a married man.

Use words that mean the same thing to you and to the respondents. If a
question can be interpreted in more than one way, it will be. Words like often
and important mean different things to different people. When a consulting
firm called Employee Motivation and Performance Assessment helped Duke
Energy assess the leadership skills of its managers, an early draft of the em-
ployee survey asked employees to rate how well their manager “understands
the business and the marketplace.” How would employees know what is in
the manager’s mind? Each respondent would have to determine what is rea-
sonable evidence of a manager’s understanding. The question was rephrased
to identify behavior the employees could observe: “resolves complaints from
customers quickly and thoroughly.” The wording is still subjective (“quickly
and thoroughly”), but at least all employees will be measuring the same cate-
gory of behavior.9

Even questions that call for objective information can be confusing. For ex-
ample, consider the owner of a small business confronted with the question
“How many employees do you have?” Does the number include the owner as
well as subordinates? Does it include both full- and part-time employees? Does
it include people who have been hired but who haven’t yet started work, or
someone who is leaving at the end of the month? A better wording would be

How many full-time employees were on your payroll the week of May 16?

As discussed in Chapter 4, bypassing occurs ( p.113) when two people use
the same words or phrases but interpret them differently. To reduce bypassing,
avoid terms that are likely to mean different things to different people and
pretest your questions with several people who are like those who will fill out

�

Designing survey
questions is an

important and difficult part of
getting valid results. For
examples of surveys, including
information about their design,
visit the Gallup Poll pages of
the Gallup Organization’s Web
site. On the site, click on “Poll
Topics A–Z” to examine the
ways in which surveys and
survey questions are designed.
The Web site also includes a
“Video Archives” page of
Gallup’s survey work. The
videos discuss the results of
particular polls; many also talk
about the poll’s audience and
purpose, important factors in a
survey’s design. Watch several
videos and examine several
polls for the ways in which
audience and purpose shape
the questions in the survey.

http://www.galluppoll
.com



Locker−Kienzler: Business 
and Administrative 
Communication, Eighth 
Edition

V. Reports 15. Planning, Proposing, 
and Researching Reports

© The McGraw−Hill 
Companies, 2008

512 Part 5 Reports

the survey to catch questions that can be misunderstood. Even a small pretest
with 10 people can help you refine your questions.

Kinds of questions
Questions can be categorized in several ways.

Closed questions have a limited number of possible responses. Open ques-
tions do not lock the subject into any sort of response. Figure 15.7 gives examples
of closed and open questions. The second question in Figure 15.7 is an example of
a Likert-type scale. Closed questions are faster for subjects to answer and easier for
researchers to score. However, since all answers must fit into prechosen categories,
they cannot probe the complexities of a subject. You can improve the quality of
closed questions by conducting a pretest with open questions to find categories
that matter to respondents. Analyzing the responses from open questions is
usually less straightforward than analyzing responses from closed questions.

Use an “Other, Please Specify” category when you want the convenience of
a closed question but cannot foresee all the possible responses. These re-
sponses can be used to improve choices if the survey is to be repeated.

Figure 15.7 Closed and Open Questions

Closed questions

Are you satisfied with the city bus service? (yes/no)
How good is the city bus service?

Excellent 5 4 3 2 1 Terrible
Indicate whether you agree (A) or disagree (D) with each of the following statements
about city bus service.

A D The schedule is convenient for me.
A D The routes are convenient for me.
A D The drivers are courteous.
A D The buses are clean.

Rate each of the following improvements in the order of their importance to you
(1 � most important and 5 � least important).
_____ Buy new buses.
_____ Increase non-rush-hour service on weekdays.
_____ Increase service on weekdays.
_____ Provide earlier and later service on weekdays.
_____ Buy more buses with wheelchair access.
_____ Provide unlimited free transfers.

Open questions

How do you feel about the city bus service?
Tell me about the city bus service.
Why do you ride the bus? (or, Why don’t you ride the bus?)
What do you like and dislike about the city bus service?
How could the city bus service be improved?

Watch Your
Language

In two decades of writ-
ing and using surveys,

psychologist Palmer Morrel-Samuels
has seen that the wording of a sur-
vey question can affect responses.
For example, the connotation of a
phrase can unintentionally skew
the way people react to a ques-
tion. He recalls a survey that a
maker of photographic equip-
ment used to learn about the
leadership skills of its managers.
A question asked employees
whether their manager “takes
bold strides” and “has a strong
grasp” of complicated issues.
Male managers tended to outscore
female managers. Morrel-Samuels
noted that, in a literal sense, males
on average take longer strides
and have more muscle strength
than females. The company changed
the wording of the survey. “Has a
strong grasp of complex prob-
lems” became “discusses com-
plex problems with precision and
clarity.” After this change, the dif-
ference in ratings of female and
male managers disappeared. Em-
ployees apparently stopped mixing
images of size and strength into
their ratings of intellectual insight.

Another word-related bias is that
respondents tend to agree more
than disagree with statements. If a
survey about managers asks em-
ployees whether their manager is
fair, ethical, intelligent, knowledge-
able, and so on, they are likely to
assign all of these qualities to the
manager—and to agree more and
more as the survey goes along. To
correct for this, some questions
should be worded to generate the
opposite response. For example,
a statement about ethics can be
balanced by a statement about
corruption, and a statement
about fairness can be balanced
by a statement about bias or
stereotypes.

Adapted from Palmer Morrel-Samuels,
“Getting the Truth into Workplace Sur-
veys,” Harvard Business Review, 80,
No. 2 (February 2002): 111–18.

What is the single most important reason that you ride the bus?
I don’t have a car.
I don’t want to fight rush-hour traffic.
Riding the bus is cheaper than driving my car.
Riding the bus conserves fuel and reduces pollution.
Other (please specify):
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When you use multiple-choice questions, make the answer categories mu-
tually exclusive and exhaustive. This means you make sure that any one an-
swer fits only in one category and that a category is included for all possible
answers. In the following example of overlapping categories, a person who
worked for a company with exactly 25 employees could check either a or b.
The resulting data would be hard to interpret.

Overlapping categories: Indicate the number of full-time employees in your company 
on May 16:

a. 0–25

b. 25–100

c. 100–500

d. over 500

Discrete categories: Indicate the number of full-time employees on your payroll on
May 16:

a. 0–25

b. 26–100

c. 101–500

d. more than 500

Branching questions direct different respondents to different parts of the
questionnaire based on their answers to earlier questions.

10. Have you talked to an academic adviser this year? yes no
(If “no,” skip to question 14.)

Use closed multiple-choice questions for potentially embarrassing topics.
Seeing their own situation listed as one response can help respondents feel
that it is acceptable. However, very sensitive issues are perhaps better asked
in an interview, where the interviewer can build trust and reveal information
about himself or herself to encourage the interviewee to answer.

Generally, put early in the questionnaire questions that will be easy to an-
swer. Put questions that are harder to answer or that people may be less will-
ing to answer (e.g., age and income) near the end of the questionnaire. Even if
people choose not to answer such questions, you’ll still have the rest of the
survey filled out.

If subjects will fill out the questionnaire themselves, pay careful attention
to the physical design of the document. Use indentations and white space
effectively; make it easy to mark and score the answers. Label answer scales
frequently so respondents remember which end is positive and which is
negative. Include a brief statement of purpose if you (or someone else) will
not be available to explain the questionnaire or answer questions. Pretest
the questionnaire to make sure the directions are clear. One researcher
mailed a two-page questionnaire without pretesting it. One-third the re-
spondents didn’t realize there were questions to answer on the back of the
first page.

See Figure 15.8 for an example of a questionnaire for a student report.

Conducting Surveys and Interviews
Face-to-face surveys are convenient when you are surveying a fairly small num-
ber of people in a specific location. In a face-to-face survey, the interviewer’s
sex, race, and nonverbal cues can bias results. Most people prefer not to say
things they think their audience will find unacceptable. For that reason,

If People Can
Misunderstand the
Question, They Will

Q: Give previous expe-
rience with dates.

A: Moderately successful in
the past, but I am now hap-
pily married!

Q: How many autopsies have
you performed on dead
people?

A: All my autopsies have
been on dead people.

Q: James stood back and
shot Tommy Lee?

A: Yes.

Q: And then Tommy Lee
pulled out his gun and
shot James in the fracas?

A: (After hesitation) No sir,
just above it.

Q: What is the country’s mor-
tality rate?

A: 100%. Everybody dies.

Q: Give numbers of employ-
ees broken down by sex.

A: None. Our problem is
booze.

Q: Sex?

A: Once a week.

Adapted from James Hartley,
Designing Instructional Text (Lon-
don: Kogan Page, 1978), 109;
Richard Lederer, Anguished English
(New York: Wyrick, 1988); and surveys
of college students.
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Survey: Why Do Students Attend Athletic Events?

The purpose of this survey is to determine why students attend sports events, and what 
might increase attendance. All information is to be used solely for a student research
paper. Please return completed surveys to Elizabeth or Vicki in the Union. Thank you
for your assistance!

1. Gender (Please circle one) M F

2. What is your class year? (Please circle) 1 2 3 4 Grad Other

3. How do you feel about women's sports? (Please circle)

  1 2 3 4 5 

4. Do you like to attend MSU men's basketball games or watch them on TV? (Please circle)
  Y N

5. How often do you attend MSU women's basketball games? (Please circle)
  1 2 3 4 5

6. If you do not attend all of the women's basketball games, why not? (Please check all that

apply. If you attend all the games, skip to #7.)

__I've never thought to go.
__I don't like basketball.
__I don't like sporting events.
__The team isn't good enough.
__My friends are not interested in going.
__I want to go, I just haven't had the opportunity.
__The tickets cost too much ($3).
__Other (please specify)

7. To what extent would each of the following make you more likely to attend an MSU 
women's basketball game? (please rank all)

  1 2 3

__Increased awareness on campus (fliers, chalking on the Oval, more articles in the Gazette)
__Marketing to students (give-aways, days for residence halls or fraternities/sororities)
__Student loyalty program (awarding points towards free tickets, clothing, food for attending games)
__Education (pocket guide explaining the rules of the game provided at the gate)
__Other (please specify)

Thank you!
Please return this survey to Elizabeth or Vicki in the Union.

I enjoy watching
women’s sports

All/most games

Much more likely to attend Possibley more likely No effect

Few games a season Once a season Less than once a year Never

I’ll watch, but it
doesn’t really matter

Women’s sports are boring/
I’d rather watch men’s sports

Seeing a response in
a survey can make

respondents
more willing to

admit to feelings
they may be

embarrassed
to volunteer.

Think about factors that affect the 

problem you're studying, and write 
survey questions to get 
information about them.

Repeat where to turn in or mail

completed surveys.

Start with
easy–to–answer

questions

An interesting title can help.

The words
below each
number
anchor
responses,
while
still allowing 
you to
average
the data.

In your introductory ¶,
1 tell how to return the survey
2 tell how the information will be used

Figure 15.8 Questionnaire for a Student Report Using Survey Research
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women will be more likely to agree that sexual harassment is a problem if the
interviewer is also a woman. Members of a minority group are more likely to
admit that they suffer discrimination if the interviewer is a member of the
same minority.

Telephone surveys are popular because they can be closely supervised. Inter-
viewers can read the questions from a computer screen and key in answers as
the respondent gives them. The results can then be available just a few minutes
after the last call is completed.

Phone surveys also have limitations. First, they reach only people who have
phones and thus underrepresent some groups such as poor people. Answering
machines, caller ID, and cell phones also make phone surveys more difficult.
Since a survey based on a phone book would exclude people with unlisted
numbers, professional survey-takers use automatic random-digit dialing. Decide
in advance to whom you want to speak, and ask for that person rather than
surveying whoever answers the phone.

To increase the response rate for a phone survey, call at a time respondents
will find convenient. Avoid calling between 5 and 7 PM, a time when many
families have dinner.

Mail surveys can reach anyone who has an address. Some people may be
more willing to fill out an anonymous questionnaire than to give sensitive in-
formation to a stranger over the phone. However, mail surveys are not effec-
tive for respondents who don’t read and write well. Further, it may be more
difficult to get a response from someone who doesn’t care about the survey or
who sees the mailing as junk mail. Over the phone, the interviewer can try to
persuade the subject to participate.

Online surveys deliver questions over the Internet. The researcher can con-
tact respondents with e-mail containing a link to a Web page containing the
survey or can ask people by mail or in person to log on and visit the Web site
with the survey. Another alternative is to post a survey on a Web site and in-
vite the site’s visitors to complete the survey. This approach does not generate
a random sample, so the results probably do not reflect the opinions of the en-
tire population. Interactive technology makes it easy to use branching ques-
tions; the survey can automatically send respondents to the next question on a
branch. However, many people worry about the privacy of online surveys, so
they may be reluctant to participate. Researchers have found that a lower per-
centage of people are willing to complete online surveys than other kinds. To
encourage participation, researchers should make online surveys as short as
possible. A bank recently used a 32-screen survey; few customers are likely to
bother finishing such an undertaking.10

A major concern with any kind of survey is the response rate, the percent-
age of people who respond. People who refuse to answer may differ from
those who respond, and you need information from both groups to be able to
generalize to the whole population. Low response rates pose a major problem,
especially for phone surveys. Answering machines and caller ID are commonly
used to screen incoming calls resulting in decreased response rates.

Widespread use of cell phones in recent years has also negatively affected
the ability of telephone surveyors to contact potential respondents. A 2006
Pew Research Center Study found that 7% to 9% of the American general pub-
lic is cell only. They are young, less affluent, unmarried, and less likely to own
their own home. Politically, landline-only and cell-only groups tend to be De-
mocrats more than those having both services. Surprisingly, cell phone users
are as focused and cooperative as those reached by landlines.11

The problem of nonresponse has increased dramatically in recent years.
The University of Michigan’s Survey of Consumer Attitudes experienced only

Market Research
Creates an Ad
Campaign

[The tiny company that
made Boker knives

was considering dropping the
brand. But before making the de-
cision, executives and ad agency
personnel talked to current and
potential customers: people who
hunt and fish.]

“They knew they were onto
something when they ran into a
longtime Boker customer who
told them what he liked about
the knife. He said that whenever
he wants to make French fries,
he just opens his Boker, puts it
in the glove box of his four-by-
four pickup with a bunch of po-
tatoes, and drives over a rocky
road in second gear. He added,
‘Of course, for hash browns I
use third gear.’

“As they began to collect sto-
ries like this, others poured in.
The agency ran a print cam-
paign featuring fanciful pictures
of old-time Boker users. The title
of the ad ran: IN EVERY LIE
ABOUT THE BOKER THERE’S
A LITTLE BIT OF TRUTH. The
ads recounted the tall tales,
which guaranteed high reader-
ship. Then the ads told the seri-
ous part of the Boker message.
Within a year, both market share
and profits had doubled.”

Quoted from Robert H. Waterman,
The Renewal Factor (Toronto: Bantam,
1987), 163.
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a small drop in response rate between 1979–1996, from 72% to 67%. But the
deterioration in response rate has accelerated since then, and in 2003 the re-
sponse rate had dropped to 48%.12

According to figures that researchers have reported to the Marketing Research
Association, the response rate for door-to-door surveys was 53%, and the re-
sponse rate for face-to-face surveys in malls and other central locations was 38%.
The response rate for Web surveys averaged 34%.13 To get as high a response rate
as possible, good researchers follow up, contacting nonrespondents at least once
and preferably twice to try to persuade them to participate in the survey. Some-
times money or other rewards are used to induce people to participate.

Selecting a sample for surveys and interviews

To keep research costs reasonable, usually only a sample of the total popula-
tion is polled. How that sample is chosen and the attempts made to get re-
sponses from nonrespondents will determine whether you can infer that what
is true of your sample is also true of the population as a whole. 

A sample is a subset of the population. The sampling units are those actu-
ally sampled. Frequently, the sampling unit is an individual. If a list of indi-
viduals is not available then a household can be the sampling unit. The list of
all sampling units is the sampling frame. For interviews, this could be a list of
all addresses, or for companies a list of all Fortune 500 CEOs.14 The
population is the group you want to make statements about. Depending on
the purpose of your research, your population might be all Fortune 1000 com-
panies, all business students at your college, or all consumers of tea in the
mid-Atlantic states.

A convenience sample is a group of subjects who are easy to get: students
who walk through the union, people at a shopping mall, workers in your own
unit. Convenience samples are useful for a rough pretest of a questionnaire
and may be acceptable for some class research projects. However, you cannot
generalize from a convenience sample to a larger group.

A purposive or judgment sample is a group of people whose views seem
useful. Someone interested in surveying the kinds of writing done on campus
might ask each department for the name of a faculty member who cared about
writing, and then send surveys to those people.

In a random sample, each person in the population theoretically has an
equal chance of being chosen. When people say they did something randomly
they often mean without conscious bias. However, unconscious bias exists.
Someone passing out surveys in front of the library will be more likely to ap-
proach people who seem friendly and less likely to ask people who seem in-
timidating, in a hurry, much older or younger, or of a different race, class, or
sex. True random samples rely on random digit tables, published in statistics
texts and books such as A Million Random Digits. An online random number table
site can be found at http://ts.nist.gov/WeightsandMeasures/upload/AppendB-
HB133-05-Z.doc. Computers can also be programmed to generate random
numbers.

If you take a true random sample, you can generalize your findings to the
whole population from which your sample comes. Consider, for example, a
random phone survey that shows 65% of respondents approve of a presiden-
tial policy. Measures of variation should always be attached to survey-derived
estimates like this one. Typically, a confidence interval provides this measure
of variability. Using the confidence interval, we might conclude it is likely that
between 58% and 72% of the population approve of the presidential policy
when the confidence interval is � 7%. The accuracy range is based on the size
of the sample and the expected variation within the population. Statistics texts
tell you how to calculate these figures.

Research on a
Shoestring

Traditional market re-
search can cost $20,000

to $50,000 or even more. What
does a company do if its budget
isn’t that big?

Mark Bissel used diaries and
observations to collect data about
a European home-cleaning prod-
uct he wanted to sell in the United
States. In return for a $1,500 do-
nation, his local Parent-Teacher
Association let him make a pres-
entation at a meeting. Twenty
people agreed to try the prod-
uct in their homes. Each kept a
diary about experiences using
the “Steam Gun,” and Bissel’s
marketing director visited homes
to watch people using the product.

The first lesson was that the
product’s name was a problem.
Kids threatened to blow their sib-
lings away with the “Steam
Gun.” And US consumers didn’t
believe that steam without soap
or chemicals would get stuff
clean. So the company changed
the name to “Steam N’ Clean.”

People serious about cleaning
liked the product best. The
product was great for blasting
dirt out of corners and crevices
in the kitchen and bathroom. So
the company developed in-
fomercials touting the benefits
of steam for cleaning. The prod-
uct sold well both from the in-
fomercials and in Kmart.

Adapted from Alison Stein Wellner,
“Research on a Shoestring,” American
Demographics, April 2001, 38–39.
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Do not confuse sample size with randomness. A classic example is the 1936
Literary Digest poll which predicted Republican Alf Landon would beat De-
mocrat and incumbent President Franklin Roosevelt. Literary Digest sent out
10 million ballots to its magazine subscribers as well as people who owned
cars and telephones, all of whom in 1936 were richer than the average voter—
and more Republican.15

Conducting research interviews

Schedule interviews in advance; tell the interviewee about how long you ex-
pect the interview to take. A survey of technical writers (who get much of
their information from interviews) found that the best times to interview sub-
ject matter experts are Tuesdays, Wednesdays, and Thursday mornings.16

People are frequently swamped on Mondays and looking forward to the week-
end, or trying to finish their week’s work on Fridays.

Interviews can be structured or unstructured. In a structured interview, the
interviewer uses a detailed list of questions to guide the interview. Indeed, a
structured interview may use a questionnaire just as a survey does.

In an unstructured interview, the interviewer has three or four main
questions. Other questions build on what the interviewee says. To prepare
for an unstructured interview, learn as much as possible about the interviewee
and the topic. Go into the interview with three or four main topics you want
to cover.

Interviewers sometimes use closed questions to start the interview and set
the interviewee at ease. The strength of an interview, however, is getting at a
person’s attitudes, feelings, and experiences. Situational questions let you
probe what someone would do in a specific circumstance. Hypothetical ques-
tions that ask people to imagine what they would do generally yield less reliable
answers than questions about critical incidents or key past events.

Hypothetical question: What would you say if you had to tell an employee that his
or her performance was unsatisfactory?

Critical incident question: You’ve probably been in a situation where someone who
was working with you wasn’t carrying his or her share of the
work. What did you do the last time that happened?

A mirror question paraphrases the content of the last answer: “So you con-
fronted him directly?” “You think that this product costs too much?” Mirror
questions are used both to check that the interviewer understands what the in-
terviewee has said and to prompt the interviewee to continue talking. Probes
follow up an original question to get at specific aspects of a topic:

Question: What do you think about the fees for campus parking?

Probes: Would you be willing to pay more for a reserved space? How much more?
Should the fines for vehicles parked illegally be increased?
Do you think fees should be based on income?

Probes are not used in any definite order. Instead, they are used to keep the
interviewee talking, to get at aspects of a subject that the interviewee has not
yet mentioned, and to probe more deeply into points that the interviewee
brings up.

If you read questions to subjects in a structured interview, use fewer options
than you might in a written questionnaire.

Ethical Issues in
Interviewing

If you’re trying to get
sensitive information,

interviewees may give useful in-
formation when the interview is
“over” and the tape recorder
has been turned off. Is it ethical
to use that information?

If you’re interviewing a hostile
or very reluctant interviewee,
you may get more information if
you agree with everything you
can legitimately agree to, and
keep silent on the rest. Is it ethi-
cal to imply acceptance even
when you know you’ll criticize
the interviewee’s ideas in your
report?

Most people would say that
whatever public figures say is fair
game: they’re supposed to know
enough to defend themselves. 

Many people would say that
different rules apply when you’ll
cite someone by name than
when you’ll use the information
as background or use a pseu-
donym so that the interviewee
cannot be identified.

As a practical matter, if some-
one feels you’ve misrepre-
sented him or her, that person
will be less willing to talk to you
in the future. But quite apart
from practical considerations,
interview strategies raise ethical
issues as well.

I’m going to read a list of factors that someone might look for in choosing a restau-
rant. After I read each factor, please tell me whether that factor is Very Important to
you, Somewhat Important to you, or Not Important to you.
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If the interviewee hesitates, reread the scale.
Always tape the interview. Test your equipment ahead of time to make

sure it works. If you think your interviewee may be reluctant to speak on
tape, take along two tapes and two recorders; offer to give one tape to the
interviewee.

Pulitzer Prize winner Nan Robertson offers the following advice to
interviewers17:

• Do your homework. Learn about the subject and the person before
the interview.

• To set a nervous interviewee at ease, start with nuts-and-bolts questions,
even if you already know the answers.

• Save controversial questions for the end. You’ll have everything else you
need, and the trust built up in the interview makes an answer more likely.

• Go into an interview with three or four major questions. Listen to what the
interviewee says and let the conversation flow naturally.

• At the end of the interview, ask for office and home telephone numbers in
case you need to ask an additional question when you write up the interview.

Observing Customers and Users
Answers to surveys and interviews may differ from actual behavior—sometimes
greatly. To get more accurate consumer information, many marketers ob-
serve users. For example, one problem with asking consumers about their
television-watching behavior is that they sometimes underreport the num-
ber of hours they watch and the degree to which they watch programs they
aren’t proud of liking. Researchers have tried to develop a variety of meas-
urement methods that collect viewing data automatically. Arbitron intro-
duced the Portable People Meter (PPM), which receives an inaudible electronic
signal from radio stations and broadcast and cable TV stations. Consumers
simply carry the PPM, and it records their media exposure. One of the first re-
sults showed that consumers listened to radio more than they had indicated in
diaries.18 Nielsen Media Research has added commercial viewings to its fa-
mous TV show numbers; advertisers are naturally anxious to know how many
people actually watch commercials instead of leaving to get a snack or fast-
forwarding through them on digital video recorders.19 Nielsen has also started
tracking college students’ viewing, installing its people meters in commons areas
such as dorms. The new data boosted ratings for some shows, such as Grey’s
Anatomy and America’s Next Top Model by more than 35%.20

Observation can tell marketers more about customers than the customers
can put into words themselves. Intuit, a leader in observation studies, sends
employees to visit customers and watch how they use Intuit products such
as QuickBooks. Watching small businesses struggle with QuickBooks Pro
told the company of the need for a new product, QuickBooks Simple Start.21

Miller Lite beer hired OgilvyDiscovery to observe men drinking beer in
bars. The researchers observed the group’s social behaviors, such as how
close they stood to one another and how they took turns telling stories.
These details later found their way into commercials, giving the message
greater authenticity.22

Observation can also be used for gathering in-house information such
as how efficiently production systems operate and how well employees
serve customers. Many businesses use “mystery shoppers.” For instance,
McDonald’s has used mystery shoppers to check cleanliness, customer
service, and food quality. The company posts store-by-store results online,
giving store operators an incentive and the information they need to improve

And the Survey
Says . . .

Increasingly, compa-
nies use surveys to

measure their customer’s satis-
faction with their products or
services. But are they really us-
ing that data? A survey by Bain &
Company of 362 companies and
their customers has revealed a
discrepancy between the com-
panies’ and consumers’ percep-
tions of customer satisfaction.
The survey found that while 80%
of the companies thought they
were providing a “superior” con-
sumer experience, only 8% of
the customers described their
experience that way.

Unfortunately, an even wider
disconnect exists between meas-
uring customer satisfaction and
changing corporate business
practices to achieve it. Getting
data is one thing. But, circulat-
ing the findings and making
sure the findings are put to use
is another. So, when you go to
the work of collecting data, make
sure that you also make the
data work for you.

Adapted from Christopher Meyer
and Andre Schwager, “Understand-
ing Customer Experience,” Harvard
Business Review 85, no. 2 (February
2007): 116–26.
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quality on measures where they are slipping or lagging behind the region’s
performance.23

Even health care facilities use mystery shoppers. The most commonly re-
ported changes after the shoppers’ reports are improved estimates of waiting
times and better explanations of medical procedures. So many organizations
use mystery shoppers that there is a Mystery Shopping Providers Association;
it reported $600 million revenue for the industry in 2004.24

Observation is often combined with other techniques to get the most infor-
mation. Think-aloud protocols ask users to voice their thoughts as they use a
document or product: “First I’ll try. . . . ” These protocols are tape-recorded
and later analyzed to understand how users approach a document or product.
Interruption interviews interrupt users to ask them what’s happening. For ex-
ample, a company testing a draft of computer instructions might interrupt a
user to ask, “What are you trying to do now? Tell me why you did that.”
Discourse-based interviews ask questions based on documents that the inter-
viewee has written: “You said that the process is too complicated. Tell me
what you mean by that.”

Using and Documenting Sources
In a good report, sources are cited and documented smoothly and unobtru-
sively. Citation means attributing an idea or fact to its source in the body of the
report: “According to the 2000 Census . . . ” “Jane Bryant Quinn argues that . . . ”
Citing sources demonstrates your honesty and enhances your credibility.
Documentation means providing the bibliographic information readers
would need to go back to the original source. The two usual means of docu-
mentation are notes and lists of references.

Note that citation and documentation are used in addition to quotation
marks. If you use the source’s exact words, you’ll use the name of the person
you’re citing and quotation marks in the body of the report; you’ll indicate the
source in parentheses and a list of references or in a footnote or endnote. If you
put the source’s idea into your own words, or if you condense or synthesize
information, you don’t need quotation marks, but you still need to tell whose
idea it is and where you found it. See Figures 15.9 and 15.10 for examples of
quoting and paraphrasing.

Long quotations (four typed lines or more) are used sparingly in business re-
ports. Since many readers skip quotes, always summarize the main point of the
quotation in a single sentence before the quotation itself. End the sentence with
a colon, not a period, since it introduces the quote. Indent long quotations on the
left and right to set them off from your text. Indented quotations do not need
quotation marks; the indentation shows the reader that the passage is a quote.

To make a quotation fit the grammar of your report, you may need to change
one or two words. Sometimes you may want to add a few words to explain
something in the longer original. In both cases, use square brackets to indicate
words that are your replacements or additions. Omit any words in the original
source that are not essential for your purposes. Use ellipses (spaced dots) to indicate
where your omissions are. See Figures 15.9 and 15.10 for examples.

Document every fact and idea that you take from a source except facts that
are common knowledge. Historical dates and facts are considered common
knowledge. Generalizations are considered common knowledge (“More and
more women are entering the workforce”) even though specific statements
about the same topic (such as the percentage of women in the workforce in
1975 and in 2000) would require documentation.

The three most widely used formats for footnotes, endnotes, and bibliogra-
phies in reports are those of the American Psychological Association (APA), the

Looking with the
Customers’ Eyes

IDEO, a design firm
based in Palo Alto,

California, uses observational re-
search to design work processes
that improve the customer’s ex-
perience. IDEO requires its cus-
tomers to participate in the
research so that they can see
how it feels to be a customer.
Clients may try using the com-
pany’s product or go on shop-
ping trips, or they may quietly
observe customers. Following an
initial observation phase, IDEO
works with clients to use the ob-
servation data for brainstorming.
IDEO then prepares and tests
prototypes of the redesigned
service, refines the ideas, and
puts the revisions into action.

IDEO helped Kaiser Perma-
nente revise its long-term growth
plan to be more focused on
clients’ experiences with the
health system. Working in teams
with nurses, doctors, and man-
agers from Kaiser, IDEO employ-
ees observed patients and
occasionally role-played patient
experiences. They saw that the
check-in process was annoying,
and waiting rooms were uncom-
fortable. Many of the patients ar-
rived with a relative or friend for
support, but they were often not
allowed to remain together. Sit-
ting alone in examination rooms
was unpleasant and unnerving.

Based on these observations,
Kaiser realized that it needed to
focus more on improving patient
experiences than on the original
plan of modernizing buildings.
The company created more com-
fortable areas in which patients
could wait with family and friends,
as well as examination rooms
large enough to accommodate
two people in addition to the pa-
tient. Instructions on where to go
were made clearer as well.

Adapted from Bruce Nussbaum, “The
Power of Design,” BusinessWeek,
May 17, 2004, 86.
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Modern office buildings contain a surprising number of pollutants. Printing and copying 
documents creates particles which can be harmful to health. Office carpets and furniture emit 
chemical pollutants (Environmental Protection Agency, “Management of pollutant sources” 
section, ¶s 4-5). Indeed, the dyes and sealants used in many office chairs are considered 
hazardous waste. “Most people are sitting on chairs that are an amalgam of hundreds of 
chemicals that have never been [tested]. . . . The [more deeply] we look, [the more] we find . . . 
cancer-causing chemicals,” says William McDonough, an architectural consultant who 
specializes in air-quality concerns (Conlin, 2003, p. 128).

The problem is compounded by inadequate ventilation. The American Society of Heating, 
Refrigeration, and Air-Conditioning Engineers recommends that a building’s heating, ventilation, 
and cooling system deliver 20 cubic feet per minute of outside air for each occupant (Areas, 
2004, “Ventilation rates” section, ¶ 5). But, Conlin reports (2003), some buildings provide only 5 
cubic feet of fresh air per person a minute. And that “fresh air” may not be pure. Some buildings 
have fresh air vents over loading docks and parking garages. Revolving doors pull in second-hand 
smoke “like a chimney” (p. 117) from smokers who stand by the door.

In the 1990s, responses to “sick buildings” often focused on the cost of solving the 
problem—a cost sometimes undertaken only after a lawsuit was filed (Nai, 1999). But recently, 
several companies have found that improving air quality pays for itself. Pennsylvania Power and 
Light’s remodeling paid for itself in just 69 days by cutting absenteeism 25%, increasing 
productivity 13%, and reducing energy costs 69% (Aerias, 2004, “Why indoor air quality should 
be improved,” ¶ 4).
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Figure 15.9 Report Paragraphs with APA Documentation

Modern Language Association (MLA), and the University of Chicago Manual of
Style format, which this book uses. The APA format uses internal documentation
with a list of references; it does not use footnotes or endnotes. Internal docu-
mentation provides the work and the page number where the reference was
found in parentheses in the text. The work may be indicated by the author’s last
name (if that isn’t already in the sentence), or by the last name plus the date of the
work (if you’re using two or more works by the same author, or if the dates of the
works are important). The full bibliographical citation appears in a list of refer-
ences or works cited at the end of the report. Figures 15.9 and 15.10 show a por-
tion of a report in APA and MLA formats, respectively, with the list of references
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Modern office buildings contain a surprising number of pollutants. Printing and copying 
documents creates particles which can be harmful to health. Office carpets and furniture emit 
chemical pollutants (Environmental Protection Agency, “Management of Pollutant Sources” 
section, pars. 4-5). Indeed, the dyes and sealants used in many office chairs are considered 
hazardous waste. “Most people are sitting on chairs that are an amalgam of hundreds of chemicals 
that have never been [tested]. [. . .] The [more deeply] we look, [the more] we find [. . .]
cancer-causing chemicals,” says William McDonough, an architectural consultant who
specializes in air-quality concerns (Conlin 128).

The problem is compounded by inadequate ventilation. The American Society of Heating, 
Refrigeration, and Air-Conditioning Engineers recommends that a building’s heating, ventilation, 
and cooling system deliver 20 cubic feet per minute of outside air for each occupant (Aerias, 
2004, “Ventilation Rates” section, par. 5). But, Michelle Conlin reports, some buildings provide 
only 5 cubic feet of fresh air per person a minute. And that “fresh air” may not be pure. Some 
buildings have fresh air vents over loading docks and parking garages. Revolving doors pull in 
second-hand smoke “like a chimney” (117) from smokers who stand by the door.

In the 1990s, responses to “sick buildings” often focused on the cost of solving the 
problem—a cost sometimes undertaken only after a lawsuit was filed (Nai B1). But recently, 
several companies have found that improving air quality pays for itself. Pennsylvania Power and 
Light’s remodeling paid for itself in just 69 days by cutting absenteeism 25%, increasing 
productivity 13%, and reducing energy costs 69% (Aerias, 2004, “Why Indoor Air Quality Should 
Be Improved,” par. 4).
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(APA) or works cited (MLA). Figures 15.11 and 15.12 show the APA and MLA
formats for the sources used most often in reports.

If you have used many sources that you have not cited, you may want to
list both works cited and works consulted. The term bibliography covers all
sources on a topic.

If you use a printed source that is not readily available, consider including
it as an appendix in your report. For example, you could copy an ad or include
an organization’s promotional brochure.
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APA internal documentation gives the author’s last name and the date of the work in parentheses 
in the text. A comma separates the author's name from the date (Gilsdorf & Leonard, 2004). The 
page number is given only for direct quotations (Cross, 2004, p. 74). If the author's name is used 
in the sentence, only the date is given in parentheses. (See Figure 15.9.) A list of references gives 
the full bibliographic citation, arranging the entries alphabetically by the first author's last name. 

In the examples below, headings in green identify the kind of work being referenced. The green 
headings are not part of the actual citation itself.

Gilsdorf, J., & Leonard, D. (2004). Big stuff, little stuff: A decennial measurement of
executives' and academics' reactions to questionable usage elements. The Journal of
Business Communication, 38, 439-475.

          McCartney, S. (2003, December 27). Why a baseball superstar's megacontract can be less
than it seems. The Wall Street Journal, p. B1, B3.

Killingsworth, M. J., & Jacobsen, M. (2002). The rhetorical construction of environmental
risk narratives in government and activist websites: A critique. In J. M. Perkins & N.
Blyler (Eds.), Narrative and professional communication (pp. 167-177). Stamford, CT:
Ablex.

Greengard, S. (2004, May). Scoring web wins. Business Finance Magazine. p. 37.   
  Retrieved July 12, 2004, from          
  IssueID=348&ArticleID=13750

Cross, G. A. (2004). Forming the collective mind: A contextual exploration of large-scale
collaborative writing in industry. Creskill, NJ: Hampton Press.

Citibank. (1998). Indonesia: An investment guide. [Jakarta:] Author.

[Identify e-mail messages in the text as personal communications. Give name of author
and as specific a date as possible. Do not list in References.]

Senate Special Committee on Aging. (2004). Long-term care: States grapple with   
increasing demands and costs. Hearing before the Special Committee on Aging, Senate,
One Hundred Seventh Congress, first session, hearing held in Washington, DC, July 11,
2004 (Doc ID: 75-038). Washington, DC: U.S. Government Printing Office.
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no punctuation after URL
Initials only for first and middle names 

No
abbreviations

in titles

APA uses periods for "U.S."
Document
number

Italicize title of book.

Put in square brackets information known to you
but not printed in document.

Indicates organization authoring 
document also published it.

comma
last name first

no "pp." when 
journal has

a volume numberItalicize volume.

Editors
    before book title

Give date you
retrieved article.

Repeat "1" in 177.
Give state when

city is not well known.

Separate discontinuous pages with comma and space.

Year (period outside parenthesis).

No quotes around 
title of article

Capitalize all major words in title of 
journal, magazine, or newspaper.

Editors'
names

have last
names

last.

In titles of
articles
and books
capitalize only
1 first word,
2 first word of 
   subtitle,
3 proper nouns.

http://www.businessfinancemag.com/archives/appfiles/Article.cfm?

Article in a Periodical

Article in a Newspaper

Article in an Edited Book

Article from a Publication on the Web

Book

Book or Pamphlet with a Corporate Author

E-Mail Message

Government Document

Figure 15.11 APA Format for Sources Used Most Often in Reports

(continued)
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U.S. General Accounting Office. (2004, September 20.) Aviation security: Terrorist acts 
demonstrate urgent need to improve security at the nation's airports. Testimony before the
Committee on Commerce, Science, and Transportation, U.S. Senate (GAO-01-1162T).
Retrieved December 19, 2004, from General Accounting Office Reports Online via GPO
Access: http://www.gao.gov/new.items/d011162t.pdf

[Identify interviews in the text as personal communications. Give name of interviewee and   
as specific a date as possible. Do not list in References.]

[Identify messages on listservs to which one must subscribe in the text as personal    
communications. Give name of author and as specific a date as possible. Do not list in   
References.]

American Express. (2001). Creating an effective business plan. Retrieved December 20,   
2004, from the World Wide Web: http://home3.americanexpress.com/smallbusiness/
vtool/biz_plan/index.asp

date you 
visited site

keep "http://"

no punctuation

Break long 
web address at a slash or 

other punctuation mark.

comma

copyright or update date

Government Document Available on the Web from the GPO Access Database

Interview Conducted by the Researcher

Posting to a Listserv

Web Site

Figure 15.11 APA Format for Sources Used Most Often in Reports (Concluded)

MLA internal documentation gives the author's last name and page number in parentheses in the 
text for facts as well as for quotations (Gilsdorf and Leonard 470). Unlike APA, the year is not 
given, no comma separates the name and page number, and the abbreviation "p." is not used 
(Cross 74). If the author's name is used in the sentence, only the page number is given in 
parentheses. (See Figure 15.10.) A list of Works Cited gives the full bibliographic citation, 
arranging the entries alphabetically by the first author's last name.

In the examples below, headings in green identify the kind of work being referenced. The green 
headings are not part of the actual citation itself.

Gilsdorf, Jeanette and Don Leonard. "Big Stuff, Little Stuff: A Decennial Measurement of
Executives' and Academics' Reactions to Questionable Usage Elements." The Journal of
Business Communication 38 (2004): 448-75.

McCartney, Scott. "Why a Baseball Superstar's Megacontract Can Be Less Than It Seems."
The Wall Street Journal, 27 Dec. 2003: B1+.

Killingsworth, M. Jimmie and Martin Jacobsen. "The Rhetorical Construction of   
Environmental Risk Narratives in Government and Activist Websites: A Critique."
Narrative and Professional Communication. Ed. Jane M. Perkins and Nancy Blyler.
Stamford, CT: Ablex. 167-77.

Give authors',
editors'

full names as 
printed in 
the source.

Spell out editors' names. Join
with "and." Put last names last.

Put book title before
editors' name.

Give state when city
is not well known.

first name first for 

second author
Put quotation marks around title
of article.

Plus sign indicates article continues past first page.

omit "4" in "475"

Capitalize
all major 
words
in titles of articles,
books, journals
magazines,
and newspapers.

Article in a Periodical

Article from an Edited Book

Figure 15.12 MLA Format for Sources Used Most Often in Reports
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Article from a Publication on the Web
Greengard, Samuel. “Scoring Web Wins.” Business Finance Magazine. May 2004. 12 July   
     2004. <http://www.businessfinancemag.com/archives/appfiles/Article.cfm?

IssueID=348&ArticleID=13750>.

Book
Cross, Geoffrey A. Forming the Collective Mind: A Contextual Exploration of Large-Scale   

  Collaborative Writing in Industry. Creskill, NJ: Hampton Press, 2004.

Book or Pamphlet with a Corporate Author
Citibank. Indonesia: An Investment Guide. [Jakarta:] Citibank, 1998.

E-Mail Message
Locker, Kitty O. “Could We Get a New Photo?” E-mail to Rajani J. Kamuth. 17 Dec. 2004.

Government Document
United States. Sen. Special Committee on Aging. Long-Term Care: States Grapple with

  Increasing Demands and Costs. 107th Cong., 1st sess. Washington: GPO, 2004.

Government Document Available on the Web from the GPO Access Database
United States. General Accounting Office. Aviation Security: Terrorist Acts Demonstrate   

  Urgent Need to Improve Security at the Nation’s Airports. Testimony before the    
    Committee on Commerce, Science, and Transportation, U.S. Senate (GAO-01-1162T).   
    20 Sept. 2004. 19 Dec. 2004 <http://www.gao.gov/new.items/d011162t.pdf>.

Interview Conducted by the Researcher
Drysdale, Andrew. Telephone interview. 12 Apr. 2005.

Posting to a Listserv
Dietrich, Dan. “Re: Course on Report and Proposal Writing.” Online posting. 14 Feb. 2003.   
      BizCom Discussion Group. 23 Dec. 2004 <bizcom@ebbs.English.vt.edu>.

Web Site
American Express. Creating an Effective Business Plan. 2001. 20 Dec. 2004.    
       <http://home3.americanexpress.com/smallbusiness/tool/biz_plan/index.asp>.

Date you 
accessed posting

Date of posting.

If discussion group
has a Web archive, give the Web address.

If it doesn't have a 
Web page, give the 

e-mail address
of the list.

Put Web address in angle brackets.
End entry with a period.

Put in square brackets information known to you
but not printed in source. Date after city and 

publisher

Abbreviate long months.

day month year

Omit state when city is well known.

Give date you
accessed site.

Abbreviate
"Government

Printing  Office."

Don't add any extra 
hyphens when you break
a long Web address.

Figure 15.12 MLA Format for Sources Used Most Often in Reports (Concluded)

Summary of Key Points
• Information reports collect data for the reader; analytical reports present

and interpret data; recommendation reports recommend action or a solution.

• A good purpose statement must make three things clear:

• The organizational problem or conflict.

• The specific technical questions that must be answered to solve the problem.
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• The rhetorical purpose (to explain, to recommend, to request, to pro-
pose) that the report is designed to achieve.

• A proposal must answer the following questions:

• What problem are you going to solve?

• How are you going to solve it?

• When will you complete the work?

• Can you deliver what you promise?

• What benefits can you offer?

• How much will you charge?

• What exactly will you provide for us?

• In a proposal for a class research project, prove that your problem is the
right size, that you understand it, that your method will give you the infor-
mation you need to solve the problem, that you have the knowledge and
resources, and that you can produce the report by the deadline.

• Use the following pattern of organization for the cover letter for a sales
proposal:

1. Catch the reader’s attention and summarize up to three major benefits
you offer.

2. Discuss each of the major benefits in the order in which you mentioned
them in the first paragraph.

3. Deal with any objections or concerns the reader may have.

4. Mention other benefits briefly.

5. Ask the reader to approve your proposal and provide a reason for act-
ing promptly.

• In a project budget, ask for everything you will need to do a good job. Re-
search current cost figures so yours are in line.

• In a proposal for funding, stress the needs your project will meet. Show
how your project will help fulfill the goals of the organization you are ask-
ing for funds.

• Progress reports may be organized chronologically, by task, or to support a
recommendation.

• Use positive emphasis in progress reports to create an image of yourself as
a capable, confident worker.

• Use indexes and directories to find information about a specific company
or topic.

• To decide whether to use a Web site as a source in a research project, eval-
uate the site’s authors, objectivity, information, and revision date.

• A survey questions a large group of people, called respondents or
subjects. A questionnaire is a written list of questions that people fill out.
An interview is a structured conversation with someone who will be able
to give you useful information.

• Good questions ask just one thing, are phrased neutrally, avoid making as-
sumptions about the respondent, and mean the same thing to different people.

• Closed questions have a limited number of possible responses. Open
questions do not lock the subject into any sort of response. Branching
questions direct different respondents to different parts of the question-
naire based on their answers to earlier questions. A mirror question para-
phrases the content of the last answer. Probes follow up an original
question to get at specific aspects of a topic.
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C H A P T E R 15 Exercises and Problems

15.1 Reviewing the Chapter

1. What are some criteria for defining report
problems? (LO 1)

2. What are six questions a good proposal should
answer? (LO 2)

3. What are some guidelines for preparing a budget
for a proposal? (LO 2)

4. What are the differences between chronological and
task progress reports? (LO 3)

5. What are four criteria for evaluating Web sources?
(LO 4)

6. What are some criteria for good survey questions?
(LO 4)

7. What is a random sample? (LO 4)

8. Choose either APA or MLA. For that format, write a
References entry or Works Cited entry for a book,
journal article, and Web site. (LO 5)

15.2 Reviewing Grammar

Reports use lots of numbers. Test your knowledge about
writing numbers by doing Exercise B.10 in Appendix B.

15.3 Identifying the Weaknesses in Problem Statements

Identify the weaknesses in the following problem
statements.

• Is the problem narrow enough?

• Can a solution be found in a semester or quarter?

• What organization could implement any
recommendations to solve the problem?

• Could the topic be limited or refocused to yield an
acceptable problem statement?

1. One possible report topic I would like to investigate
would be the differences in women’s intercollegiate
sports in our athletic conference.

2. How to market products effectively to college
students.

3. Should Web banners be part of a company’s
advertising?

4. How can US and Canadian students get jobs in
Europe?

5. We want to explore ways our company can help
raise funds for the Open Shelter. We will
investigate whether collecting and recycling glass,
aluminum, and paper products will raise enough
money to help.

6. How can XYZ University better serve students from
traditionally underrepresented groups?

7. What are the best investments for the next year?

• Good researchers attempt to reach nonrespondents at least once and
preferably twice.

• A convenience sample is a group of subjects who are easy to get. A
judgment sample is a group of people whose views seem useful. In a
random sample, each person in the population theoretically has an
equal chance of being chosen. A sample is random only if a formal, ap-
proved random sampling method is used. Otherwise, unconscious bias
exists.

• Citation means attributing an idea or fact to its source in the body of the re-
port. Documentation means providing the bibliographic information
readers would need to go back to the original source.
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15.4 Writing a Preliminary Purpose Statement

Answer the following questions about a topic on which
you could write a formal report. (See Problems 16.5, 16.9,
16.11, and 16.12.)

As your instructor directs,

a. Be prepared to answer the questions orally in a
conference.

b. Bring written answers to a conference.

c. Submit written answers in class.

d. Give your instructor a photocopy of your statement
after it is approved.

1. What problem will you investigate or solve?

a. What is the name of the organization facing the
problem?

b. What is the technical problem or difficulty?

c. Why is it important to the organization that this
problem be solved?

d. What solution or action might you recommend
to solve the problem?

e. List the name and title of the person in the
organization who would have the power to
accept or reject your recommendation.

2. Will this report use information from other classes
or from work experiences? If so, give the name and
topic of the class and/or briefly describe the job. If
you will need additional information (that you have
not already gotten from other classes or from a job),
how do you expect to find it?

3. List the name, title, and business phone number of a
professor who can testify to your ability to handle
the expertise needed for this report.

4. List the name, title, and business phone number of
someone in the organization who can testify that
you have access to enough information about that
organization to write this report.

15.5 Choosing Research Strategies

For each of the following reports, indicate the kinds of
research that might be useful. If a survey is called for, in-
dicate the most efficient kind of sample to use.

a. How can XYZ store increase sales?

b. What is it like to live and work in [name of country]?

c. Should our organization have a dress code?

d. Is it feasible to start a monthly newsletter for stu-
dents in your major?

e. How can we best market to mature adults?

f. Can compensation programs increase productivity?

g. What skills are in demand in our area? Of these, which
could the local community college offer courses in?

15.6 Identifying Keywords for Computer Searches

As your instructor directs,

Identify the keyword combinations that you could use in
researching one or more of the following topics:

a. Ways to evaluate whether recycling is working.

b. Safety of pension funds.

c. Ethical issues in accounting.

d. Effects of advertising on sales of automobiles.

e. What can be done to increase the privacy of personal
data.

f. Accounting for intellectual capital.

g. Advantages and problems of Web advertising.

15.7 Evaluating Web Sites

Choose 10 Web sites that are possible resources for a re-
port. Evaluate them on the credibility and trustworthiness
of their information. Consider the following questions
and compare and contrast your findings.

• Who are the authors? Who is responsible for the
information?

• Are other sources cited? Are you familiar with those
sources?

• Is the site current? How current does the
information need to be for your topic?

• What perspective does the site have about the issue
you are studying?

Based on your findings, which sites are best for your re-
port and why?

As your instructor directs,

a. Write a memo to your instructor summarizing your
results.

b. Share your results with a small group of students.

c. Present your results to the class in an oral presentation.
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15.8 Choosing Samples for Surveys and Interviews

For the following topics, indicate the types of sample(s)
you would use in collecting survey data and in conduct-
ing interviews.

a. How can your school improve access to computers
for students?

b. How can your favorite school organization attract
more student members?

c. How can your school improve communication with
international students?

d. How should your school deal with hate speech?

e. How can instructors at your school improve their
electronic presentations for students?

15.9 Evaluating Survey Questions

Evaluate each of the following questions. Are they ac-
ceptable as they stand? If not, how can they be improved?

a. Survey of clerical workers:

Do you work for the government? �
or the private sector? �

b. Questionnaire on grocery purchases:

1. Do you usually shop at the same grocery store?

a. Yes

b. No

2. Do you use credit cards to purchase items at
your grocery store?

a. Yes

b. No

3. How much is your average grocery bill?

a. Under $25

b. $25–50

c. $50–100

d. $100–150

e. Over $150

c. Survey on technology:

1. Would you generally welcome any technological
advancement that allowed information to be
sent and received more quickly and in greater
quantities than ever before?

2. Do you think that all people should have free
access to all information, or do you think that
information should somehow be regulated and
monitored?

d. Survey on job skills:

How important are the following skills for getting
and keeping a professional-level job in US business
and industry today?

Low High

Ability to communicate 1 2 3 4 5

Leadership ability 1 2 3 4 5

Public presentation skills 1 2 3 4 5

Selling ability 1 2 3 4 5

Teamwork capability 1 2 3 4 5

Writing ability 1 2 3 4 5

15.10 Designing Questions for an Interview or Survey

Submit either a one- to three-page questionnaire or ques-
tions for a 20- to 30-minute interview AND the informa-
tion listed below for the method you choose.

Questionnaire

1. Purpose(s), goal(s).

2. Subjects (who, why, how many).

3. How and where to be distributed.

4. Any changes in type size, paper color, etc., from
submitted copy.

5. Rationale for order of questions, kinds of questions,
wording of questions.

6. References, if building on questionnaires by other
authors.

Interview

1. Purpose(s), goal(s).

2. Subjects (who, and why).

3. Proposed site, length of interview.

4. Rationale for order of questions, kinds of questions,
wording of questions, choice of branching or follow-
up questions.

5. References, if building on questions devised by
others.

As your instructor directs,

a. Create questions for a survey on one of the following
topics:

• Survey students on your campus about their
knowledge of and interest in the programs
and activities sponsored by a student
organization.

• Survey workers at a company about what they
like and dislike about their jobs.

• Survey people in your community about their
willingness to pay more to buy products using
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recycled materials and to buy products that are
packaged with a minimum of waste.

• Survey two groups on a topic that interests you.

b. Create questions for an interview on one of the fol-
lowing topics:

• Interview an international student about the
forms of greetings and farewells, topics of small
talk, forms of politeness, festivals and holidays,
meals at home, size of families, and roles of
family members in his or her country.

• Interview a TV producer about what styles and
colors work best for people appearing on TV.

• Interview a worker about an ethical dilemma he
or she faced on the job, what the worker did and
why, and how the company responded.

• Interview the owner of a small business about
problems the business has, what strategies the
owner has already used to increase sales and
profits and how successful these strategies were,
and the owner’s attitudes toward possible
changes in product line, decor, marketing,
hiring, advertising, and money management.

• Interview someone who has information you
need for a report you’re writing.

15.11 Choosing Subject Lines for Memo Reports

Identify the strengths and weaknesses of each subject
line, and choose the best subject line(s) from each group.

1. A proposal to conduct research.

a. Membership Survey

b. Proposal to Survey Former Members to Learn
Their Reasons for Not Rejoining

c. Proposal to Investigate Former Members’
Reasons for Not Rejoining

2. A survey to find out why former members did not
renew their memberships.

a. 2009 Delinquency Survey

b. Results of 2009 Former Member Survey

c. Why Members Did Not Renew Their
Memberships in 2009

3. A progress report.

a. Progress Report

b. Work Completed, October 15–November 5

c. Status of the Survey of Former Members

15.12 Citing Sources

As your instructor directs,

a. Revise the following list of sources using MLA
format.

b. Revise the following list of sources using APA
format.

1. Author Christopher Marquis

The New York Times

“Reports on Attacks are Gripping, Not Dry”

June 20, 2004

A1

2. Keep online surveys short

Jakob Nielsen

Alertbox

www.useit.com

Downloaded February 2, 2004

3. Susan J. Wells

HRMagazine

“Merging Compensation Strategies”

May 2004

Pages 108–109

4. Composition Research: Empirical Designs

Janice M. Lauer and J. William Asher

Oxford University Press

1986

New York

Oxford University Press

5. Bernard Wysocki Jr.

“At Pitt, scientists decode the secret of getting grants”

The Wall Street Journal

6/28/04

15.13 Writing a Progress Report

As your instructor directs,

Send an e-mail message

a. To the other members of your group, describing
your progress since the last group meeting.

b. To your instructor, describing your progress.

c. To your instructor, asking for help solving a prob-
lem you have encountered.
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As your instructor directs,

In Problems 15.14 through 15.16,

a. Create a document or presentation to achieve the
goal.

b. Write a memo to your instructor describing the situa-
tion at your workplace and explaining your rhetorical
choices (medium, strategy, content, tone, wording,
graphics or document design, and so forth).

15.14 Proposing a Change

No organization is perfect, especially when it comes to
communication. Propose a change that would improve
communication within your organization. The change
can be specific to your unit or can apply to the whole or-
ganization; it can relate to how important information is

distributed, to who has access to important information,
how information is accessed, or any other change in
communication practices that you see as having a bene-
fit. Direct your proposal to the person or committee with
the power to authorize the change.

15.15 Proposing to Undertake a Research Project

Pick a project you would like to study whose results
could be used by your organization. (See Problem 16.5.)
Write a proposal to your supervisor requesting time

away from other duties to do the research. Show how
your research (whatever its outcome) will be useful to
the organization.

15.16 Writing a Progress Report to Your Superior

Describe the progress you have made this week or this
month on projects you have been assigned. You may

describe progress you have made individually, or
progress your unit has made as a team.

15.17 Writing a Report Based on a Survey

As your instructor directs,

a. Survey 40 to 50 people on some subject of your
choice.

b. Team up with your classmates to conduct a survey
and write it up as a group. Survey 50 to 80 people if
your group has two members, 75 to 120 people if it
has three members, 100 to 150 people if it has four
members, and 125 to 200 people if it has five mem-
bers.

c. Keep a journal during your group meetings and sub-
mit it to your instructor.

d. Write a memo to your instructor describing and
evaluating your group’s process for designing, con-
ducting, and writing up the survey. (See Chapter 14
on working and writing in groups.)

For this assignment, you do not have to take a ran-
dom sample. Do, however, survey at least two different
groups so that you can see if they differ in some way.
Possible groups are men and women, business majors
and English majors, Greeks and independents, first-year
students and seniors, students and townspeople.

As you conduct your survey, make careful notes
about what you do so that you can use this information
when you write up your survey. If you work with a
group, record who does what. Use complete memo format.

Your subject line should be clear and reasonably com-
plete. Omit unnecessary words such as “Survey of.”
Your first paragraph serves as an introduction, but it
needs no heading. The rest of the body of your memo
will be divided into four sections with the following
headings: Purpose, Procedure, Results, and Discussion.

In your first paragraph, briefly summarize (not neces-
sarily in this order) who conducted the experiment or
survey, when it was conducted, where it was conducted,
who the subjects were, what your purpose was, and
what you found out. You will discuss all of these topics
in more detail in the body of your memo.

In your Purpose section, explain why you conducted
the survey. What were you trying to learn? What hy-
pothesis were you testing? Why did this subject seem in-
teresting or important?

In your Procedure section, describe in detail exactly
what you did. “The first 50 people who came through
the Union on Wed., Feb. 2” is not the same as “The first
50 people who came through the south entrance of the
Union on Wed., Feb. 2, and agreed to answer my ques-
tions.” Explain any steps you took to overcome possible
sources of bias.

In your Results section, first tell whether your results
supported your hypothesis. Use both visuals and words
to explain what your numbers show. (See Chapter 6 on
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how to design visuals.) Process your raw data in a way
that will be useful to your reader.

In your Discussion section, evaluate your survey and
discuss the implications of your results. Consider these
questions:

1. What are the limitations of your survey and your
results?

2. Do you think a scientifically valid survey would
have produced the same results? Why or why not?

3. Were there any sources of bias either in the way the
questions were phrased or in the way the subjects
were chosen? If you were running the survey again,
what changes would you make to eliminate or
reduce these sources of bias?

4. Do you think your subjects answered honestly
and completely? What factors may have
intruded? Is the fact that you did or didn’t know
them, were or weren’t of the same sex relevant? If
your results seem to contradict other evidence,
how do you account for the discrepancy? Were

your subjects shading the truth? Was your
sample’s unrepresentativeness the culprit? Or
have things changed since earlier data were
collected?

5. What causes the phenomenon your results reveal? If
several causes together account for the phenomenon,
or if it is impossible to be sure of the cause, admit
this. Identify possible causes and assess the
likelihood of each.

6. What action should be taken?

The discussion section gives you the opportunity to
analyze the significance of your survey. Its insight and
originality lift the otherwise well-written memo from the
ranks of the merely satisfactory to the ranks of the
above-average and the excellent.

The whole assignment will be more interesting if you
choose a question that interests you. It does not need to
be “significant” in terms of major political or philosophic
problems; a quirk of human behavior that fascinates you
will do nicely.

15.18 Writing a Proposal for a Student Report

Write a proposal to your instructor to do the research for
a formal or informal report. (See Problems 16.5, 16.9,
16.11 and 16.12.)

The headings and the questions in the section titled
“Proposals for Class Research Projects” are your RFP; be

sure to answer every question and to use the headings
exactly as stated in the RFP. Exception: where alternate
heads are listed, you may choose one, combine the two
(“Qualifications and Facilities”), or treat them as separate
headings in separate categories.

15.19 Writing a Proposal for Funding for a Nonprofit Group

Pick a nonprofit group you care about. Examples include
professional organizations, a school sports team, a chari-
table group, a community organization, a religious
group, or your own college or university.

As your instructor directs,

a. Check the Web or a directory of foundations to find
one that makes grants to groups like yours. Brain-
storm a list of businesses that might be willing to
give money for specific projects. Check to see

whether state or national levels of your organization
make grants to local chapters.

b. Write a proposal to obtain funds for a special project
your group could undertake if it had the money. Ad-
dress your proposal to a specific organization.

c. Write a proposal to obtain operating funds or money
to buy something your group would like to have.
Address your proposal to a specific organization.

15.20 Writing a Sales Proposal

Pick a project that you could do for a local company or
government office. Examples include

• Creating a brochure or Web page.

• Revising form letters.

• Conducting a training program.

• Writing a newsletter or an annual report.

• Developing a marketing plan.

• Providing plant care, catering, or janitorial
services.

Write a proposal specifying what you could do and
providing a detailed budget and work schedule.

As your instructor directs,

a. Phone someone in the organization to talk about its
needs and what you could offer.

b. Write an individual proposal.

c. Join with other students in the class to create a group
proposal.

d. Present your proposal orally.



Locker−Kienzler: Business 
and Administrative 
Communication, Eighth 
Edition

V. Reports 15. Planning, Proposing, 
and Researching Reports

© The McGraw−Hill 
Companies, 2008

532 Part 5 Reports

15.21 Writing a Progress Report

Write a memo to your instructor summarizing your
progress on your report.

In the introductory paragraph, summarize your
progress in terms of your schedule and your goals. Un-
der a heading titled Work Completed, list what you have
already done. (This is a chance to toot your own horn: if
you have solved problems creatively, say so! You can
also describe obstacles you’ve encountered that you

have not yet solved.) Under Work to Be Completed, list
what you still have to do. If you are more than two days
behind the schedule you submitted with your proposal,
include a revised schedule, listing the completion dates
for the activities that remain.

In your last paragraph, either indicate your confidence
in completing the report by the due date or ask for a con-
ference to resolve the problems you are encountering.

15.22 Writing a Progress Report for a Group Report

Write a memo to your instructor summarizing your
group’s progress.

In the introductory paragraph, summarize the group’s
progress in terms of its goals and its schedule, your own
progress on the tasks for which you are responsible, and
your feelings about the group’s work thus far.

Under a heading titled Work Completed, list what has
already been done. Be most specific about what you
yourself have done. Describe briefly the chronology of
group activities: number, time, and length of meetings;
topics discussed and decisions made at meetings.

If you have solved problems creatively, say so! You
can also describe obstacles you’ve encountered that you

have not yet solved. In this section, you can also com-
ment on problems that the group has faced and whether
or not they’ve been solved. You can comment on things
that have gone well and have contributed to the smooth
functioning of the group.

Under Work to Be Completed, list what you personally
and other group members still have to do. Indicate the
schedule for completing the work.

In your last paragraph, either indicate your confi-
dence in completing the report by the due date or
ask for a conference to resolve the problems you are
encountering.

15.23 Analyzing Annual Reports

Locate two annual reports either in paper or electronic
form. Use the following questions to analyze both reports:

• Who is the audience(s)?

• What is the purpose(s) of the report?

• How is the report organized and what does the
order of information reflect about the company?

• How does the report validate/support the claims it
makes? What type of evidence is used more often—
textual or visual? What kinds of claims are used—
logical, emotional, or ethical?

• How does the text establish credibility for the
report?

• What can you tell about the company’s financial
situation from the report?

• What role do visuals play in the report? What image
do they portray for the company? How do the visuals
help establish credibility for the report? What do they
imply about power distribution in the company?

• Does the report deal with any ethical issues?

As your instructor directs,

a. Write a memo to your instructor comparing and con-
trasting the two reports according to your analysis an-
swers. Explain which report you find more effective
and why.

b. Share your results orally with a small group of stu-
dents.

c. Present your results to the class.

15.24 Mosaic Case

“I’m pleased to say that the new strategies for targeting
Hispanic customers have been greatly noticed,” said
Demetri, when Yvonne gave him the floor to talk at their
routine staff meeting. “Many of the Mosaic store man-
agers from the southern stores have taken the time to e-mail
me about positive verbal feedback they’ve been getting
from our customers.”

“It’s good to know our hard work is paying off, de-
spite the challenges,” said Trey while letting out a fake
cough, “we faced when working with the Marketing
Department.”

Martina just snickered at his remark.
Ignoring the exchange, Demetri said, “Here’s the

deal. While we’ve received some positive feedback from
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the store managers, I don’t have any data from actual
customers.”

“Any ideas on how to get some?” asked Yvonne.
“Well, yes, actually,” said Demetri, a tad bit pleased

with himself. “I want to create a survey that Mosaic’s
employees could pass out with clipboards to Hispanic
customers that come into our stores.”

“That’s a great idea.” said Sarah, “Depending on
what you’re thinking about and come up with, I might
also put the survey up on the Web site.”

“I want to know how Hispanic customers are re-
sponding to the changes at Mosaic. Have they even no-
ticed any? Have they been pleased with their shopping
experience at Mosaic? What can we do to make their
shopping experiences even better? What do they think
about merchandise targeted specifically for them and
their needs? Or how about our new bilingual Mosaic
employees we’ve added to these southern stores? Are
there differences in opinions of Hispanics based on age
or annual household income? Etcetera, etcetera,” said

Demetri with a passionate flair. “I want real data that
can tell us where to go from here.”

“Trey and Martina, do you think you can handle put-
ting this together?” asked Yvonne.

“Definitely!” Martina said while starting to peel a ba-
nana.

Take on the communication task of Trey and Martina
using your newly acquired knowledge from Chapter 15.

• Create a 10-question survey that will effectively
measure the information Demetri seeks to know.
Make sure that your questions are phrased
neutrally, ask only one thing, are not biased, and use
words that mean the same to all respondents.

• Conduct a usability test of your survey with a
convenience sample of 10 peers to make sure all
your questions are comprehensible and clear.

• Determine what needs to be different if Sarah wants
to also post the survey on the Mosaic Web site. In
other words, if you put a paper-based survey on the
Internet, do questions need to change in some way?


