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The world of business is certainly changing at 2 very fast rate. Businesses can't assume that con-
tnuing to produce the same ald products, by the same old process, with the same old technology,
managed in the same old way will continue to produce the same old good result. The need for
intelligence supported by a connection to the real world is more important than ever. Busifess
researchers are challenged with the Job of producing Just this type of mtelligence, The eighth
edition of Business Research Methods addresses the dynamic nature of today’s business world while
conveying the essential elements of the business research process.

Most readers understasd thar MANAEErs Want answers to questions, What is not so obvious is
that the search for the correct questions can be just as important as finding the right answers. Afier
all, search is the biggest part of “research.” The researcher must have some idea of how to begin the
search process, how to best scarch through what is now terabyte after terabyte of information to
Pick out those élements which best hold the possibility of turning inte intelligence, and then how
o communicate that mtelligence in a way that helps managers make decisions, When it works
right, business research 18 a win-win proposition. The process enables a company to identify its
customers and design products and processes that maximize value for all. In retur, the company
receives valye as the customer spends their hard earmed money. As a result, customers win and
businesses win! All are better off,

Tr)’iﬂg to find juse the right piece of business information via the [nternet can be like search-
ng for @ needle in 4 haystack. This information may well be hidden beneath piles and piles of
lrlr-.-Icv:mt stufll Or how about trying to find a key picce of business information that miy be
hidden in the mind of'a consumer or some employee? A customer may not even be consciously
'.‘IW.'iI't:‘ of all his or her reasons for some preference or some behavior and, caonsequently, can't
”‘_I""thf}f"u!' talk about ir, An employee may not even realize that he or she possesses important
Wtull nformation. How do you go about finding this information that could be so crucial ro
m“ll“”g a good business decision? Effective business research is like applying a CAT scan to a
business problem,

e hat’s wlhurr: this text comes in: Business Research Methods equips students with che knowl-
:fl.::;IL:,kll]:,mv”]“’d ..f.n thishh.-lsi{:_ rcse:ln"c‘h process; these will sjmp.fil"y :IIIHL'f Pl'ﬂ\r‘lll.lit' more
Researchor m“:[ \I‘:drs 1.i’u.rl business mu-.]]:gcm.u. Ilie process we describe inclides six steps.
for—gha mety }i; .]-rft! work Iftjgt‘t'i'u"l‘ with duw?'xln'm makers to decide what they are looking
Abone g, “Phorical needle in the haystack. The next two stages plot out the way to o
1ding

ipnr;'::i-:,:5:);;;’:2_1}“.1“ when the business researcher communicaves the benefits of finding “pointed”

£ hat can
decisior, miaker, Syce
Valuable than thie

the needle. Next are two stages that focus on the actual search for the needle, The

help mend problems or create something really new and special for the

58 1 this process usually merits the researcher g reward that is 2 bit more
needlel
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