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  The world ofbusiness is certainly changing at a very fast rate. Businesses can't assume that cor-linuing to produce the same ald products, by the same old process, with the sameold technology,managed in the same old way will continue to produce the same old goodresult. The need forintelligence supported by a connection to the real world is more important than ever. Businessresearchers are challenged with the Job ofproducing just this type ofintelligence, The eighthedition of Business Research Methods addresses the dynamic nature of today’s business world whileconveying the essential elements of the business research process.Mostreaders understandthat managers want answers to questions, What is not so obvious isthatthesearchforthe correct questions can bejust as important as finding the right answers. Afterall, search is the biggest part of“research.” The researcher must have someidea ofhowto begin) thesearch process, howto best search through whatis now terabyteafter terabyte ofinformation topick out those ements which best hold the possibility ofturninginto intelligence, and then howta communicate that intelligence in a way that helps managers make decisions, Wheir it worksright, business researchis 4 win-win proposition. The process enables a company to identify itscustomers and design products and processes that maamize value for all. [n return, the companyreceives value as the customer spends their hard earned money. As a result, customers win andbusinesses win! All are better off.
Trying to findjust the right piece ofbusiness information via the Internet can be like search-Ing for @ needle in a haystack. This information may well be hidden beneath piles andpiles ofurelevant stuff! Or howabout trying to find a key piece of business information that may behiddenin the mind of'a consumer or some employee? A customer may not even be consciouslysere ofall his or her reasons for some preference or some behavior and, consequently, can’tidentify or talk about ir, An employee may not even realize that he or she possesses important

Vatal information, How do you go about finding this information that could be so crucial topislcinyg 4 good business decision? Effective business research is like applying a CATscan to abusiness broblern,

d That's where this text. comes in: Business Research Methods equips students with the knowl
FEoiseeytoeee an this basic research process; these will simplify and provide MoreRcsearchors mia_ 1 mp business intelligence. The process we describe includes six steps.for—that ‘ite hotical woul together with decision makers to decide what they are lookingaboutfind a Nea’ needle in the haystack. The next twostages plot out the way to go

lding the

oomWhenthe business researcher communicates the benefits offinding “pointed”° Mat can
decision, mi
Valuable th

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
ker. Suc cess in this process usually merits the researcher a rewardthat is a bit niore

an that needlel
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