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Preface

Since the last edition of Business Research Methods, the use of the Internet for
business research has come of age. 1 am now very certain that technological
developments and social diffusion of the Internet will dramatically shape the
future of business research. As the Internet becomes increasingly representa-
tive of the U.S. population, innovative techniques that can uniquely be admin-
istered online will become standard. In the 21st century, business research on
the Internet has moved out of the introductory stage of its product life cycle
into the growth stage.

This seventh edition of Business Research Methods reflects the astonishing
changes in information technology that have taken place in the last few years.
I have worked diligently and carefully to make this edition a book that reflects
the practice of business research in our new digital age. While this seventh edi-
tion of Business Research Methods remains focused on time-honored, traditional
business research methods, the addition of extensive coverage of Internet
research is a major change in this new edition.

NEW TO BUSINESS RESEARCH METHODS, SEVENTH EDITION

The seventh edition of Business Research Methods places greater emphasis on
using the power of the Internet to conduct business research. It was impor-
tant to me that the new material on Internet business research not be lumped
into a closing chapter at the end of the book or into a single chapter on sur-
vey rescarch. There are unique aspects of Intcrnec rescarch that touch on
information systems, gathering of secondary data, survey design, sample selcc-
tion, questionnaire design, Web traffic monitoring, and many other topics. The
placement of Internet issues was carefully thought out. These issues are inte-
grated in the right place, surrcunded by the right context. Enhancements to
the chapters and expanded coverage of the Internet’s impact on marketing are
summmarized below.

Chapter 1: The Role of Business Rescarch includes a new, forward-
looking discussion called “Business Research in the 21st Century” It exam-
ines how two trends, globalization of business and growth of the Internct as a
communication medium, have changed the way we think ubout business
research. It sets the stage for many of the changes in dther chaprers.

Chapter 2: Information Systemns and Knowledge Management spotlights
the very latest information technology in business enterprises and not-for-
profit organizations. This chapter deals with the means for instantaneous and
interactive access to information. It expands the discussion of decision support
systemns with new material on CRM (customer rclationship management). A
new discussion of business intelligence software cxplains how researchers ana-
lyze data in extensive data warehouses to discover significant patterns and rela-
tionships. The material on computerized data archives and databases, especially
video databases, has been updated and revised.

xiti



xiv

Concerns about privacy have caught the attention of the public and the
business research world. The impact of I?C'W technology on privacy is discussed
in depth in Chapter 5: Ethical Issues in Business Research.

The use of the Internet for qualitative exploratory research is growing rap-
idly. Chapter 7: Exploratory Research and Qualitative Analysis discusses the
use of online focus groups, videoconferencing, and streaming media tech-
nologies.

Chapter 8: Secondary Data has been substantially revised. Information
technology is rapidly changing how secondary data are acquired, and this new
edition is at the cutting edge in explaihing how. Chapter 8 has been revised
to reflect the 2000 Census and the changing face of secondary data in our
Internet age.

Chapter 9: Survey Research: An Overview and Chapter 10; Survey
Research: Basic Methods of Communication with Respondents have been
greatly expanded to reflect the role of the Internet and other new technolo-
gies. Chapter 10 has changed more than any other chapter in this textbook. It
now includes a major section on the advantages and disadvantages of Internet
surveys. It explains everything from the basics (defining an Internet survey) to
sophisticated topics such as security conicerns. A new section at the end of the
chapter explains how WebSurveyor software, available free to students with the
purchase of the textbook, can be used to design Internet surveys and compute
results quickly and easily.

Chapter 11: Observation Methods features a new section on monitoring
Web site traffic. It uses relevant examples about companies—such as Jupirer
Media Metrix and Nielsen//NetRatings—that specialize in monitoring
Internet activity.

Chapter 15: Questionnaire Design has extensive new material on writing
questions and formatting Web pages for Internet surveys. It discusses why the
layout and physical attractiveness of a questionnaire are crucial in Internet and
other self-administered questionnaires. Going beyond a mere cursory descrip-
tion of Internet questionnaires, this chapter explains how graphical user inter-
faces allow the researcher to control the background, colors, fonts, and other
visual features displayed on the computer screen. It explains status bars, radio-
button questions, drop-box questions, variable piping, and many other ques-
tionnaire design issues unique to Internet surveys.

Chapter 16: Sampling Designs and Sampling Procedures includes a new
section that describes the best methods for drawing Internet samples. The dis-
cussion ranges from drawing samples of Web site visitors to forming panels
from opt-in sampling frames. It covers sampling problems associated with sur-
veys conducted on the Internet.

Traditional coding of open-ended responses is an expensive, labor-intensive
task. Chapter 19: Editing and Coding: Beginning to Transform Raw Data into
Information illustrates how Verbastat, new software by SPSS, can provide a fast,
reliable way to automate as much of the coding process as possible.

Chapter 20: Basic Data Analysis: Descriptive Statistics has been updated
and revised to reflect the growing use of Microsoft Excel in data analysis.
Several exhibits and end-of-chapter questions show statistical menus and out-
put from Excel.

Chapter 25: Communicating Research Results: Report, Presentation, and
Follow-Up includes discussion of real-time report distribution, whereby

employees can share data, executive summaries, and IEports on a company
intranet.
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ORGANIZATION OF THE BOOK

The organization of the seventh edition of Business Research Methods follows
the logic of the business research process. The book is organized into eight
parts. Each of the first six parts presents the basic research concepts for one of
the stages in the research process and discusses how these concepty relate to
decisions about conducting specific projects.

Purt 1: Introduction discusses the scope of business research, provides an
overview of the entire business research process, and explains how the Internet
and globalization are changing the nature of information systems and research
methods. It also addresses theory development and ethical issues in business
research.

Part 2: Beginning Stages of the Rescarely Process covers problem defini-
tion, research proposals, exploratory research, and secondary data.

Part 3: RBescarch Mothods tor Collecting Prinary Data examines the con-
cepts and issues related to designing and using surveys, observation studics, and
experiments.

Part 4: Measuremuent Concepts discusses the logic of measurement and the
practical issues involved in attitude measurement and questionnaire design.

Part 5: Smnpling and Fieldwork explains why sampling is required, how to
design samples, how to conduct fieldwork, and how to deternune sample size.
A review of basic statistical concepts appears in this part of the book.

Part 6: 12ata Analysis and Presentation covers editing, coding, descriptive
data analysis, inferential statistical analysis, and communication of research
results. It ends with a final note on the use of business research.

Part 7:Video Cases provides 13 outstanding video cases.

Part 8: Crincal Thinking Cases includes 32 critical thinking cases, many
with computerized databases. The computerized databases are available at
http://zikmund.sweollege.com. These cases challenge students to apply and
integrate the concepts they have learned.

SUPERIOR PEDAGOGY

More than other research methods textbooks, the seventh edition of Business
Research Methods addresses students’ need to comprehend all aspects of the
business rescarch process. To achieve these objectives, chapters include the fol-
lowing, features:

® Learning objectives at the beginning of each chapter preview the
important topics in each chapter. Students can also use the abjectives to
determine whether they understand the major points of the chapter.

B QOpening vignettes describe actual business research challenges that may
spark class discussion and demonstrate how chapter topics apply to the real
world.

®  Research Insights illustrate key points from the chapter and delve deeper
into related business research topics. For example, a Rescarch Insight box
in Chapter 10 challenges readers to weigh the impact of Ameritech’s new
phone service, Privacy Manager; on the success of telcphone surveys.

® An accessible, interesting writing style continues to be a hallmark of
this textbook. With a careful balance between theory and practice and a
sprinkling of interesting examples, the writing style helps clarify rather
than mystify. In addition, the text offers comprehensive rather than super-
ficial treatment of topics.
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® A review of statistical theory in Chapter 17 provides students with an
overview of the basic aspects of statistics theory. Because this managerially
oriented textbook is a business research textbook and not a statistics
monograph, students are given the tools needed to review and compre-
hend statistical theory. Even students with rusty statistical skills will bene-
fit from a quick review of the basic statistical concepts in Chapter 17. In
addition, Statistical Tutor boxes ald in the learning process by visually
reflecting statistical concepts.

® Key terms within the chapter and in the margins help students recognize
and retain important business research and statistical terminology. Learning
the vocabulary of business research is essential to understanding the topic,
and Business Research Methods facilitates this in three ways. First, key con-
cepts are boldfaced and completely defined when they first appear in the
text. Second, all key terms and concepts are listed at the end of each chap-
ter, and many terms are highlighted in a marginal glossary. Third, a glossary
summarizing all key terms and definitions appears at the end of the book for
handy reference. A glossary of frequently used symbols is also included.

® Questions for Review and itical Thinking promote student
mvolvement in the classroom by prompting them to think about topics
beyond the text’s coverage. Review materials enhance students’ under-
standing of key concepts. '

® Ethics questions, identified by a special icon, are included in each chap-
ter. Among the compelling issues students are asked to explore is the
redefining of the right to privacy in light of new technology.

B Exploring the Internet activities provide considerable value for stu-
dents of business research. A serious ‘effort has been made to provide cur-
rent URLs for numerous worthwhile Internet sites. These are not just a
bunch of trivial sites, but educational sites that a professor will want his or
her students to visit to learn more about a concept. The Internet acvities
range from going to the Census Bureau’s Population Clock to participat-
ing in Internet surveys. |

®  Extensive video cases and cases at the end of the textbook illustrate
business research concepts and build knowledge and research skills. These
cases present interesting, real-life research situations that require students
to make thoughtful decisions. They offer the opportunity for active par-
ticipation in the decision-making process, one of the most effective forrms
of learning. The video cases portray actual research activities for brands
and companies such as Rescue Heroes by Fisher-Price, I-Zone by
Polaroid, V8, Ben and Jerry’s, and Burke, Inc.

COMPREHENSIVE INSTRUCTOR RESOURCES

Materials to supplementt the content of the textbook are available to help
instructors perform their vital teaching finction. The extensive learning pack-
age provided with Business Research Methods includes a Test Bank, a comput-
erized Test Bank (ExamView Testing Sdftware), a comprehensive Instructors
Manual and Transparency Masters, PowerPoint presentation slides, data sets for
several cases, a comprehensive video library, and online business research
resources (available at http://zikmund.swcollege.com).

® The Instructor’s Resource CD-ROM (ISBN: 0-324-1182406) con-
tains many valuable instructor resources on one easy-to-use CD-ROM:
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the Test Bank, ExamView Testing Software, the Instructor’s Manual,
PowerPoint presentation slides, and data sets for cases.

® The Test Bank, written by Tom Quirk of Webster University, has been
revised to provide a variety of questions covering every major concept in
the textbook. The questions have all been scrutinized to eliminate ambi-
guity and to provide varying levels of difficulty. Each question is identified
with a page number from the textbook where the answer may be located.

®  ExamView, an easy-to-use automated testing program, allows instructors
to create exams by using provided questions, modifying questions, or
adding new questions.

®m  The Instructor’s Manual and Transparency Masters was designed to
ease lecture presentation by offering detailed and comprehensive lecture
outlines, solutions to all assignments, and transparency masters. The solu-
tion to each case and video case includes the objective of the case, a brief
summary of the case, and recommended questions and solutions. The
Instructor’s Manual is available both on the Instructor’s Resource CD-
ROM and at the password-protected Instructor Web site at hetp://
zikmund.swcollege.com.

8 PowerPoint Presentation Slides summarize and illustrate key concepts
in each chapter. These slides are available both on the Instructor’s
Resource CD-ROM and at http://zikmund.sweollege.com, where they
can be downloaded.

® Excel and SPSS Data Sets are available for several of the end-of-book
cases. Theses cases present entire research projects and include databases
useful for assignments dealing with statistical analysis. Students may down-
load the data sets at http://zikmund.swcollege.com by clicking on the
textbook and then on “Data Sets” Data sets are also available on the
Instructor’s Resource CD-ROM.

® The Comprehensive Video Library introduces students to business
research challenges in a variety of interesting businesses.Video cases guide
students through problem analysis, problem solving, and application of
chapter concepts. Suggested solutions and teaching notes for the video
cases are included in the Instructor’s Manual.

® Web Resources at http://zikmund.swcollege.com provide the latest
information about “what’s new” and “what’s cool” in business research.
The site features links to other research-related sites, tips about using the
supplemental video library, and much more.

RESOURCES FOR STUDENTS

In addition to the coverage of the latest information technology (described
above), the seventh edition includes the following new student resources:

® A partnership with WebSurveyor, a specialist in Web-based business
research, has made it possible to greatly enhance student learning by pro-
viding sample surveys, response scales, question libraries, and survey results
developed specifically for Business Research Methods. WebSurveyor activities
and quizzes, written by the textbook author, appear both in the textbook
and on the companion Web site. The WebSurveyor Desktop software is
available to students who purchase new textbooks that contain a
WebSurveyor postcard with a serial number. Students with a serial num-
bers should go to http://zikmund.sweollege.com, click on the textbook,
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click the WebSurveyor button, and follow the steps for registering. Students
who need to purchase a serial number should go to http://zikmund.
sweollege.com, click on the textbook, click the WebSurveyor button, and
follow the steps for purchasing access to this software.

B The Dedicated Web Site http://zikmund.swcollege.com has been
developed especially for the new edition. Features of the Web site include

chapter quizzes that allow students to test and retest their knowledge of

chapter concepts. Three separate quizzes are offered for each chapter to
encourage retesting. In addition, the Web site features downloadable
PowerPoint slides, the very best online business and marketing research
resources available, data sets for all the cases, flash cards of key terms, and
much more.

B InfoTrac—College Edition is packaged free with each new text. This
fully searchable online database gives professors and students 24-hour
access to full-text articles from a variety of well-known periodicals and
scholarly journals.

§ SPSS—Student Version brings aﬂ'ordable, professional statistical analysis
and modeling tools to a student’s own PC. Based on the professional ver-
sion of one of the world’s leadmg desktop statistical software packages,
SPSS 10.0 for Windows Student Version (ISBN: 0-324-108699) includes an
easy-to-use interface and comprehensive online help that lets students
learn statistics, not software.
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THE ROLE CF
BUSINESS RESEARCH

What you will learn in this chapter

To understand the importance
of business research as a
management decision-
making toal.

® To define business research.

To understand the diffizrence
between basic and applied
research.

To uncerstand the managerial
value of business research and
the role it plays in the
development and
implementation of strategy.

To define fotal quality
management and show its
relationship to business
research

To understand when business
research is needed and when
it should not be conducted
To identify various topics for
business research

To explain that business
research is a global activity.

United States.! Its 2000 Work/Life Needs Assessment Survey

of employees, conducted acrass all of DuPont’s U.S. business
units, is the fourth of its kind in 15 years. This business research pro-
vides the company with extensive trend data on employees’
work/life behavior and their needs. A key finding of DuPont’s lat-
est survey is that, as the company’s work force ages, employees’ child
care difficulties are diminishing, but they see elder care needs
emerging on the horizon.

The survey found 88 percent of the respondents identified them-
selves as baby boomers. About 50 percent of respondents say they
have—or expect to have—elder care responsibilities within the next
3 to 4 years, up from 40 percent in 1995.

Prior surveys uncovered that DuPont employees want very much
to be able to balance work and famiily responsibilities, feeling deeply
committed to both aspects of their lives. The latest research shows
that the company’s efforts along these lines have been successful.
Employees perceive even greater support by management for
work/life issues since the 1995 survey, and indicate that they feel
less stress. Support from colleagues is rated high, and women indi-
cated that they now have more role models. Work/life programs are
clearly powerful tools that are good for employees and good for
business.

The researchers concluded that the feeling of management sup-
port is directly connected to employees’ discretionary efforts to
make the company successful. Employees who use work/life pro-
grams reported that they are willing to “go the extra mile.”

Other major findings indicate that

®  DuPont’s work/life programs are highly valued, even by those
employees who don’t personally use them.

DuPont has 94,000 employees worldwide and 54,000 in the

®  Flexibility, in particular, is highly valued and appears to work
quite well (e.g., almost half of employees have used flexible
work hours).

m  Other highly valued aspects of work/life are tuition reimburse-
ment, Dependent Care Spending Accounts (where employees can
put away before-tax dollars to use on certain types of dependent
care), and the company’s resource and referral service.

Business research input like this has helped expand and revise
work/life programs offerings at DuPont year after year. m



Chapter 1

In thousands of organizations, business research is an important manage-
rial tool that exerts a major influence on decision making. The above exam-
ple about DuPont’s Work/Life Needs Assessment Survey illustrates how
business research can provide insights into and solutions for organizational
problems. The managerial value and diverse nature of business research can be
illustrated by the following additional examples. As you read through these
examples, imagine you are an executive considering the importance of busi-
ness research in providing information essential for good decision making,

Harley-Davidson researchers had Harley owners, would-be owners, and
owners of other brands create cut-and-paste collages to express their feelings
about Harley-Davidson motorcycles. Whether the artwork was from long-
time Harley loyalists or fresh prospects, common themes emerged: enjoyment,
the great outdoors, and freedom. Subsequent surveys among customers iden-
tified seven core types: Adventure-Loving Traditionalists, Sensitive Pragmatists,
Stylish Status-Seekers, Laid-Back Campers, Classy Capitalists, Cool-Headed
Loners, and Cocky Misfits. While the groups differed in many aspects, they all
appreciated Harley-Davidson products because they were associated with
independence, freedom, and power.”

When Steelcase, an office furniture manufacturer, decided there was an
opportunity for a new product épecifically designed for work teams,
researchers conducted an observation tudy. Steelcase placed video cameras at
various companies so that they could observe firsthand how teams operate.
After the recording period ended, the researchers exhaustively analyzed the
tapes, looking for patterns of behavior and motion that workers don’t even
notice themselves. The main observation was that people in teams function
best if they can do some work collaboratively and some privately. Designers
used these findings to develop the Personal Harbor brand of modular office
units. The units are similar in shape and size to a phone booth and can be
arranged around a common space where a team works, fostering synergy but
also allowing individuals to work alone when necessary.?

Most physicians connect to the Internet daily, and 42 percent work in
practices that have Web sites, according to business research conducted in
2001.* The study from Harris Interactive found that doctors’ use of the
Internet has increased significantly since 1999. Only 7 percent of physicians
do not use the Internet, compared with 11 percent in 1999. Over half (55 per-
cent) of physicians now use e-mail to communicate with professional col-
leagues, while 34 percent communicate with support staff via e-mail.

Another study showed that despite the popularity of the Internet among the
medical community, few physicians are using the Internet to perform work-
related tasks such as communicating with patients and storing medical records.’
Approximately one in five physicians e-mail their patients, while 4 percent pre-

~ scribe medicine online. Overall, only 20 percent of doctors believe the Internet

is essential to their professional practices. The study found that privacy and secu-
rity concerns have deterred many physicians from using online services.
According to the Bureau of Labor Statistics (BLS), there were about
693,000 financial managers nationwide in 1998.° Although these managers
were found in virtually every industry, more than a third were employed by
services industries, including business, health, social, and management services.
Nearly 3 out of 10 were employed by financial institutions, such as banks, sav-
ings institutions, finance companies, credit unions, insurance companies, secu-
rities dealers, and real estate firms. Median annual earnings of financial
managers were $55,070 in 1998. The middle 50 percent earned between
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Business research
evidence has indicated
that customer satisfaction
and employee salisfaction
are closely linked.”
Separate research stucies
carried out by Ryder and
Sears found a very hign
correlation between the
way employees viewed
an organization and the
way its customers felt
about it, Companies like
these realize that
business research is
important to their
success.

$38,240 and $83.800. The lowest 1D percent had earnings of less than
$27.680, while the top 10 percent eatned over $118,950. The BLS projects
that the total employment for the Anierican work force will increase by 14
percent between 1998 and 2008. The outlook for financial managers is good,
as the need for financial expertise will keep the profession growing about as
fast as the average for all occupations through 2008.

An academic researcher conducted an experiment to determine whether
workers whose goals are set unattainably high will perform better than workers
whose goals are relatively easy to achieve. The experimenter concluded that the
higher the intended level of achievement, the higher the level of performarce.

Campbell Soup Company’s IntelligentQuisine brand of frozen meals
designed to combat high blood pressure, high cholesterol, and diabetes, never
made it to national distribution, despite the company’s $30 million commitment
in resources from its Center for Nutrition and Wellness. Tests in limited markets
indicated that demand was not great ¢nough to warrant national marketing.”
On the other hand, Pepsi’s Storm, a caffeinated lemon-lime drink, showed
promise in test markets.” Equally useflil, however, was Pepsi’s finding that its
replacement for the company’s Slice brand would best be marketed natiorally
under the name Sierra Mist rather thaniStorm. Pepsi also tested two new flavors
of Mountain Dew, cherry-colored Code Red and electric-blue Arctic.

Each of these examples illustrates a business research problem. All of the
examples relate to business research, but each illustrates a different form of
research. The DuPont example illustrates how survey findings can be directly
translated into business strategy. The Steelcase example points out the value of
an observation study. The other examples illustrate that rescarchers use more
than surveys. Government and trade association statistics, internal records, psy-
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chological tests, and experiments are valuable tools for business research.
Because these examples illustrate only a few applications of business research,
it should not surprise you to learn that business research is widespread and

growing in importance.

SCOPE OF BUSINESS RESEARCH

Chapter 1

The scope of business research is limited by one’s definition of “business.”
Certainly research in the production, finance, marketing, or management areas
of a for-profit corporation qualifies as business research. A broader definition
of business, however, includes not-for-profit organizations, such as the
American Heart Association, the San Diego Zoo, and the Boston Pops
Orchestra. Each of these organizations exists to satisfy social needs, and each
requires business skills to produce and distribute the services that people want.
Business research may be conducted by organizations that aré not business
organizations. (The federal government, for example, performs many func-
tions that are similar, if not identical, to those of business organizations. Federal
managers may use research techniques for evaluative purposes in much the
same way as managers at DuPont or Ford.) This book uses the term business
research because all research techniques are applicable to business settings.

Business research covers a wide range of phenomena. For managers the
purpose of research is to fulfill the need for knowledge of the organization,
the market, the economy, or another area of uncertainty. A financial manager
may ask, “Will the environment for long-term financing be better 2 years
from now?” A personnel manager may ask, “What kind of training is neces-
sary for production employees?” or “What is the reason for the company’s
high employee turnover?” A marketing manager may ask, “How can I moni-
tor my retail sales and retail trade activities?” Each of these questions requires
information about how the environment, employees, customers, or the econ-
omy will respond to executives’ decisions. Research may be one of the prin-
cipal tools for answering these practical questions.

The development and implementation of plans and strategies require
information, and every day managers translate their eXperiences with business
phenomiena into tactics and strategies. Managers often rely on their own intu-
ition and experience in making decisions because of time pressure or because
a problem is minor. However, the primary task of management is effective
decision making. “Flying by the seat of the pants” decision making, without
systematic inquiry, is like betting on a long shot at the racetrack because the
horse’s name is appealing. Occasionally there are successes, but in the long
run, intuition without research can lead to disappointment. Business research
helps decision makers shift from intuitive information gathering to systematic
and objective investigation.

A business researcher conducting research within an organization may be
referred to as a “marketing researcher,” an “organizational researcher,” a “direc-
tor of financial and economic research,” or one of many other titles. Although
business researchers are specialized, the term business research encompasses all
of these functional specialties. While researchers in different functional areas
may investigate different phenomena, they are comparable to one another
because they use similar research methods.

Now that we have illustrated the nature and importance of business research,
it is appropriate to provide a formal definition and consider its implications.
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BUSINESS RESEARCH DEFINED

business research

The systematic and objective pro-
cess of gathering, recording, and
analyzing data for aid in making
business decisions.

The task of business research is to generate accurate information for use in
decision making. As we saw above, the emphasis of business research is on
shifting decision makers from intuitive information gathering to systematic
and objective investigation. Business research is defined as the systematic and
objective process of gathering, recording, and analyzing data for aid in mals-
ing business decisions.

This definition suggests, first, that research information is neither intuitive
nor haphazardly gathered. Literally, reseatch (re-search) means to “search agair.”
It connotes patient study and scientific investigation wherein the researcher
takes another, more careful look at data to discover all that can be known
about the subject of study.

Second, if the information generated or data collected and analyzed are to
be accurate, the business researcher must be objective. The need for objectivity
was cleverly stated by the 19th-century American humorist Artemus Ward, who
said, “It ain’t the things we don’t know that gets us in trouble. It’s the things we
know that ain’t so”” Thus, the role of the researcher is to be detached and imper-
sonal rather than engaging in a biased attempt to prove preconceived ideas. If
bias enters the rescarch process, the value of the data is considerably reduced

A developer who owned a large area of land on which he wished to buid
a high-prestige shopping center wanted a research report to demonstrate to

* prospective retailers that there was a large market potential for such a center.
Because he conducted his survey exclusively in an elite neighborhood, not sur-
prisingly his findings showed that a large percentage of respondents wanted a
“high-prestige” shopping center. Results of this kind are misleading, of course,
and should be disregarded. If the user of such findings discovers how they
wefe obtained, the developer loses credibility. If the user is ignorant of the bias
in the design and unaware that the researchers were not impartial, his decision
may have consequences more adverse than if he had made it strictly on intu-
ition. The importance of objectivity cannot be overemphasized. Without
objectivity, research is valueless.

Third, the above definition of business research points out that its objec-
tive is to facilitate the managerial decision-making process for all aspects of a
business: finance, marketing, personnel, and so on. The definition is not
restricted to one aspect of business. An essential tool for management in its
problem-solving and decision-making activities, business research generates
and provides the necessary qualitative or quantitative information upon which

Some 700 million Sacagawea golden doliars
were circulated in the first year they were
issued—seven times the initial projection of 100
million coins. 19 The last dollar coin, the Susan
B. Anthony, took 14 years to reach the 500
million mark. Extensive business research
helped the U.S. Mint. a not-for-profit
government agency, design, market, and gain
popular support for the Sacagawea dollar.
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to base decisions. By reducing the uncertainty of decisions, research reduces
the risk of making wrong decisions. However, research should be an aid to
managerial judgment, not a substitute for it. There is more to management
than research, Applying résearch remains a managerial art.

BASIC RESEARCH AND APPLIED RESEARCH S - -

One reason for conducting research is to develop and evaluate _concepts and
basic (pure) research theories, and bz or pure—esearch attempts t i -
Research that is intended to expang edge. It does not directly involve the solution to a particular. pragmiatic prob-
the boundaries of knowlgdge liself or  Jem, It has been said that “there is nothing, so_practical"as_g_good. theorv”
to veri I ' Although this statement is true in the long run, basic research findings gener-
théory. ally cannot be immediately implemented. Basic research is conducted to vegify
the acceptability of a given theory or to disc‘;g\:?rm()ut a certain copcept.
For example, consider this basic research conducted at a university. Academic
researchers investigated whether an individual’s perception that he or she wis
doing well on a task would have any influence on future performance. Two
nearly identical groups of adults were given the same set of ten puzzles to solve.
After the subjects had given their solutions to the researchers, they were told
“how well” they did on the test. All members of the first group were told that
they had done well: 70 percent correct (regardless of the actual percent correct).
9 : The members of the other group were told that they had done poorly (30 per-
cent correct). Then both groups were given another set of ten puzzles. Those
] subjects who had been told they had done well on the first set of puzzles per-
formed better with the second set of puzzles than did those who had been told

they had been relatively unsuccessful with the first puzzle solving. The-esults of )
this basic research expand scientific knowledge about theories of general per-

— /’ formance behavior. This study was conducted because the researchers thought
S the theory being tested was far-reaching and applicable to a broad range of sit-
uati i tances. cin

applied research lied research is conducted when a decision must be made about a spe-.
Research undertaken to answer ific-real-life problem. Applied research encompasses those studies undertaken
Questions about specific problems of ¢ answer questions about specific problems or to make decisions about a par-
to make decisions abouta particular ticylar course of action or policy. For example, an organization contemplating
course of action or policy decision.  * papetless office and a networking system for the company’s personal com-

puters may conduct research to learn the amount of time its employees spend
at personal computers in an average week. ,
The procedures and techniques utilized by basic and applied researchers do

scientific method not differ substantially. Both employ the scientific method to answer the questions
Techniques or procedures used to at hand. Broadly characterized, the scientific method refers to ts&i%zm and
analyze empirical evidence in an procedures that help the researcher to kniow and-iinderstand-business p enom-
attempt to confirm or disprove prior ena. The scientific method requires systematic analysis and’ logical interpretation
conceptions. of empirical evidence (facts from observation or experimentation) to confirm

or disprove prior conceptions. In basic research, first testing these prior concep-
tions or hypotheses and then making inferences and conclusions about the phe-
nomena lead to the establishment of general laws about the phenomena.

/) Use of the scientific method in applied research assures objectivity in gath-

' ering facts and testing creative ideas for alternative business strategies. The
essence of research, whether basic or applied, lies in the scientific method, and
much of this book deals with scentific methodology. The difference in the tect.
niques of basic and applied resea—rﬂ%ﬁxgedyfy matter of degree rather than

substance.
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MANAGERIAL VALUE OF BUSINESS RESEARCH

'lwﬁv

TOTHE POINT

The secret of success is to know
something nobody else knows.

ARISTOTLE ONASSIS

We have argued that research facilitates effective management. At many corn-
panies research drives every aspect of major decision making. For example, at
Ford Motor Company, research is sa fundamental that management makes
hardly any significant decision without the benefit of some kind of business
research.
The prime managerial value of business research is that it reduces uncer-
tainty by providing information that improves the decision-making process.
GThe decision-making process associated with the development and imple-
mentation of a strategy involves four interrelated stages:

1. Identifying problems or opportunities

2. Diagnosing and assessing problems or opportunities
3. Selecting and implementing a course of action

4. Evaluating the course of action

Business research, by supplying managers with pertinent information, may
play an important role by reducing managerial uncertainty in each of these
stages.

Identifying Problems or Opportunities

Before any strategy can be developed, an organization must determine where
it wants to go and how it will get there. Business research can help managers
plan strategies by determining the nature of situations or by identifying the
existence of problems or opportunities present in the organization.

Business research may be used as a scanning activity to provide informa-
tion about what is occurring within an organization or in its environment.
The mere description of some social or economic activity may familiarize
managers with organizational and environmental occurrences and help them
understand a situation. Consider two examples:

®  The description of the dividend history of stocks in an industry may point
to an attractive investment opportunity. Information supplied by business
research may also indicate problems.

= Employee interviews undertaken to characterize the dimensions of an zir-
line reservation clerk’s job may reveal that reservation clerks emphasize
competence in issuing tickets over ‘courtesy and friendliness in customer
contact.

~Once business research indicates a problem or opportunity, managers may feel
that the alternatives are clear enough to make a decision based on experience
or intuition, or they may decide that more business research is needed to gen-
erate additional information for a bettér understanding of the situation.

Diagnosing and Assessing Problems or Opportunities

After an organization recognizes a problem or identifies a potential opportu-
nity, an important aspect of business research is the provision of diagnostic
information that clarifies the situation; Managers need to gain insight about
the underlying factors causing the situation. If there is a problem, they need
to specify what happened and why. If an opportunity exists, they may neexl to
explore, clarify, and refine the nature of the opportunity. If multiple opportu-
nities exist, research may be conducted to set priorities. Quantitative or qual-
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A cruise line industry study shows that
although 43.6 million Americans have
considered laking a cruise, 88 percent
of Americans have not been on a
ship.\! Further, business research
suggests that consumers perceive
cruising to be sedentary, regimented,
and boring. Most people have the
attitude that a shipboard vacation
involves sitting around the pool,
playing shuffleboard, and putting on
pounds. Royal Caribbean Cruise Lines’
assessment of these findings led to
service changes and new ads showing
that its ships are for the adventurous
and active. Their large ships have rock
climbing walls, jet skis, basketball
courts, and more. In television
commercials a guest may be shown
snorkeling in turquoise waters among
tropical fish that glimmer like jewels or
riding in a helicopter over majestic
seas of ice.
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Chapter 1

itative investigations may help managers better understand what alternative
courses of action are practical.

Selecting and Implementing a Course of Action

After the alternative courses of action have been clearly identified, business
research is often conducted to obtain specific information that will aid in eval-
uating the alternatives and in selecting the best course of action. For example,
suppose a fax machine manufacturer must decide to build a factory either in
Japan or in South Korea. In such a case, business research can be designed to
supply the relevant information necessary to determine which course of
action is best for the organization.

Opportunities may be evaluated through the use of various performance
criterfa. For example, estimates of market potential allow managers to evalu-
ate the revenue that will be generated by each of the possible opportunities.
A good forecast supplied by business researchers is among the most useful
pieces of planning information a manager can have. Of course, complete accu-
racy in forecasting the future is not possible, because change is constantly
occurring in the business environment. Nevertheless, objective information
generated by business research to forecast environmental occurrences may be
the foundation for selecting a particular course of action.

Even the best plan is likely to fail if it is not properly implemented.
Business research may be conducted with the people who will be affected by
a pending decision to indicate the specific tactics required to implement that
course of action.

The Role of Business Research 9




evaluation research

The formal, objective measurement
and appraisal of the extent to which
a given activity, project, or program
has achieved its objectives.

performance-monitoriny
research

Research that regularly provides
feedback for evaluation and control
of business activity.

total quality management (TQM)
A business philosophy that focuses
on integrating customer-driven qual-
ity throughout the organization.
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Evaluating the Course of Action

After a course of action has been implemented, business research may serve as
a tool to inform managers whether planned activities were properly executed
and whether they accomplished what they were expected to accomplish. In
other words, managers may use evaluation research to provide feedback for
evaluation and control of strategies and tactics.

Evaluation research is the formal, objective measurement and appraisal of the
extent to which a given activity, project, or program has achieved its objec-
tives. In addition to measuring the ektent to which completed programs
achieved their objectives or whether continuing programs are presently per-
forming as projected, evaluation research may provide information about the
major factors influencing the observed performance levels.

In addition to business organizations, nonprofit organizations, such as
agencies of the federal government, frequently conduct evaluation research.
Every year thousands of federal evaluation studies are undertaken to system-
atically assess the effects of public programs. For example, the General
Accounting Office has been responsible for measuring outcomes of the
Employment Opportunity Act, the Job Corps program, and Occupational and
Safety and Health Administration (OSHA) programs.

Performance-monitoring research is a specific type of evaluation research that
regularly, perhaps routinely, provides feedback for the evaluation and control
of recurring business activity. For example, most firms continuously monitor
wholesale and retail activity to ensure early detection of sales declines and
other anomalies. In the grocery and retail drug industries, sales research may
use the universal product code (UPC) for packages, together with computer-
ized cash registers and electronic scanners at checkout counters, to provide
valuable market-share information to store and brand managers interested in
the retail sales volume of specific products.

Performance-monitoring research is an integral aspect of total quality
management programs. Total quality management (TAM) is a business philosophy
that embodies the belief that the management process must focus on inte-
grating customer-driven quality throughout the organization. Total quality
management stresses continuous improvement of product quality and service.
Managers improve durability and enhance features as the product ages. They
strive to improve delivery and other services to keep their companies
competitive,

United Airlines’ Omnibus in-flight survey provides a good example of
performance-monitoring research for quality management. United routinely
selects sample flights and administers a questionnaire about in-flight service,
food, and other aspects of air travel. The Omnibus survey is conducted quar-
terly to determine who is flying and for what reasons. It enables United to
track demographic changes and to monitor customer ratings of its services on
a continuing basis, allowing the airline to gather vast amounts of information
at low cost. The information relating to customer reaction to services can be
compared over time. For example, suppose United decided to change its menu
for in-flight meals. The results of the Omnibus survey might indicate that,
shortly after the menu changed, the customers’ rating of the airline’s food
dechined. Such information about product quality would be extremely valu-
able, as it would allow management to quickly spot trends among passengers
in other aspects of air travel, such as airport lounges, gate-line waits, or
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TaAM: NO SWEAT AT JEEP

INSIGHT

Chrysler Corporation, Jeep's parent company,
asked about 380 paint line workers who wash,
wipe, and prepare Jeep Cherokees and
Comanches for painting to stop using antiperspi-
rants as part of the company's total quality man-
agement effort.'? Business research on production
quality indicated that falling flakes from antiperspi-
rants leave costly blemishes on the sport utility
vehicles. Chrysler's investigation showed that
antiperspirants worn by workers flaked and fell onto
the new paint. Antiperspirants contain chemicals,
such as zinc zirconium, that can damage paint. The
paint flows away from a fallen flake of these chemi-
cals, causing a depression about the size of a
baby's fingertip. George Nancarrow, a regional ser-
vice manager for the paint maker BASF Corp., said
the problem extends to all automakers. He heads a
team that investigates cratering in auto finishes.
“Craters have a thousand mothers," Nancarrow
said. "It can be caused if somebody comes in with
too much hand cream on and touches the vehicle,

or somebody goes at lunchtime and buys a bag of
microwave popcorn and eats it and wipes his
hands on the coverall and leans on the car."

Chrysler looked into the matter after its quality
control system reported that every vehicle coming
off the line had up to 50 imperfections on the roof
and hood. Such damage can be enough for an
inspector to send a car back for thousands of dol-
lars in repairs.

Because of these findings, managers are trying
to persuade workers to switch to deodorants, which
control odor but do not stop sweating. Jeep work-
ers are not banned from wearing antiperspirants,
but they are being educated about the problem. An
awareness program that employees helped
develop includes a training session that shows
some of the common causes of paint flaws. “You do
what you got to do," said one paint line worker. “We
want to turn out the best Jeeps. If antiperspirants
are causing problems, you got to give them up."

= cabin cleanliness. Then managers could rapidly take action to remedy such

problems.

When analysis of performance indicates that all is not going as planned,

business research may be required to explain why something went wrong.
Detailed information about specific mistakes or failures is frequently sought.
If a general problem area is identified, breaking down industry sales volume
and a firm’s sales volume into different geographic areas may provide an
explanation of specific problems, and exploring these problems in greater
depth may indicate which managerial judgments were erroneous.
Implementing a total quality management program requires considerable
measurement. It involves routinely asking customers to rate a company against
its competitors, measuring employee attitudes, and monitoring company per-
formance against benchmark standards. It uses a lot of business research. Thus,
outside business research with external customers and internal business
research with employees in the organization are both important components:
of a total quality management program. 1
In Chapter 9, a major section on implementing total quality management
discusses planning and researching quality in detail. However, throughout this
book, we will explain how business research may contribute to the achieve-
ment of customer-driven quality.

Chapter 1 The Role of Business Research 1
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A manager faced with two or more possible courses of action faces the initial
decision of whether or not research should be conducted. Th_ec%gafwn
%ﬁ)—rr‘%gmﬁn_on (1) time constraints, (2) the availability of
data, (3) the nature of the decision that rhust be made, and (4) the value of the
business research information in relation to its costs.

Time Constraints -
research systempatically takes time. In many instances management

concludes that, because a decision must be made immediately, there will be no
time for research. As a consequence, decisions are sometimes made without
adequate information or thorough understanding of the situation. Although
such rapid decision making is not ideal, sometimes the wigency of a situation

Warch

Availability of Data

Often managers already possess engugh information to make sound decisions
with nwb. When they Tack adeguate infopmation, however,
research must be considered. Managers must ask themselves if the research will
provide the information needed to answer the basic questions about a deci-

sion. Furthermore, if a potential source of data exists, managers will want to
know how much it will cost to obtain the data.

mwmmmmmmmﬁd For exam-
ple, many African nations have ngwgr conducted a population census.

Organizations engaged in international business often find that data about busi-
ness activity or population characteristic that are readily available in the United
States are nonexistent or sparse in developing countries. For example, imagine
the problems facing marketing researchers who wish to investigate market
potential in places like Uzbekistan, Yugoslavian Macedonia, and Rwanda.

Nature of the Decision

The valye of business gesearch will depend on the nature of the managerial
decision to be made. A routine tactical decision that does not require a sub-
stantial investment may not seem to warrant a substantial expenditure for
research. For example, a computer company must update its operator’s
instruction manual when it makes minor product modifications. The research
cost of determining the proper wording to use in updating the manual is likely
to be too high for such a minor decision.

The nature of the decision is not totally independent of the next issue to
be considered: the benefits versus the costs of the research. In general, how-
ever, the more sr@gﬂy_or tactjgally important the business decision, the
more likely it is that research will be conducted.

Benefits versus Costs

Some of the managerial benefits of business research have already been dis-
cussed. Of course, conducting research activities to obtain these benefits
requires an expenditure; thus, there are both costs and benefits in conducting
business research. In any decision-making situation, managers must identify
alternative courses of action, then weigh the value of each alternative against

its cost. It is useful to think of business research as an W
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ROLLING ROCK

INSIGHT

For many years Rolling Rock beer was a regional
brand in western Pennsylvania.'? Its signature pack-
age was a longneck green bottle with white painted
label featuring icons such as a horsehead, a
steeplechase fence, and the number “33," which
concludes a legend about the beer being brought
to you “from the glass-lined tanks of Old Latrobe."
The brand, now marketed by Labatt USA, expanded
nationally during the 1980s by focusing on core
consumers who purchased specialty beers for on-
premise consumption and were willing to pay prices
higher than those of national brands such as
Budweiser.

As years went by packaging options expanded
to include bottles with mystique-less paper labels for
take-home consumption, often packaged in 12-
packs. In the mid-1990s, in response to a competi-
tive explosion from microbrews, Rolling Rock offered
a number of line extensions, such as Rock Bock and
amber Rock Ice. They failed. Sales stagnated. In
New York and other crucial markets price reductions
to the level of Budweiser and Miller became inhibit-
ing aspects of the marketing program. Marketing
executives held the view that the longneck painted
bottle was the heart of the brand. However, earlier
efforts to develop a cheapear Iimitation of the painted-
label look had not achieved success.

Rolling Rock executives decided to conduct a
massive business research project, recruiting con-
sumers at shopping malls and other venues to view
. "live" shelf sets of beer, not just specialty beer but

beer at every price range from sub-premiums and
up. Consumers given money to spend in the form
of chips were exposed to “old-bundle” packages
(the old graphics, and the paper-label stubbies)
and "new-bundle” packages (two new graphics
approaches, including the one ultimately selected,
and painted-label longnecks), at a variety of price
points, and asked to allocate their next ten pur-
chases. Some were even invited to take the "new-
bundle” packages home with them for followup
research.

As the execs had hoped, the results did not
leave any room for interpretation: not only did the
new packages meet with consumers' strong
approval, but consumers consistently indicated that
they would be willing to pay more for the brand in
those packages. In fact, not only were they willing
to pay more, they expected to pay more, particu-
larly those already in the Rock franchise. In three
regions, the Northeast, Southeast, and West, pur-
chase intent among users increased dramatically
both at prices 20 cents higher per sixpack and at
prices 40 cents higher. The increase in purchase
intent was milder in the Midwest, but Rock there
already commanded a higher price than Bud and
other premium beers. The sole exception to that
trend was in the brand's core markets in
Pennsylvania and Ohio, where Rock has never
entirely escaped its shot-and-a-beer origins, and
even there, purchase intent declined by only 2 per-
cent at each of the higher prices.

When deciding whether to make a decision without research or to postpone
the decision in order to conduct research, managers should ask: (1) Will the
payoff or rate of return be worth the investment? (2) Will the information
gained by business research improve the quality of the decision to an extent
sufficient to warrant the expenditure? and (3) Is the proposed research expen-
diture the best use of the available funds?

For example, TV Cable Week was not test-marketed before its launch.
While the magazine had articles and stories about television personalities and
events, its main feature was a channel-by-channel program listing showing the
exact programs that a particular subscriber could receive. To produce a
“custom’” magazine for each individual cable television system in the country

Chapter 1 The Role of Business Research 13
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Dmummma lmlln BUSINESS R
SHOULD BE CONDUCTED

required developing a costly computer system. Because the development of
the computer system required a substantial expenditure, one that could not be
scaled down for research, the conducting of research was judged to be an
unwiseé investment. The value of the research information was not posnncg,
because the cost of the information exceeded its benefits. Unforrunatcly, pric-
ing and distribution problems became so compelling after the magazine Way
launched that it was a business failure. Nevertheless, the publication’s man;
agers, without the luxury of hindsight, made a reasonable decision not to cori—
duct research. They analyzed the cost of the information (i.e., the costof
business research) relative to the potential benefits. Exhibit 1.1 outlines the
criteria for determining when to conduct business research.

MAJOR TOPICS FOR RESEARCH IN BUSINESS ==

cross-functional teams

Teams of people from various
departments within a company, who
work together to accomplish a com-
mon goal,

14

Research is expected to improve the quality of business decisions, but what
kinds of business decisions benefit most from research efforts? Exhibit 1.2 lists
several major topics for research in business.

Exhibit 1.2 is arranged, to a large extent, according to the traditional busi-
ness functions. However, many business efforts, such as new product develop-
ment, are not neatly classified as financial projects, marketing projects. or
information system projects. They are cross-functional efforts.

Cross-Functional Teams

As more companies awake to the challenge of the global information age and
the need to act quickly, old forms of organizational structures are fading fast.
Today, in progressive organizations, everyone from accountants to engineers
engages in a unified effort to consider all issues related to the development,
production, or marketing of new products,

Cross-functional teams are composed of individuals from various organiza-
tional departments such as engineering, production, finance, and marketing
who share a common purpose. Current management thinking suggests that
cross-functional teams help organizations focus on a core business process,
such as customer service or new product development. Working in teams

Part 1 Introduction




ExHiBIiT 1.2 MAJOR TOPICS FOR RESEARCH IN BUSINESS

General Business Conditions and Corporate
Research

Short-range forecasting (up to 1 year)
Long-range forecasting (over 1 year)
Business and industry trends

Global environments

Inflation and pricing

Plant and warehouse location
Acguisitions

Financial and Accounting Research

Forecasts of financial interest-rate trends
Stock, bond, and commeodity value predictions
Capital formation alternatives

Mergers and acquisitions

Risk-return trade-offs

Impact of taxes

Portfolio analysis

Research on financial institutions
Expected rate of return

Capital asset pricing models

. Credit risk

Cost analysis

Management and Organizational Behavior
Research

Total quality management
Morale and job satisfaction
Leadership style

Employee productivity
Organizational effectiveness
Structural issues
Absentesism and turnover
Organizational climate

Organizational communication
Time and motion

Physical environment

Labor union trends

Sales and Marketing Research

Market potentials
Market share

Market segmentation
Market characteristics
Sales analysis
Establishment of sales quotas, territories
Distribution channels
New product concepts
Test markets
Adbvertising research
Buyer behavior
Customer satisfaction
Web site visitation rates

Information Systems Research

Knowledge and information needs assessment
Computer information system use and evaluation
Technical support satisfaction

Database analysis

Data mining

Enterprise resource planning systems
Customer relationship management systems

Corporate Responsibility Research

Ecological impact

Legal constraints on advertising and promotion
Sex, age, and racial discrimination/worker equity
Social values and ethics

reduces the tendency for employees to focus single-mindedly on an isolated
functional activity. The use of cross-functional teams to help employees to
improve product quality and increase customer value is a major trend in busi-

ness today.

At trend-setting organizations, many business research directors are mem-
bers of cross-functional teams. New product development, for example, may
be done by a cross-functional team of engineers, finance executives, produc-
tion personnel, marketing managers, and business researchers who take an
integrated approach to solve problems or exploit opportunities. In the old
days, business researchers may not have been involved in developing new
products until long after many key decisions about product specifications and
manufacturing had been made. Now, business researchers’ input is part of an
integrated team effort. Researchers act both as business consultants and as

Chapter 1 The Role of Business Research
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% tm 31 providers of technical services. Researchers working in teams are more likely I
: = to understand the broad purpose of their research and less likely to focus ‘
exclusively on research methodology. |
Cross-functional teams are having a dramatic impact on how business
research is viewed within the organization.

BUSINESS RESEARCH IN THE 21ST CENTURY
Business research has been strongly influenced by two major trends in busi-
ness: increased globalization and the rapid growth of the Internet and other
information technologies. These trends will continue, and likely accelerate, as
the 21st century progresses. This section outlines their significance for business
research.

|

|

|
Business research has become increasingly global and will become more 50 in
the 21st century. Some companies have extensive international business
research operations. Upjohn conducts business research in 160 different coun-
tries. A. C. Niclsen International, with its television ratings, is the world’s ‘
largest business research company. Two-thirds of its business comes from out-
side the United States.' &

Companies that conduct business in foreign countries must understand the
nature of those particular markets and judge whether they require customized I
strategies. For example, although the 15 nations of the European Union share |
a single formal market, business résearch shows that Europeans do not |
share identical tastes for many consumer products. Business researchers have )
found no such thing as a typical Eutopean consumer; language, religion, cli-
mate, and centuries of tradition divide the nations of the European Union. 1'
Scantel Research, a British firm that advises companies on color preferences, |
found inexplicable differences in Europeans’ preferences concerning medicines.
The French prefer to pop purple pills, but the English and Dutch favor white |
ones. Consumers in all three countries dislike bright red capsules, which are big
sellers in the United States. This example illustrates that companies that do
business in Europe must judge whether they need to adapt to local customs
and buying habits.'®

Although the nature of business research can differ around the globe, the -
need for business research is universal. Throughout this book, we will discuss
the practical problems involved in ¢onducting business research in Europe,
Asia, Latin America, the Middle East, and elsewhere.

Growth of the Internet

The Internet is transforming society. Time is collapsing. Distance is no longer
an obstacle. Crossing oceans requires only a mouse click. People are connected
24 hours a day, 7 days a week. “Instantaneous” has a new meaning.'®

The Internet is a worldwide network of computers that allows users access
to information and documents from distant sources. Many people believe that
the Internet is the most important communications medium since television.
It has certainly changed the way millions of people think about getting and
distributing information. And, of course, obtaining and communicating infor-
mation is the essence of business research. Consider that a researcher seeking
facts and figures about a business isshe may find more extensive information
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