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Introduction to 

Business Research 



• Define research, type of  research.  

• Understand the role of  business research and 

different Research Orientations.  

• Understand the importance of  role of  ethics in 

research 



Research is…. 

•the application of  the 
scientific method in 
searching for the truth 

•a systematized effort 
to gain new 
knowledge 



The Scientific Method 
 One of the research keywords 

 Used for all kinds of research, social sciences, 

physical sciences, natural sciences, and so on 

 The way researchers go about using knowledge 

and evidence to reach objective conclusions 

about the real world 

 The characteristics scientific method: rational, 

empirical, systematic 

 The scientific criteria: facts, free of prejudice, 

the principles of analysis, hypothesis, objective 

measures, quantification technique 

 



The scientific method: 

• a set of  prescribed procedures for 
establishing and connecting theoretical 
statements about event, for analyzing 
empirical evidence, and for predicting 
events yet unknown; techniques or 
procedures used to analyze empirical 
evidence in an attempt to confirm or 
disprove prior conceptions 



The primary purpose of  

Research 

• To give answers to a questions,  

• To solve problems,  

• To explore phenomena,  

• To establish facts, principles and laws 
which will help us generate new 
theory 

The essential of  Research  

• To ensure that the integrity, accuracy 

and reliability of  the knowledge of  a 

specific discipline is maintained 

which is necessary to attain the 

ultimate which is to advance the 

discipline 

 

research is conducted to gain a better understanding of  something or someone or 

to provide a solution to a problem 



Business Research 

• the application of  the scientific method in searching for the truth about  business 

phenomena 

• not intuitive or haphazardly gathered and patient study and scientific investigation 

• include defining business opportunities and problems, generating and evaluating ideas, 

monitoring performance, and understanding the business process 

• designed to facilitate the managerial decision making for all aspect of  the business 

(finance, marketing, human resources, etc.) 

• an essential tool for management in all problem solving and decision making activities 

• an aid to managerial decision maker not a substitute for it 



the business research significance: 

• New knowledge, new facts for business cycles, environment analysis 

and technological up-gradation 

• Solution of  operational and planning problems of  business 

• To find the right supplier at the right price and at the right time 

• To enhance the productivity, reduce the cost, save time and maintain 

expertise of  their core competencies 



the Importance of  Research in Business 

Management 

• Testing of  new products 

• Guaranteeing adequate distribution 

• In-house research is required for professional and self  development of  

the workers through training and mentoring 

• Undertaking research can help a company avoid future failure 

• Studying the competition 



Business research ultimately functions as 

• a management tool; a descriptive function (collecting data), a 

diagnostic function (assessing, evaluating and explaining), and a 

predictive function (forecasting and choosing a course of  action) 

• source of  information 

• redefining perceptions 

• risk management 

• shape strategies 

 

 

 



Applied and Basic Business Research 

• Applied business research: research conducted to address a specific business 

decision for a specific firm or organization 

• Basic business research: research conducted without a specific decision in mind 

that usually does not address the needs of  a specific organization.  It attempt to 

expand the limit of  knowledge in general and it is not aimed at solving a particular 

pragmatic problem 

• Basic need example: to test the validity of  a general theory, to learn more about a 

particular business phenomenon 



The Nature of  Business Research 

• For managers, the purpose of  research is to provide knowledge regarding the 

organization, the market, the economy, or another area of  uncertainty 

• A financial manager:  “will the environment for long term financing be better 

two years from now? 

• A personal manager:  “what kind of  training is necessary for employees? 

• A marketing manager:  “how can I monitor my retail sales and retail trade 

activities? 

• Research is on of  the principle tools for answering these practical questions 



• Business research may be referred to as a marketing 

researcher, an organizational researcher, a director of  

financial and economic research, or one of  many other titles 

• The ultimate goal of  research is to apply accurate 

information that reduces the uncertainty in managerial 

decision making 

• Decision making based on intuition, experience, etc ? 



Managerial Value of  Business Research 

• There are a few business orientations: product oriented firm, production 

oriented firm, marketing oriented firm 

• Research focus is related to the firm’s orientation 

• Focuses on technicians and experts in filed for product oriented firm 

• Focuses on line employees, engineers, accountants, and other 

efficiency experts for production oriented firm 

• Focuses on customers for marketing oriented firm 



Identifying Problems and Opportunities 

• Business research help managers plan strategies by: 

• Determining the nature of situations 

• Identifying the existence of problems or  

• Identifying the opportunities present in the organization 

• The problems recognized or identified are needed to be specified what 

happened and why 

• The opportunities exists are needed to be explored, refined, and 

quantified 

• If multiple opportunities exist, research may be conducted to set 

priorities 



Selecting and Implementing; evaluating 

research, performance-monitoring research 

• To obtain specific information, a research is needed in evaluating the 
alternatives and in selecting the best choice 

• After a course of  action has been implemented,  an evaluating research is 
needed; the formal, objective measurement and appraisal of  the extent a 
given activity, project, or program has achieved its objectives or whether 
continuing programs are presently performing as project 

• Refers to research that regularly, sometimes routinely, provides feedback for 
evaluation and control of  business activities: performance-monitoring 
research 



When is Business Research Needed? 

• Time constraint: research needs time,  in many instances, decision must be made 
immediately 

• Availability of  Data:  There may be a situation that data can not be obtained or it 
cannot be obtained in a timely fashion, this particular  research should not be 
conducted 

• Nature of  the Decision:  A routine tactical decision that does not require a substantial 
investment may not be needed to do research 

• Benefits vs Cost: Making decision without research or to postpone, manager should 
ask 

• Will the pay-off  or rate of  return be worth the investment? 

• Will the information gained by business research improve the quality of  the managerial decision? 

• Is the proposal research expenditure the best use of  the available funds? 



Business Research Process 

D O 

Discovery Orientation Confirmatory Orientation 
Opportunity 

Problems 

Complete 

Ambiguity 

Complete 

Certainty Uncertainty 

Symptoms exist, but 

are subtle and few, 

making problem 

identification difficult 

Many noticeable 

symptoms pointing to 

a single question 

Trends more 

obviously point to a 

single best 

opportunity 

Trends seem evident 

but do not point 

clearly to a single best 

opportunity 



• Business opportunity:  A situation that makes some potential competitive 
advantage possible 

• Business problem:  A situation that makes some significant negative 
consequence more likely 

• Symptoms: Observable cues that serve as a signal of  a problem because 
they are caused by that problem 

• Decision making: The process of  developing and deciding among 
alternative ways of  resolving a problem or choosing from among 
alternative opportunities 

• A decision maker must: 

• recognize the nature of  the problem or opportunity 

• identify how much information is available and how reliable it is 

• determine what additional information is needed to better deal with the situation 



• Certainty: the decision maker has all information needed 

to make an optimal decision, if  it is so, research may not 

be needed 

• Uncertainty: the managers grasps the general nature of  

desired objectives, but the information about the 

alternative is incomplete.  Spending additional time to 

gather data is needed.  Research is needed for this 

situation 

• Ambiguity: the nature of  the problem itself  is unclear, 

objectives are vague and decision alternatives are difficult 

to define.  This is the most difficult decision situation but 

perhaps the most common 



Types of  Business Research 
• Exploratory: Conducted to clarify ambiguous 

situations or discover ideas that may be potential 

business opportunities 

• Descriptive: describe characteristics of  objects, 

people, groups, organizations, or environments, 

tries to “paint a picture” og a given situation 

• Causal:  Allow causal inferences to be made; seeks 

to identify cause-and-effect relationships 



Exploratory Research 

• Conducted to clarify ambiguous situations or discover 

ideas that may be potential business opportunities. 

• Initial research conducted to clarify and define the 

nature of  a problem. 

• Does not provide conclusive evidence 

• Subsequent research expected 



Descriptive Research 

• Describes characteristics of  objects, people, groups, 
organizations, or environments. 

• Addresses who, what, when, where, why, and how 
questions. 

• Considerable understanding of  the nature of  the problem 
exists. 

• Does not provide direct evidence of  causality. 

• Diagnostic analysis 

• Seeks to diagnose reasons for market outcomes and 
focuses specifically on the beliefs and feelings consumers 
have about and toward competing products. 



• Causal inference: a conclusion that when one thing happens, another specific thing will 

follow 

• Three critical pieces of  causal inference: 

• Temporary sequence:  deals with the time order of  events; the cause must occur before 

the effect 

• Concomitant variance:  occurs when two events “covary” or “corelate”, meaning they 

vary systematically 

• Nonspurious association: any covariation between a cause and an effect is true and not 

simply due to some other variables 

• Causal research should do all the following: 

• Establish the appropriate causal order or sequence of  events 

• Measure the concomitant variation between the presumed cause and the presumed effect 

• Examine the possibility of  spuriousness by considering the presence of  alternative 

plausible causal factors  

 

 

Causality 



Degrees of  Causality 

• Absolute causality: the cause is necessary and sufficient to bring about 

the effect 

• Conditional causality: the cause is necessary but not sufficient to bring 

about an effect, in other words, it cannot be alone 

• Contributory causality: the cause need be neither necessary nor sufficient 

to bring about an effect 

 



• Process stages: 

1. Defining the research objectives 

2. Planning a research design 

3. Planning a sample 

4. Collecting the data 

5. Analyzing the data 

6. Formulating the conclusions and preparing the report 

• Forward linkage—earlier stages influence later stages. 

• Backward linkage—later stages influence earlier stages. 

Stages in the Research Process 
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Stages of the Research Process 
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Flowchart of the Business Research Process 



Research Process 
• Formulate and identify problems 
• Conducting literature study 
• Formulate concepts, hypotheses, and 

variables 
• Determining the model and hypothesis 

testing  
• Preparing for data collection  
• Collecting the data  
• Compile, analyze, and interpret data  
• Making generalizations and conclusions 
• Making research report 



OVERVIEW OF RESEARCH PROCESS 

Identifying 

Research 

Problem 

Research Questions 

& 

Research Objectives 

Literature 

Review 

Develop 

Theoretical/Research 

Framework 

Research  

Design 

Preliminary 

Data 

Gathering 

Analysis 

And 

findings 

Method Sampling  Unit of 

analysis  

Data 

collection 

method 

Development 

of hypothesis 

Hypothesis  

development 

What are the symptoms or 

indicators 

 



Business Research in the 21st Century 
• Technology and internationalization are 

changing almost every aspects of  business 

research: 

• Modern computer and communications technology 

make data collection, study design, data analysis, data 

reporting, and all other aspects of  research easier and 

better 

• As more companies do business outside their own 

borders, they are conducting research globally 

• The research techniques often must cross validity 

results 

 



The Research Program Strategy 
• Research project 

• A single study that addresses one or a small number of  research 
objectives. 
• Uses specific techniques for solving one-dimensional problems, such as identifying 

customer segments, selecting the most desirable employee insurance plan, or 
determining an IPO stock price. 

• Research program 

• Numerous related studies that come together to address multiple, related 
research objectives. 

• Because research is a continuous process, management should view 
business research at a strategic planning level. 



Ethical Issues in Business Research 

• Business ethics 

• The application of  morals to behavior related to the exchange 

environment. 

• Moral standards 

• Principles that reflect beliefs about what is ethical and what is 

unethical. 

• Ethical dilemma 

• A situation in which one chooses from alternative courses of  actions, 

each with different ethical implications. 



Ethical Issues in Business Research (cont’d) 

• Relativism 

• A term that reflects the degree to which one rejects moral standards in favor of  

the acceptability of  some action. 

• This way of  thinking rejects absolute principles in favor of  situation-based 

evaluations. 

• Idealism 

• A term that reflects the degree to which one bases one’s morality on moral 

standards. 

• example: the Golden Rule 



Five principles for research ethics 

• Discuss intellectual property frankly 

• Be conscious of  multiple roles 

• Follow informed-consent rules 

• Respect confidentiality and privacy 

• Tap into ethics resources 



A rough and general summary of  some ethical principals 

that various codes address: 

• Responsible Mentoring 

• Respect for colleagues 

• Social Responsibility 

• Non-Discrimination 

• Competence 

• Legality 

• Animal Care 

• Human Subjects Protection 
 

 

• Honesty 

• Objectivity 

• Integrity 

• Carefulness 

• Openness 

• Respect for Intellectual Property 

• Confidentiality 

• Responsible Publication 



General Rights and Obligations of  Concerned 

Parties 

• Everyone involved in research can face an ethical dilemma: 

• The people actually performing the research—the “doers.” 

• The research client, sponsor, or the management team requesting the research—the 

“users.” 

• The research participants—the actual research respondents or subjects. 

• Each party has certain rights and obligations toward the other parties. 



Rights and Obligations: Research Participant 

• Rights: 

• To be informed 

• To privacy 

• Protected from harm 

• Obligations: 

• To be truthful 

• Informed Consent 

• The individual understands what the 

researcher wants him/her to do and 

consents to the research study. 

• Confidentiality 

• The information involved in the 

research will not be shared with 

others. 

 



Deception in Research Designs And the Right To Be 

Informed 

• Experimental Designs 

• Placebo 

• A false experimental effect used to create the perception of  a true 
effect. 

• Debriefing 

• Research subjects are fully informed and provided with a chance to 
ask any questions they may have about the experiment. 



Protection from Harm 

• Questions to ask to help avoid harming a research 

participant: 

• Has the research subject provided consent to participate in an 

experiment? 

• Is the research subject subjected to substantial physical or 

psychological trauma? 

• Can the research subject be easily returned to his or her initial state? 

• Human subjects review committee 

• Reviews proposed research designs to ensure that no harm can come 

to any research participant. 



Rights and Obligations of  the Researcher 

• The researcher should: 

• Understand that the purpose of  research is 
research 

• Maintain objectivity 

• Not misrepresent research 

• Be honest in reporting errors 

• Protect the confidentiality of  both subjects and 
clients 

• Do not disseminate conclusions that are 
inconsistent with or not warranted by the data 



Research That Isn’t Research 

• Pseudo-research 

• Conducted not to gather information for decisions but to bolster a point of  view and 

satisfy other needs. 

• Push poll 

• Telemarketing under guise of  research. 

• Service monitoring 

• Contacting customers about their experience with a product, there is no selling attempt. 



Is It Right, or Is It Wrong? 

• While research may help victims, is 
it ethical to survey them under 
conditions of  high personal trauma 
and stress? 

• Any research supported by U.S. 
federal funds must be subject to a 
peer review, and many corporate 
human subjects committees are also 
becoming common. 



The Researcher and Conflicts of  Interest 

• Conflict of  interest 

• Occurs when one 

researcher works for 

two competing 

companies. 



Rights and Obligations of  the Client Sponsor (User) 

• Issues in the client-researcher relationship 

• Ethical behavior between buyer and seller 

• An open relationship with research suppliers 

• An open relationship with interested parties 

• Advocacy research—research undertaken to support a specific claim in a legal 

action or represent some advocacy group. 

• Privacy rights of  research participants 



Privacy on the Internet 

• Controversial issue 

• Many researchers argue that they don’t need to know who the 

user is, but they do want to know certain things (e.g., 

demographics, product usage) associated with an anonymous 

profile. 

• Researchers should not disclose private information without 

permission from consumers who provided that information. 


