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Research

Primary Research — involves the first-hand
collection of information at its source, is
frequently tailored to the specific research
agenda, and usually does not exist or is not
available elsewhere.

(e.g., interviews, surveys, or observations
conducted by phone, mail, email, or in
person)

“One step or more
@ removed from the
primary source”

Secondary Research — involves the use
of information that is one step, or more,
removed from the primary source, and is
readily available for use. Secondary data
is usually retrofitted to the research
guestion.

(e.g., annual reports, publications,
Internet web sites, press releases, etc.)
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Sources

Associations

Government
agencies

IR reports &
Analyst reports

Media, magazines,
& books

Research papers
& Business School cases

Consulting firms’ websites

& news letters

Descriptions
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