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Abstract: 
One of common mistakes in today's business world is strategic mistake of 

managers in understanding the business environment in the context of the 

market concept. Accordingly, the purpose of this study is to achieve a 

framework for conducting business research projects. In this way, it deals 

with the business and does not deal with the market research approach. 

Reported literature suggests that the logic of market literature has focused 

on the logic of business research. Therefore, in order to achieve this pattern, 

the available resources were first used to identify the indicators and 

elements of business research constituents. Then, the proposed pattern was 

designed and presented according to the reported cases. In the next step, the 

process was reviewed through the survey and consultation with experts. 

Eventually, the result of a two-step survey was to achieve a pattern for 

business research that could make the process in an 8-step platform. 

Keywords: business management; business research; marketing research 

 

Introduction: 

 
Business research analyze a field of applied studies, which the company 

collects data and then checks the data in a way that can manage the 

organization better. Business research is a purposeful and systematic 

process of collecting, recording and analyzing data that provides 

information to guide business decisions. This research is intended to 

understand market trends, optimal marketing, effective human resources 

policies, or to find the best investment options, and often begin with a 

market or industry review. The key objective is to determine the available 

opportunities between particular markets. Business research helps managers 

to identify their customers' needs and desires and make good decisions 

about the development of their products and services. This creates an 

opportunity to recognize competition and helps managers to understand 

their market and industry completely (Edmunds, 2017). Investigating about 

business dimensions, such as target customer, marketing methods, 

production processes and financial activities, helps to anticipate your plans, 

sales and special opportunities and prevent actual problems. Sereejesh et al, 

(2014), represented three main patterns of business research, market 

research, operational research and customer motivation research. "Market, 

Marketing and Business", is defined in accordance with Longman 

dictionary, then the difference between market research, marketing research 

and business research is expressed.  )First, the definition of Market, 

Marketing, and Business is referred to by Longman dictionary  (  Market 

means the time when people buy and sell goods, food and ... or place, 

usually outside or in a large building where this action is taken. In other 

words, market means the place of business (Mayor, 2009) and according to  

 

the definition of the American Marketing Association, marketing means 

activities, 

 

 

 

https://aditum.org/


 

 
   
        2 | P a g e  

 

                       International Journal of Business Research and Management                                                                                                                           Aditum Publishing –

www.aditum.org 
 

 

Copy right © Maysam Shafiee Roodposhti 

the definition of the American Marketing Association, marketing 

means activities, a set of institutions and processes for creating, 

communicating, receiving and exchanging suggestions that are 

valuable to customers, users, partners and in general the 

community(Aaker et al, 2013). Marketing concept does not focus 

only on one aspect of it, but in the process of marketing 

authenticates the individual roles such as customers and suppliers 

or foreign agencies that regulate marketing. In the Longman 

dictionary business means the activity of creating money with the 

production or the purchase of goods or the provision of services. 

What is the difference between market research, marketing 

research and business research? 

 

Market research or research about market is the research about a 

territory or space and what is happening in the market in order to 

understand the market and its effects on products. In fact, the work 

of market research is an analysis of the realm or physical space. 

This is an issue-centered field, such as when a manufacturer faces 

a problem with his brand or product. For example, are people 

interested in this product? Is product price appropriate? What is the 

rate of market pull for a new product? Research on market 

penetration (Commerce, Trade and Business) is called marketing 

research. Marketing Research is an organization that derives from 

within the organization, while market embraces a macro or micro 

environment and anything outside the organization. In other words, 

research that is aimed at influencing an organization within this 

environment or market is marketing research. For example, ways 

to increase market share, researching the performance of 

competitors, brand, etc. In this area there are organizational 

problems. Business research is when you buy or sell and conduct 

sales or logistics. This area is wider than market research and 

examines industry-related research, issues related to the national 

and international environment. The analysis of the above materials 

shows that most tendencies are in the field of business research 

with marketing research approach, while business and marketing 

are different, and research records indicate that most of them are 

based on marketing research. This research seeks to provide a 

business research model. Accordingly, the main question of the 

research is that what are the components and indicators of business 

research and its implementation model? In other words, what 

structure does a real and practical pattern apply to business research 

in accordance with the definition of business? 

 

Marketing Research: 

 

Marketing research is often considered as a tool for marketers to 

make better decisions. Marketing researchers are studying and 

investigating to identify market potential, market share, customer 

satisfaction, buyer behavior, and also pricing practices, product 

types, distribution, promotion, and sales (Kotler, 2004). Generally, 

Marketing Research is the identifying, collecting, analysis, 

purposeful distribution and systematic information to make 

decisions related to identifying, solving and opportunities in 

marketing (Birks et al, 2002 & Malhotra Naresh, 1993). Aaker 

(2005),believes that marketing research should respond not only to 

environmental threats and opportunities but also to emphasize 

orientation in order to achieve sustainable advantage. Barnard 

(1999). points out that there are two main reasons for the continual 

development of marketing research. First, the speed of commerce 

has increased with the availability of computers, digital technology 

and communication tools. Second, the continual growth of 

marketing research is a clear task for global operations, as the end 

of the Cold War has created a new international system of 

globalization. 

 

Business Research: 

 

The success of any business is closely related to how it controls its 

affairs. In other words, the proper management of the business will 

make it grow. In fact, management is the guiding people, 

influencing work and making decisions in time and correct. 

Managerial skills must be acquired over the time. In other words, 

management can be defined as the process of efficient organization 

of resources for achieving goals, and business management is the 

use of this process in a specific organization. Business research is 

the application of the scientific method to search for the truth about 

the business phenomenon. These activities include the definition of 

business opportunities and problems, the production and 

evaluation of the courses of action, assessment of employees and 

organizational performance. This process involves the idea and the 

development of theory, the definition of the problem, the search for 

that problem and the collection of information, the analysis of the 

data and the relationship between their findings and their 

inferences. This definition suggests that business research 

information has not been gathered intuitively (Zikmund, 2013). In 

addition, business research is a series of company studies to 

achieve data and analyze them for better company management. 

This research is used to solve various operational and planning 

problems occurring in a business organization, including the 

review of financial data, customer feedback, products and 

competitor analysis. Suttle(2017), presented that business research 

often starts with a market or industry review, and its key goal is to 

determine the opportunities available in a particular market. 

Business research reduces instability and improves decision-

making results. Under various strategic decision-making 

conditions, such as defining competitive challenges, improving 

business practices, and finding business opportunities, business 

research is essential. Despite limited resources, minor business 

activities are highly vulnerable to strategic decision making 

mistakes. As a result, most decision-making processes will be 

essential to small business managers in business research 

(Zikmund et al, 2009). The business research process represents the 

examination of all aspects of the company, its customers and 

markets, then the use of information for business decision making. 

Basically, the company assesses its strengths and weaknesses, but 

it particularly emphasizes the attitude of consumers about their 

products. When company managers evaluate the market, they 

usually have a comprehensive look at their important competitors 

and the industry where they are active (briefly, the business 

research process can be considered as the entire framework of 

business research). Each business research is first conducted to 

make effective decisions about the various problems and 
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opportunities identified by the organization. Whenever a company 

identifies a potential problem or opportunity, it recognizes the need 

for a research. When the problem is clearly identified, the manager 

will check whether the information is already there. If such 

information is easily accessible, the manager will not need to spend 

a lot of resources to regain the same information. After the exact 

identification of the problem, it will be defined and then the 

research objectives are determined. The steps in this process are: 

identifying the problem or opportunity, planning the research plan, 

choosing a research method, selecting a sampling method, 

collecting data, evaluating the data and presenting a research report 

(Sreejesh, 2014). 

 

Background research: 

 

Many research on business research has been conducted in 

different branches. For example, Akbari et al. (2005), in a paper 

entitled "Designing a Model for Classifying and Prioritizing 

Electronic Business Research Plans in Iran", examines the 

systematization of electronic business research in the country in 

general and at the level of the institute of business studies and 

commercial research. As a result, they have reached a five-year 

program by classifying the electronic commercial research about 

each year (Akbari et al., 2005). Table 1 shows some of the most 

important studies with their results. 

 

Table 1. Summary of previous research results 

Researchers subject results 

Namazi, M. & 

Namazi, N.R., 

(2015) 

Analysis of moderating and mediating variables in 

business research 

The results indicate that: 1) complex business problems are more 

transparent by moderating and mediating variables. 2) Without 

moderating and mediating variables, business models are incomplete 

and unable to solve barriers to business. 3) Moderating and mediating 

variables expand the field of business theories. 4) Moderating and 

mediating variables respond to "when", "how", "why", and the 

relationship between dependent and independent variables 

Olavarieta & 

Villena, 

(2013) 

Innovation in business research in Latin America 

The results indicate that increased business research in Latin America 

and business partnerships are a key to innovation 

Shaker, (2015) 
Family business research based on theory of 

development 

It should discuss the important points and the importance of 

understanding theory, and the proposed plans require reasoning, 

analysis and interpretation 

Kudlats et al, 

(2014) 

Correspondence analysis: promising techniques for 

interpreting qualitative data in family business research 

The results indicate that this article slightly enlarges the knowledge 

of the qualitative method and provides a preliminary for more clarity 

of the relationship between the results of family business research 

projects 

Svensson, 

(2013) 

The processes of proof and theoretical participation 

through the creation of the theory in business research 

The importance of cumulative processes and participation in business 

research should not be ignored, but its logic and value is now being 

argued, which is often ignored or underestimated 

Lee & Luo, 

(2014) 
Reading the road to business research in the west: What 

is the best way to research business in China? 

Research at the China Business School rejects basic research on the 

model of scientific research and also selects scientific research as a 

professional path to the model 

 Ferraro & 

Marrone, 

(2016) 

Investigating the activities related to employment in 

family business research 

The results indicate that human resources management activities in 

family businesses are important areas for future research to advance 

theory and practice 

Gorton, (2000 ( 
The dominance of the agency's component structure in 

small business research 

The results suggest that the use of social theories and beyond this 

limited dichotomy, provides a more satisfying framework for the 

small business sector 

Wu & et 

al,2017  

Publication of disciplinary knowledge in business 

research 

The results indicate that quantitative analysis in a large data set 

containing more than 400,000 business research journals between 

1997 and 2009 represents an important pattern in the publication of 

knowledge in business research 

Johnston et al, 

(1999) 
Test theory using case studies in business research 

The results suggest that case studies can help one of the other tools 

for marketing a business marketing phenomenon 

http://aditum.org/
http://aditum.org/


 

 
   
        4 | P a g e  

 

                       International Journal of Business Research and Management                                                                                                                           Aditum Publishing –

www.aditum.org 
 

 

Copy right © Maysam Shafiee Roodposhti 

Methodology: 

 

In this study, the indexes of business research have extracted with 

a review of past theoretical foundations as well as previous studies 

related to the present research, in order to provide a business 

research model. This study was conducted using the 

"Developmental Approach" and "Evidence-Based Performance 

Approach" to upgrade existing knowledge. Developmental 

research is planning, developing a process, producing, or 

programming (Asadzandi et al, 2018). The purpose of the 

developmental research is to provide a more comprehensive 

introduction of the results of the conducted research and to extend 

the scope of the studies of this kind of research. The required 

information for this study was compiled using library method and 

interview. The related indexes and patterns were extracted by the 

library studies and using literature in this area. The statistical 

sample of this study consists of 18 experts familiar with the subject 

of business, which was conducted through interviewing their 

comments. Therefore, its process is described in Fig. 1, based on 

what this research is about. 

 

 
Figure 1: The process of conducting research 

 

Presenting a Business Research Plan: 

 

As suggested, this research seeks to achieve an appropriate pattern 

of business research, consistent with the concept of business. 

Accordingly, in the first step, a review of the history and 

identifying the indicators of business research has been addressed 

from the perspective of resources and literature. This work was 

conducted using the library study method, identifying and 

extracting the factors and indicators that affect business research. 

 

Checking Records and Identifying Business Constituents: 

In order to identify the indicators of business research in the service 

sector in the qualitative phase of research, the first step was to 

extract the views of researchers and research sites related to 

business research about the constituent indicators of business 

research by a library method. Based on these sources, the factors 

and indicators that affect business research are extracted, the results 

of this study are shown in Table 2. 

 

Table 2. The elements of business research in different point of 

views 

Sources Ric

k 

suttl

e 

Kim

berl

ee 

Leo

nard 

S.sr

eeje

sh et 

al 

Ram

zan 

Zikmu

nd et al 

 

Indicators 

Siddiqui 

Identifying 

the issue 

precisely 
•   •  •  •  

•  

Having 

Research 

Proposal 
•     •  

 

Refer to the 

basic and 

direct data 
•    •   

•  

Refer to 

secondary and 

indirect data 
•      

 

Identifying 

the 

competitors 

 •     

 

Customer 

analysis and 

study 

 •     

 

Select and 

study target 

audiences 

 •     

 

Using the 

appropriate 

analytical 

tools 

 •   •   

 

Applicable 

results 
 •     

 

Identifying 

the existing 

opportunities 

and threats 

  •    

 

Getting the 

right research 

plan 

  •   •  
•  

Appropriate 

sampling 
  •     

Identifying the points to be improved and providing solutions

Designing business research pattern in the service sector

Analysis of the business situation in the service sector

Field surveying and model validation

Validation and localization of indicators based on the theory

Identifying the other indicators and business research pillars

Studying the literature and reviewing the business research records
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method 

Collect 

detailed 

information 

  •  •  •  
•  

Appropriate 

analysis 

method 

  •  •  •  
•  

present a 

research 

report 

  •  •  •  
•  

Choosing the 

appropriate 

data 

collection 

method 

   •   

 

Interpreting 

and analyzing 

the results 

    •  

 

Decision 

making based 

on the results 

and 

interpretation

s 

     

•  

 

In the end, after analyzing the literature and opinions of the various 

researchers in the business research process, the following table 

shows the results of this step. Table 3 covers the stages of the 

business research process, based on which the research question is 

addressed. 

 

Table 3: Research Steps: 

 

In the following, each stage is explained with the presentation of 

the example. 

 

Step 1: Identify and explain the issue and research motivation and 

business study 

 

Identify the managers' concerns that require the study of the 

business. This is accomplished by completing the lists, considering 

the levels of analysis. 

 

 
Figure 2: Identifying and explaining the problem 

 

From the list above, the issues that relate to the three-level business 

environment are selected in order of priority and entered into the 

analysis process. Please note that the above items may be targeted 

by a gap, such as not achieving high profits. Therefore, they should 

become an issue to be researched. For example, for the above 

purpose, the methods of combining business cases are the research 

issue. 

 

Step 2: Identifying the indicators which should be studied at each 

level 

 

This step seeks to identify the indicators and patterns that, by 

examining them, can be used to answer the problems of the 

business research process from the previous step. In fact, the output 

of this step is the form of questions and considered indicator in 

order to answer the main research question. For example, for a 

problem called profitable methods of competitive and non-

competitive businesses in the market, indexing and questions are 

suggested as follows. 

 

Indicators and tips to be asked about the internal environment: 

 

• Determine the method and logic of the company's 

current profitability 

• Identify the current profitability centers of the 

company 

• Identify and analyze the weaknesses of the company 

 

Indicators and tips to be asked about the related external 

environment: 

Step 1: Identify and explain the issue and research motivation and business study

Step 2: Identifying the indicators which should be studied at each level

Step 3: Select the tools and methods of business study appropriate to the goals and
expectations obtained from the previous step.

Step 4: Identify and refer to the available resources to extract the information needed 
to answer the questions and achieve the goals and expectations of the research.

Step 5: Research implementing and analysis of outputs and information resulting from 
research and data collection

Step 6: Integrate the results of income from different levels

Step 7: Final and comprehensive conclusions along with identifying the solutions

Step 8: Compile the final report and present the results and solutions

 

Priorities 

Prioritized 

issues 
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• How do businesses compete for profit? 

• What are the points of  income Centers in the field of 

activity? 

• What indicators and points should be asked in the 

external and unrelated environment? 

• Political and social reasons in failure of the company 

• Political and social reasons in prosperity of 

competitors 

• Analyzing lucrative cases in competing sectors  

 

Step 3: Select the tools and methods of business study appropriate 

to the goals and expectations obtained from the previous step. 

At this step, each of the questions is proposed in table 4 and 

appropriate tools and methods for collecting data to respond to 

them are suggested. 

 

At this step, the sources and criteria for collecting data are 

introduced and the data collection loop is completed. In the second 

step, the indicators to be studied, and in Step 3, the tools and 

techniques or methods to be used for data collection should be 

introduced. At this stage, as the final step of the important process 

of research, the successful resources and databases that can be used 

to collect data are referred to the researcher. Table 5 is the guide 

for this step. 

 

Table 5: Guide for extracting necessary information to answer 

questions 

 

Analysis level 
Issue or 

indicator 

Tools or methods 

for collecting data 

Internal 

environment 

Determine the 

method and 

logic of the 

company's 

current 

profitability 
Financial 

regulations of the 

company 
Identify the 

current 

profitability 

centers of the 

company 

External 

controllable 

environment 

Business 

profitability 

method of the 

competitors 

Competitor 

company 

directors and 

financial 

statements of 

competitor 

companies and ... 

Maximized 

profitability in 

the marketplace 

Uncontrollable 

external 

environment 

Political security 

reasons for 

failure 

market experts 

and customers 

Step 5: Implement research, data and information collection and 

analyze the results 

This step is the implementation phase of the study, and by 

collecting data from three pillars, as well as the form of the main 

question, it is necessary to survey through the field and collect data. 

This step is the implementation part of the research, linking the 

implement steps with the analytical steps of the research. It is 

difficult to model and frame it due to the various reasons and 

contingency of this step. In fact, this is the step in the use of various 

research methods, statistical tools and data collecting tools. 

 

Step 6: Integrate the results of income in different levels 

 

Since the structure of this approach follows the research from a 

number of levels and according to different perspectives, this step 

provides a complementary step for the survey phase and data 

collection. Accordingly, in this step, it is tried to align the achieved 

results in a combined action through the analysis of each question. 

In fact, in this step, the potential mismatch in the outputs of each 

level or the question that is due to differences in views is aligned 

and the ambiguities are clarified. 

 

Step 7: Comprehensive conclusions along with providing solutions 

The final step is to study this stage. At this stage, the researcher is 

involved and the final conclusion of the analysis and the 

presentation of the solutions are analyzed as a consequence based 

on the types of data obtained from the previous steps. In fact, the 

main goal of business research is this step and its output is to 

answer the needs of the owners of the issue. 

 

Step 8: Compile the final report and present the results and 

solutions 

 

The structure of all such systems, such as market research, applied 

research, etc., is completed by this step that the project delivers to 

the employer. Therefore, this step is more formal and structured 

and has certain advantages that can be exploited. 

 

Discussion and conclusion: 

 

Regarding previous studies that have examined the effects of other 

effective variables in business research, including independent 

variables such as innovation (Olavarieta et al, 2013), mediator and 

moderator variables (Namazi et al, 2015). In this research, it has 

been presented an analysis of the existing gap (the difference of 

marketing research and business research) and by answering the 

research question, the following model is proposed for business 

research. The pattern expressed in this study can be applied or 

extended by other researchers and ultimately compared to market 

research. The pattern of business research is shown in Figure 3. 
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Figure 3: Business Research Patterns 

 

Conflict of Interest: On behalf of all authors, the corresponding 

author states that there is no conflict of interest. 

 

References: 

 
1. Aaker, D. A., Kumar, V., Leone, R. P., & Day, G. S. (2013). 

Marketing research: International student version. New York, 

NY: John Wiley & Sons. 

2. Akbari, M., Esfidani, M., & Fathi, S. (2005). "Designing the 

classification pattern of electronic business research projects 

in Iran". Commercial Letter, 37: pp. 184-153. 

3. Aker,D.a.(2005)."Marketing research, eighth edition with 

spss13. John wiley. Us. 

4. Asadzandi, M., Eskandari, A., Khademolhosseini, S. K., & 

Ebadi, A. (2018). Designing and validation religious evidence-

based guidelines of Sound Heart pastoral care model for 

hospitalized patients. Journal of Medical Sciences, 1(1), 1-9. 

5. Barnard, P. (1999). CEO Kantar Group, address to the Masters 

of Science in Marketing Research program at the University 

of Texas at Arlington. Arlington, TX, March. 

6. Birks, D., & Malhotra, N. K. (2002). Marketing Research, 

European Edition: An Applied Approach (Маркетинговые 

исследования: прикладной подход). 

7. Edmunds, S. (2017)."The nuture & importance of business 

research".By article start your own business,fifth 

edition.published by entrepreneur press. 

8.  Ferraro,H.  Marrone,J. (2016) "Examining employment 

relationship activities in family business research", Journal of 

Family Business Management, Vol. 6 Issue: 3, pp.210-224 

9. Gorton, M. (2000). Overcoming the structure–agency divide 

in small business research. International Journal of 

Entrepreneurial Behavior & Research, 6(5), 276-292. 

10. http://smallbusiness.chron.com › Advertising & Marketing › 

Business Research 

11. India. 

12. Johnston, W. J., Leach, M. P., & Liu, A. H. (1999). Theory 

testing using case studies in business-to-business research. 

Industrial marketing management, 28(3), 201-213. 

13. Kotler, P., & Gertner, D. (2004). Country as brand, product 

and beyond: a place marketing and brand management 

perspective. Destination branding: Creating the unique 

destination proposition, 2, 40-56. 

14. Kudlats, J., Money, A., & Hair Jr, J. F. (2014). 

Correspondence analysis: A promising technique to interpret 

qualitative data in family business research. Journal of Family 

Business Strategy, 5(1), 30-40. 

15. Malhotra Naresh, K. Marketing Research. An Applied 

Orientation/Malhotra Naresh K. 

16. Mayor, M. (Ed.). (2009). Longman dictionary of 

contemporary English. Pearson Education 

17. Namazi, M. Namazi, N.R. (2015). "Conceptual analysis of 

moderator and mediator variables in business research". 

Procedia economics and finance, (2016), 36. pp: 540-554 

18. Olavarieta, S. Villena, M.g. (2013). "Innovation and business 

research in Latin American: anoverview". Journal of business 

research, (2014), 67. pp: 489-497 

19. Richards, J. C., & Schmidt, R. W. (2013). Longman dictionary 

of language teaching and applied linguistics. Routledge. 

20. S. Lee, A., & Luo, X. (2014). Rethinking the path of business 

research in the West: What direction is better for business 

research in China? Nankai Business Review International, 

5(4), 346-355. 

21. Sereejesh, S. mohapatra, S & Anusree, M.r. (2014)." Business 

research method". Springer international publishing 

Switzerland. 

22. Sereejesh,S . mohapatra,S & Anusree,M.r.(2014)." Business 

research method". Springer international publishing 

Switzerland. 

23. Shaker A, Z. (2015). "Developing theory grounded family 

business strategy, (2016), 1. pp: 3-7 

24. Siddiqui, F. (2017)."An overview of business research 

process". Business research book of VU. (2017), 

www.vu.edu.au. 

25. Svensson, G. (2013). Processes of substantiations and 

contributions through theory building towards theory in 

business research. European Business Review, 25(5), 466-480. 

26. Wu, C., Hill, C., & Yan, E. (2017). Disciplinary knowledge 

diffusion in business research. Journal of Informetrics, 11(2), 

655-668. 

27. Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2009). 

Business research methods., 8th Edition (with Qualtrics Card). 

Cengage Learning. 

28. Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2013). 

Business research methods. Cengage Learning. 

 

 

Identify and explain the issue and research motivation and business study

Identifying the indicators which should be studied at each level

Select the tools and methods of business study appropriate to the goals and
expectations obtained from the previous step.

Identify and refer to the available resources to extract the information needed to 
answer the questions and achieve the goals and expectations of the research.

Research implementing and analysis of outputs and information resulting from research 
and data collection

Integrate the results of income from different levels

Final and comprehensive conclusions along with identifying the solutions

Compile the final report and present the results and solutions

http://aditum.org/
http://aditum.org/
https://bcs.wiley.com/he-bcs/Books?newwindow=false&mode=1020&itemId=1118321812&action=login&productId=CL_EWSTU14516_S&bcsId=7373&destinationURL=/higheredbcs/legacy/college/aaker/CL_EWSTU14516_S/cases/cases.pdf&attempt=first
https://bcs.wiley.com/he-bcs/Books?newwindow=false&mode=1020&itemId=1118321812&action=login&productId=CL_EWSTU14516_S&bcsId=7373&destinationURL=/higheredbcs/legacy/college/aaker/CL_EWSTU14516_S/cases/cases.pdf&attempt=first
https://bcs.wiley.com/he-bcs/Books?newwindow=false&mode=1020&itemId=1118321812&action=login&productId=CL_EWSTU14516_S&bcsId=7373&destinationURL=/higheredbcs/legacy/college/aaker/CL_EWSTU14516_S/cases/cases.pdf&attempt=first
https://www.researchgate.net/profile/Minoo-Asadzandi/publication/324039355_Designing_and_validation_religious_evidence-based_guidelines_of_Sound_Heart_pastoral_care_model_for_hospitalized_patients/links/5aba5be9aca2728f4fa3c8ec/Designing-and-validation-religious-evidence-based-guidelines-of-Sound-Heart-pastoral-care-model-for-hospitalized-patients.pdf
https://www.researchgate.net/profile/Minoo-Asadzandi/publication/324039355_Designing_and_validation_religious_evidence-based_guidelines_of_Sound_Heart_pastoral_care_model_for_hospitalized_patients/links/5aba5be9aca2728f4fa3c8ec/Designing-and-validation-religious-evidence-based-guidelines-of-Sound-Heart-pastoral-care-model-for-hospitalized-patients.pdf
https://www.researchgate.net/profile/Minoo-Asadzandi/publication/324039355_Designing_and_validation_religious_evidence-based_guidelines_of_Sound_Heart_pastoral_care_model_for_hospitalized_patients/links/5aba5be9aca2728f4fa3c8ec/Designing-and-validation-religious-evidence-based-guidelines-of-Sound-Heart-pastoral-care-model-for-hospitalized-patients.pdf
https://www.researchgate.net/profile/Minoo-Asadzandi/publication/324039355_Designing_and_validation_religious_evidence-based_guidelines_of_Sound_Heart_pastoral_care_model_for_hospitalized_patients/links/5aba5be9aca2728f4fa3c8ec/Designing-and-validation-religious-evidence-based-guidelines-of-Sound-Heart-pastoral-care-model-for-hospitalized-patients.pdf
file:///C:/Users/hi/Desktop/PDF%20Trials/New/1.%09%20Ferraro,H.%20%20Marrone,J.%20(2016)%20%22Examining%20employment%20relationship%20activities%20in%20family%20business%20research%22,%20Journal%20of%20Family%20Business%20Management,%20Vol.%206%20Issue:%203,%20pp.210-224
file:///C:/Users/hi/Desktop/PDF%20Trials/New/1.%09%20Ferraro,H.%20%20Marrone,J.%20(2016)%20%22Examining%20employment%20relationship%20activities%20in%20family%20business%20research%22,%20Journal%20of%20Family%20Business%20Management,%20Vol.%206%20Issue:%203,%20pp.210-224
file:///C:/Users/hi/Desktop/PDF%20Trials/New/1.%09%20Ferraro,H.%20%20Marrone,J.%20(2016)%20%22Examining%20employment%20relationship%20activities%20in%20family%20business%20research%22,%20Journal%20of%20Family%20Business%20Management,%20Vol.%206%20Issue:%203,%20pp.210-224
https://www.emerald.com/insight/content/doi/10.1108/13552550010357693/full/html
https://www.emerald.com/insight/content/doi/10.1108/13552550010357693/full/html
https://www.emerald.com/insight/content/doi/10.1108/13552550010357693/full/html
https://www.sciencedirect.com/science/article/pii/S0019850198000406
https://www.sciencedirect.com/science/article/pii/S0019850198000406
https://www.sciencedirect.com/science/article/pii/S0019850198000406
https://link.springer.com/article/10.1057/palgrave.bm.2540076
https://link.springer.com/article/10.1057/palgrave.bm.2540076
https://link.springer.com/article/10.1057/palgrave.bm.2540076
https://link.springer.com/article/10.1057/palgrave.bm.2540076
https://www.sciencedirect.com/science/article/pii/S1877858514000096
https://www.sciencedirect.com/science/article/pii/S1877858514000096
https://www.sciencedirect.com/science/article/pii/S1877858514000096
https://www.sciencedirect.com/science/article/pii/S1877858514000096
https://thuvienso.hoasen.edu.vn/handle/123456789/12586
https://thuvienso.hoasen.edu.vn/handle/123456789/12586
https://books.google.com/books?hl=en&lr=&id=lmch9WNJncUC&oi=fnd&pg=PR1&dq=16.%09Mayor,+M.+(Ed.).+(2009).+Longman+dictionary+of+contemporary+English.+Pearson+Education&ots=O5VHG0-4wh&sig=sqn7m-3zUOT8mBBt0xjft-HnUkg
https://books.google.com/books?hl=en&lr=&id=lmch9WNJncUC&oi=fnd&pg=PR1&dq=16.%09Mayor,+M.+(Ed.).+(2009).+Longman+dictionary+of+contemporary+English.+Pearson+Education&ots=O5VHG0-4wh&sig=sqn7m-3zUOT8mBBt0xjft-HnUkg
https://www.sciencedirect.com/science/article/pii/S2212567116300648
https://www.sciencedirect.com/science/article/pii/S2212567116300648
https://www.sciencedirect.com/science/article/pii/S2212567116300648
https://www.sciencedirect.com/science/article/pii/S0148296313003640
https://www.sciencedirect.com/science/article/pii/S0148296313003640
https://www.sciencedirect.com/science/article/pii/S0148296313003640
https://books.google.com/books?hl=en&lr=&id=ziSsAgAAQBAJ&oi=fnd&pg=PP1&dq=19.%09Richards,+J.+C.,+%26+Schmidt,+R.+W.+(2013).+Longman+dictionary+of+language+teaching+and+applied+linguistics.+Routledge.&ots=tw_OBop7dB&sig=eUOSeJNSWdAHyMyYvRlXi9WMpnQ
https://books.google.com/books?hl=en&lr=&id=ziSsAgAAQBAJ&oi=fnd&pg=PP1&dq=19.%09Richards,+J.+C.,+%26+Schmidt,+R.+W.+(2013).+Longman+dictionary+of+language+teaching+and+applied+linguistics.+Routledge.&ots=tw_OBop7dB&sig=eUOSeJNSWdAHyMyYvRlXi9WMpnQ
https://ideas.repec.org/a/eme/nbripp/v5y2014i4p346-355.html
https://ideas.repec.org/a/eme/nbripp/v5y2014i4p346-355.html
https://ideas.repec.org/a/eme/nbripp/v5y2014i4p346-355.html
https://ideas.repec.org/a/eme/nbripp/v5y2014i4p346-355.html
https://thuvienso.hoasen.edu.vn/handle/123456789/10310
https://thuvienso.hoasen.edu.vn/handle/123456789/10310
https://thuvienso.hoasen.edu.vn/handle/123456789/10310
https://thuvienso.hoasen.edu.vn/handle/123456789/10310
https://thuvienso.hoasen.edu.vn/handle/123456789/10310
https://thuvienso.hoasen.edu.vn/handle/123456789/10310
https://www.sciencedirect.com/science/article/pii/S1877858515300620
https://www.sciencedirect.com/science/article/pii/S1877858515300620
http://www.vu.edu.au/
https://www.emerald.com/insight/content/doi/10.1108/EBR-12-2012-0071/full/html?utm_campaign=Emerald_Strategy_PPV_November22_RoN
https://www.emerald.com/insight/content/doi/10.1108/EBR-12-2012-0071/full/html?utm_campaign=Emerald_Strategy_PPV_November22_RoN
https://www.emerald.com/insight/content/doi/10.1108/EBR-12-2012-0071/full/html?utm_campaign=Emerald_Strategy_PPV_November22_RoN
https://www.sciencedirect.com/science/article/pii/S1751157716303455
https://www.sciencedirect.com/science/article/pii/S1751157716303455
https://www.sciencedirect.com/science/article/pii/S1751157716303455
http://www.ir.harambeeuniversity.edu.et/handle/123456789/379
http://www.ir.harambeeuniversity.edu.et/handle/123456789/379
http://www.ir.harambeeuniversity.edu.et/handle/123456789/379

