syndicated market research reports

syndicated market research reports are comprehensive documents prepared by
research firms and made available to multiple clients, offering valuable insights into
various industries and market trends. These reports are essential tools for businesses,
investors, and analysts who seek data-driven intelligence without the need to commission
custom research. Syndicated reports cover a broad range of sectors, providing
standardized, reliable, and cost-effective market analysis. This article explores the nature,
benefits, and applications of syndicated market research reports, highlighting their
importance in strategic decision-making. Additionally, it examines the process of creating
these reports, key features, and how organizations can leverage them to gain a
competitive advantage. The discussion also addresses the differences between syndicated
and custom research, pricing considerations, and future trends in syndicated research
offerings. The following sections provide a detailed overview of these aspects to facilitate
a thorough understanding of syndicated market research reports.
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Understanding Syndicated Market Research
Reports

Syndicated market research reports are pre-packaged, widely distributed studies created
by professional research firms. Unlike custom research tailored for a single client, these
reports are developed based on common industry needs and sold to multiple
organizations. The data and insights are gathered through standardized methodologies,
including surveys, interviews, and secondary data analysis, ensuring consistency and
comparability. Syndicated reports typically cover market size, growth forecasts,
competitive landscapes, customer behavior, and regulatory factors. They serve as
foundational resources that help businesses monitor market dynamics and identify
opportunities or threats in their industries.



How Syndicated Reports Are Developed

The creation of syndicated market research reports involves several key steps. Initially,
research firms identify high-demand topics and industries. Data collection follows,
employing quantitative and qualitative research techniques such as market surveys, focus
groups, and expert interviews. Secondary research is also conducted using existing
databases, financial reports, and industry publications. After data acquisition, analysts
process and interpret the findings, generating actionable insights. The final report
undergoes quality checks before publication. This systematic approach ensures that
syndicated market research reports maintain high standards of accuracy and relevance for
a broad audience.

Types of Syndicated Market Research Reports

Syndicated reports vary widely based on industry focus and scope. Common types include:

e Industry Analysis Reports - covering overall market trends and forecasts.

e Competitive Landscape Reports - profiling key players and market shares.

e Consumer Behavior Reports - analyzing purchasing patterns and preferences.
e Product and Technology Reports - evaluating innovations and adoption rates.

¢ Geographic Market Reports - focusing on regional or country-specific data.

Key Benefits of Syndicated Market Research
Reports

Organizations rely on syndicated market research reports due to their numerous
advantages. These reports provide timely, high-quality data that can accelerate decision-
making processes. By purchasing syndicated reports, businesses save time and resources
compared to commissioning bespoke studies. The standardized nature of syndicated
research allows for benchmarking and trend analysis across industries. Furthermore,
syndicated reports often include expert commentary and forecasts, enhancing strategic
planning efforts. Accessibility to comprehensive data in one consolidated document makes
these reports invaluable for marketing, sales, product development, and investment
strategies.

Cost Efficiency and Time Savings

One of the primary benefits of syndicated market research reports is their cost-
effectiveness. Since the research costs are shared among multiple buyers, the price per
user is significantly lower than custom research. Additionally, the reports are typically
ready for immediate purchase and use, eliminating lengthy project timelines. This rapid



availability allows businesses to respond promptly to market changes without delay.

Data Reliability and Consistency

Syndicated reports come from established research firms that adhere to rigorous
methodologies. This ensures data accuracy, reliability, and objectivity. Consistent data
collection and analysis techniques also facilitate cross-comparison between reports and
industries, which is crucial for benchmarking performance and identifying emerging
trends.

Components and Features of Syndicated Market
Research Reports

Syndicated market research reports comprise several standardized components that
collectively provide a comprehensive market overview. These features enhance usability
and ensure that the data meets the needs of diverse stakeholders.

Market Overview and Segmentation

Reports typically begin with an overview of the market, including total market size,
historical data, and growth projections. Segmentation analysis breaks down the market by
product type, application, geography, and customer demographics, offering granular
insights into specific areas of interest.

Competitive Analysis

In-depth profiles of leading companies, including market share, business strategies,
strengths, and weaknesses, are a crucial element. This section helps users understand
competitive dynamics and identify potential partnership or acquisition targets.

Trend Analysis and Forecasts

Identifying current and emerging market trends is fundamental in syndicated reports.
Forecasts based on statistical modeling and expert judgment provide outlooks for market
development over the next five to ten years, enabling long-term planning.

Regulatory Environment and Market Drivers

Reports often include analysis of regulatory frameworks, policy impacts, and economic
factors influencing the market. Understanding these external drivers is essential for risk
assessment and compliance planning.



Applications and Use Cases

Syndicated market research reports serve a wide range of purposes across industries.
Their detailed insights support strategic initiatives, operational improvements, and
investment decisions.

Strategic Planning and Market Entry

Companies use syndicated reports to evaluate market potential and identify opportunities
for expansion or new product launches. The data helps assess competitive intensity,
customer needs, and pricing strategies, facilitating informed entry into new markets.

Sales and Marketing Optimization

Marketing teams leverage syndicated insights to tailor campaigns, target customer
segments, and position products effectively. Sales organizations use market intelligence to
prioritize leads and devise competitive selling strategies.

Investment Analysis and Risk Management

Investors and financial analysts rely on syndicated market research reports to gauge
industry health, growth prospects, and risk factors. These reports underpin due diligence
processes and portfolio management decisions.

Differences Between Syndicated and Custom
Market Research

While both syndicated and custom market research serve critical roles, they differ
fundamentally in approach, cost, and flexibility.

Scope and Customization

Syndicated reports provide broad, standardized data relevant to multiple clients, whereas
custom research is tailored to specific organizational needs, offering unique insights.
Custom studies can delve deeper into niche topics but require longer timelines and higher
budgets.

Cost and Accessibility

Syndicated market research reports are more cost-effective since they spread expenses
across many buyers. Custom research is exclusive and generally more expensive, making
syndicated reports the preferred option for businesses seeking affordable market



intelligence.

Delivery Time

Syndicated reports are typically pre-published and available for immediate purchase.
Custom projects involve a research cycle from design to execution, extending delivery
times significantly.

Pricing and Accessibility

The pricing of syndicated market research reports varies depending on factors such as
report depth, industry, provider reputation, and geographic coverage. Many reports are
priced between a few thousand to tens of thousands of dollars. Subscription models and
bundled packages also exist, offering access to multiple reports at discounted rates.
Accessibility has improved with digital distribution platforms, allowing clients to purchase,
download, and interact with reports efficiently. Some vendors provide executive
summaries or sample extracts to facilitate purchasing decisions.

Factors Influencing Price

Report length and detail level

Industry specialization and complexity

Inclusion of proprietary data or forecasts

Geographical scope (global, regional, local)

Vendor brand and credibility

Future Trends in Syndicated Market Research

The syndicated market research industry is evolving with technological advancements and
changing client demands. Increasing use of big data analytics, artificial intelligence, and
machine learning is enhancing report accuracy and depth. Interactive dashboards and
real-time data updates are becoming more common, providing dynamic insights.
Additionally, the integration of alternative data sources, such as social media sentiment
and IoT-generated information, is expanding the scope of syndicated reports. These trends
indicate a shift toward more personalized, data-rich, and accessible market intelligence
solutions.



Emerging Technologies Impacting Syndicated Research

Advanced analytics tools enable deeper data mining and predictive modeling. Cloud-based
platforms facilitate collaborative report access and customization. Virtual reality and
augmented reality are beginning to influence market research methodologies, offering
immersive data visualization experiences.

Frequently Asked Questions

What are syndicated market research reports?

Syndicated market research reports are comprehensive studies conducted by research
firms that analyze market trends, competitive landscapes, and consumer behavior. These
reports are sold to multiple clients, providing valuable insights for businesses across
various industries.

How do syndicated market research reports benefit
businesses?

These reports offer businesses access to detailed market data and analysis without the
high cost of custom research. They help companies make informed decisions on product
development, marketing strategies, and market entry by providing up-to-date industry
insights.

What industries commonly use syndicated market
research reports?

Industries such as consumer goods, healthcare, technology, automotive, and finance
frequently use syndicated market research reports to monitor market trends, understand
customer preferences, and benchmark against competitors.

How frequently are syndicated market research reports
updated?

The update frequency varies by report and industry but typically ranges from quarterly to
annually. Some reports are updated more frequently to reflect rapid market changes,
ensuring that businesses have access to the latest market intelligence.

Can syndicated market research reports be customized?

While syndicated reports are generally standardized for multiple clients, some research
firms offer add-on services or customization options to tailor specific sections according to
a client’s needs, though this may come at additional cost.



How do syndicated market research reports differ from
custom market research?

Syndicated reports are pre-packaged studies sold to multiple clients, making them more
cost-effective but less tailored. Custom market research is designed specifically for one
client’s unique requirements, providing more targeted insights but at a higher price and
longer turnaround time.

Where can businesses purchase syndicated market
research reports?

Businesses can purchase syndicated market research reports from established research
firms and market intelligence providers such as Nielsen, Euromonitor, IBISWorld,
Gartner, and Statista, either directly through their websites or via authorized distributors.

Additional Resources

1. Market Research Reports: An Insider's Guide to Syndicated Data

This book offers a comprehensive overview of syndicated market research reports,
explaining their creation, distribution, and application in various industries. Readers will
learn how to interpret data from leading syndicated sources and utilize insights to make
informed business decisions. It also covers trends in syndicated research and how
technology is shaping the field.

2. Decoding Syndicated Market Research: Strategies for Competitive Advantage
Focusing on how businesses leverage syndicated market research, this book provides
practical strategies for analyzing and applying syndicated data to gain competitive edges.
It includes case studies from different sectors and demonstrates best practices for
integrating syndicated reports into strategic planning.

3. The Syndicated Data Playbook: Navigating Market Research Reports

This guide walks readers through the process of selecting, understanding, and
implementing syndicated market research reports. It highlights key metrics and
methodologies used in syndicated studies and offers tips for maximizing ROI from
purchased data.

4. Syndicated Market Research Essentials for Marketing Professionals

Tailored for marketing professionals, this book delves into how syndicated research
supports product development, consumer insights, and market segmentation. It explains
how to align syndicated data findings with marketing campaigns and measure their
effectiveness.

5. Global Syndicated Market Research: Trends and Insights

Examining syndicated market research on an international scale, this book explores how
global companies utilize syndicated reports to monitor markets and identify growth
opportunities. It discusses regional differences in data collection and the challenges of
cross-border market analysis.



6. Understanding Syndicated Research Reports: A Practical Approach

Designed as a practical manual, this book simplifies the complexities of syndicated
research reports. It breaks down report components, terminology, and data interpretation
techniques, making it accessible for newcomers and seasoned analysts alike.

7. Maximizing Value from Syndicated Market Intelligence

This book focuses on extracting actionable insights from syndicated market intelligence to
drive business growth. It covers frameworks for data analysis, integration with other
research methods, and real-world examples of successful application.

8. Future of Syndicated Market Research: Innovations and Challenges

Exploring the evolving landscape of syndicated market research, this title highlights
technological advancements such as Al and big data analytics. It also addresses challenges
like data privacy, report customization, and maintaining data quality.

9. The Buyer’s Guide to Syndicated Market Research Reports

Aimed at procurement and research managers, this guide provides detailed advice on
sourcing syndicated market research reports. It covers vendor evaluation, cost
considerations, and negotiating access to ensure organizations get the best value for their
investment.
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syndicated market research reports: Marketing Research Bruce Wrenn, Robert E. Stevens,
David L. Loudon, 2007 This textbook takes students through each stage of designing and conducting
marketing research and interpreting the resulting data. Topics include (for example) sample size,
the interviewing relationship, hypothesis testing, and report formats. The second edition features a
new section on using Internet surveys. The CD-ROM is an SPSS 11.0 data disk containing a variety
of practice cases.

syndicated market research reports: The Market Research Toolbox Edward F. McQuarrie,
2012 An ideal resource for those who want to conduct market research but have little experience in
doing so, this book describes how each technique works along with its costs and uses, tips for
success, when and how to use certain techniques and precautions to take while using them.

syndicated market research reports: Market Research Handbook Jie Xu, 2005 The results of
marketing research can inform marketing decisions such as in concept/product testing, market
segmentation, competitive analysis, customer satisfaction studies, etc. and illustrates the need for
measurement. The book summarizes all essential measurements widely adopted by researchers with
insightful perception. It consists of three indispensable sections of market research: market general,
competitor analysis, and consumer analysis. Each specific measurement contains in-depth
understanding of measurement starting from definition through method explanation to practical
case study. Specifically, it discloses many valuable research techniques and experienced application
know-how from the professional research agencies. The book can be a useful reference for
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practitioners and excellent supplementary reading material for students. Different from other
academic market research book, the book contains numerous case studies derived from customized
projects at research agencies which also make this book easy to understand for student and
beginners.

syndicated market research reports: Sports Marketing Michael J. Fetchko, Donald P. Roy,
Kenneth E. Clow, 2018-10-09 Highly practical and engaging, Sports Marketing equips students with
the skills, techniques, and tools they need to be successful marketers in any sporting environment.
The book combines scholarly theory with the perspectives of those who have been actively involved
in the sports business. A worldwide range of examples from all levels of sports, as well as insider
expertise, strongly ties classroom learning to real-world practice, and assures students that the
theory is relevant. New material includes: ¢ Expanded coverage of marketing analytics and the use
of market-driven tactics showing students how to strengthen customer relationships and maximize
profits * Greater attention to the impact of new technologies on customer relationships, such as
social media, content marketing, ticketing strategies, and eSports, ensuring students are exposed to
the latest advancements in marketing for sports ¢ A stronger global focus throughout the book,
including several new cases from outside the U.S., as well as coverage of international sporting
organizations, such as FIFA and the ever popular English Premier League ¢ Six new You Make the
Call short cases to offer opportunities for analysis and decision making in sectors of sports
marketing including sports media, experiential events, and eSports These popular You Make the Call
cases and review questions stimulate lively classroom discussion, while chapter summaries and a
glossary further support learning. Sports Marketing will give students of sports marketing and
management a firm grasp of the ins and outs of working in sports.

syndicated market research reports: Network World , 2000-04-17 For more than 20 years,
Network World has been the premier provider of information, intelligence and insight for network
and IT executives responsible for the digital nervous systems of large organizations. Readers are
responsible for designing, implementing and managing the voice, data and video systems their
companies use to support everything from business critical applications to employee collaboration
and electronic commerce.

syndicated market research reports: Handbook of Market Segmentation Art Weinstein,
2004 This is a practical how-to guide to what marketers need to know about defining, segmenting
and targeting business markets: assessing customer needs; gauging the competition; designing
winning strategies; and maximising corporate resources.

syndicated market research reports: International Business Research James P. Neelankavil,
2015-02-12 As more and more companies enter the global business arena, it is critical that they
acquire relevant information specific to their industry and the country that they wish to enter. This
book explains how to perform accurate, timely, and appropriate research to make informed strategic
decisions. The chapters of International Business Research follow the overall research process -
defining the research problem, explanation of research methodologies, data analysis, report writing
and dissemination. The book presents methodologies for most functional areas and can be used as a
research tool for the broad international business field. It includes in-chapter learning objectives,
exercises, summaries, boxed inserts, and a detailed glossary. In addition, a sample data disk is
bound into each copy of the book.

syndicated market research reports: Marketing: Real People, Real Choices Michael
Solomon, Andrew Hughes, Bill Chitty, Greg Marshall, Elnora Stuart, 2013-09-05 Marketing: Real
People, Real Choices brings you and your students into the world of marketing through the use of
real companies and the real-life marketing issues that they have faced in recent times. The authors
explain core concepts and theories in Marketing, while allowing the reader to search for the
information and then apply it to their own experiences as a consumer, so that they can develop a
deeper understanding of how marketing is used every day of the week, in every country of the world.
The new third edition is enhanced by a strong focus on Value Creation and deeper coverage of
modern marketing communications practices.




syndicated market research reports: Audience Economics Philip M. Napoli, 2003-09-25
Focusing on the electronic media—television, radio, and the Internet—Audience Economics bridges
a substantial gap in the literature by providing an integrated framework for understanding the
various businesses involved in generating and selling audiences to advertisers. Philip M. Napoli
presents original research in order to answer several key questions: How are audiences
manufactured, valued, and sold? How do advertisers and media firms predict the behavior of
audiences? How has the process of measuring audiences evolved over time? How and why do
advertisers assign different values to segments of the media audience? How does audience
economics shape media content? Examining the relationship between the four principal actors in the
audience marketplace—advertisers, media firms, consumers, and audience measurement
firms—Napoli explains the ways in which they interact with and mutually depend on each other. He
also analyzes recent developments, such as the introduction of local people meters by Nielsen Media
Research and the establishment and evolution of audience measurement systems for the Internet. A
valuable resource for academics, students, policymakers, and media professionals, Audience
Economics keeps pace with the rapid changes in media and audience-measurement technologies in
order to provide a thorough understanding of the unique dynamics of the audience marketplace
today.

syndicated market research reports: Destination Marketing Steven Pike, 2012-08-06 The
tourism market is fiercely competitive. No other market place has as many brands competing for
attention, and yet only a handful of countries account for 75% of the world’s visitor arrivals. The
other 200 or so are left to fight for a share of the remaining 25%. Therefore, destination marketers
at city, state and national levels have arguably, a far more challenging role than other services or
consumer goods marketers. Destination Marketing: an integrated marketing communication
approach focuses on the five core tenets of integrated marketing communications. These embody
both the opportunities and challenges facing Destination Marketing Organisations (DMOs), and are:
1. Profitable customer relationships; 2. Enhancing stakeholder relationships; 3. Cross-functional
processes; 4. Stimulating purposeful dialogue with customers; and 5. Generating message synergy
The author seeks to provide a rationale for DMOs; to develop a structure, roles and goals of DMOs;
to examine the key challenges and constraints facing DMOs; to impart a destination branding
process; to develop a philosophy of integrated marketing communications; to lead the emergence of
visitor and stakeholder relationship management; and to set forth options for performance
measurement.

syndicated market research reports: Research Methodology: Concepts and Cases Deepak
Chawla & Neena Sodhi, 2011 RESEARCH METHODOLOGY CONCEPT AND CASES provides a
comprehensive and stepwise understanding of the research process with a balanced blend of theory,
techniques and Indian illustrations from a wide cross-section of business areas. This book makes no
presumptions and can be used with confidence and conviction by both students and experienced
managers who need to make business sense of the data and information that is culled out through
research groups. The conceptual base has been provided in comprehensive, yet simplistic detail,
addressing even the minutest explanations required by the reader. The language maintains a careful
balance between technical know-how and business jargon. Every chapter is profusely illustrated
with business problems related to all domains—marketing, finance, human resource and operations.
Thus, no matter what the interest area may be, the universal and adaptable nature of the research
process is concisely demonstrated.

syndicated market research reports: Surfactants in Personal Care Products and
Decorative Cosmetics Linda D. Rhein, Mitchell Schlossman, Anthony O'Lenick, P. Somasundaran,
2006-11-14 From anti-aging creams to make-up, surfactants play a key role as delivery systems for
skin care and decorative cosmetic products. Surfactants in Personal Care Products and Decorative
Cosmetics, Third Edition presents a scientific basis in surfactant science and recent advances in the
industry necessary for understanding, formulating, and te

syndicated market research reports: Global Marketing Management Masaaki (Mike)




Kotabe, Kristiaan Helsen, 2020-01-09 Global Marketing Management, 8th Edition combines
academic rigor, contemporary relevance, and student-friendly readability to review how marketing
managers can succeed in the increasingly competitive international business environment. This
in-depth yet accessible textbook helps students understand state-of-the-art global marketing
practices and recognize how marketing managers work across business functions to achieve overall
corporate goals. The author provides relevant historical background and offers logical explanations
of current trends based on information from marketing executives and academic researchers around
the world. Designed for students majoring in business, this thoroughly updated eighth edition both
describes today's multilateral realities and explores the future of marketing in a global context.
Building upon four main themes, the text discusses marketing management in light of the drastic
changes the global economy has undergone, the explosive growth of information technology and
e-commerce, the economic and political forces of globalization, and the various consequences of
corporate action such as environmental pollution, substandard food safely, and unsafe work
environments. Each chapter contains review and discussion questions to encourage classroom
participation and strengthen student learning.

syndicated market research reports: A Concise Guide to Market Research Marko Sarstedst,
Erik Mooi, 2018-09-18 This book offers an easily accessible and comprehensive guide to the entire
market research process, from asking market research questions to collecting and analyzing data by
means of quantitative methods. It is intended for all readers who wish to know more about the
market research process, data management, and the most commonly used methods in market
research. The book helps readers perform analyses, interpret the results, and make sound statistical
decisions using IBM SPSS Statistics. Hypothesis tests, ANOVA, regression analysis, principal
component analysis, factor analysis, and cluster analysis, as well as essential descriptive statistics,
are covered in detail. Highly engaging and hands-on, the book includes many practical examples,
tips, and suggestions that help readers apply and interpret the data analysis methods discussed. The
new edition uses IBM SPSS version 25 and offers the following new features: A single case and
dataset used throughout the book to facilitate learning New material on survey design and all data
analysis methods to reflect the latest advances concerning each topic Improved use of educational
elements, such as learning objectives, keywords, self-assessment tests, case studies, and much more
A glossary that includes definitions of all the keywords and other descriptions of selected topics
Links to additional material and videos via the Springer Multimedia App

syndicated market research reports: Marketing Research - Text, Applications And Case
Studies Ramanuj Majumdar, 2007 This Handbook Clearly Explains The Basic Principles Of
Engineering Drawing And Highlights The Essential And Advanced Features Of Modern Draughting
Practice. The Basic Emphasis Is Towards Providing Practical Guidelines For The Making Of Reliable
Industrial Drawings.In A Systematic Manner, The Book Presents: * The Various Procedures
Governing Engineering Drawing * Material Specifications Of Common Engineering Components *
Incorporation Of Machining Symbols * Assignment Of Proper Fits And Tolerances * Mensuration For
Calculating Volume And Mass * Ways Of Overcoming Common Problems And Pitfalls * Relevant
Indian Standards And Iso SpecificationsWritten Completely In Si Units, This Is A Self-Sufficient
Handbook For Engineering Draughts Men And Designers.

syndicated market research reports: A to Z of Pharmaceutical Marketing Worlds Voulme 1
Subba Rao Chaganti, 2024-05-08 Unveiling the Alchemy of Pharma Marketing: Why You Need the A
to Z of Pharmaceutical Marketing, the World’s First-and-Only Enclopedia? Pharma marketing thrives
in a complex ecosystem, demanding constant navigation through scientific frontiers, regulatory
labyrinths, and stakeholder whisperings. In this intricate dance, knowledge is your elixir, and the A
to Z of Pharmaceutical Marketing is your alchemist’s handbook. Here’s why it is indispensable for
every pharma marketer: 1. Master the Maze: From A to Z, Your Compass is Ready. No more
drowning in information overload. This encyclopedia unlocks a treasure trove of 1,464 entries, from
“A/B Testing to ZMOT,” each meticulously crafted to illuminate every facet of the pharmaceutical
marketing world. 2. Sharpen Your Edge: Demystifying the Nuances of Today’s Pharma Landscape.



The industry is in constant flux, and staying ahead of the curve is a constant battle. The A to Z arms
you with the latest trends, regulations, and ethical considerations. It’s the power to predict, adapt,
and lead the change. 3. Elevate Your Game: From Novice to Maestro, Craft Winning Strategies.
Knowledge is power, but application is mastery. The A to Z goes beyond theory, offering practical
tips and expert insights to fuel strategic thinking. The A to Z of Pharmaceutical Marketing is more
than just a book; it’s a game changer. It’s the ultimate reference and the strategic advisor you need
to excel in this dynamic industry. Invest in your knowledge and your future. Remember, in pharma
marketing, knowledge is not just power; it’s the potion that turns potential into success.

syndicated market research reports: General Technical Report NE , 1980

syndicated market research reports: Marketing Recorded Music Tammy Donham, Amy
Sue Macy, Clyde Philip Rolston, 2022-06-12 This fourth edition of Marketing Recorded Music is the
essential resource to help you understand how recorded music is professionally marketed. Updated
to reflect the digital era, with new chapters on emerging media, streaming, and branding, this fourth
edition also includes strategies for independent and unsigned artists. Fully revised to reflect
international marketing issues, Marketing Recorded Music is accompanied by a companion website
with additional online resources, including PowerPoints, quizzes, and lesson plans, making it the
go-to manual for students, as well as aspiring and experienced professionals.

syndicated market research reports: Basic Aspects of Property Market Research Abdul
Hamid Mar Iman, 2006

syndicated market research reports: Marketing Research for Managers Sunny Crouch,
Matthew Housden, 2012-06-25 The purpose of Marketing Research for Managers is to enable
managers to become more informed research users and buyers. The more managers know about
how marketing research works, the more effective they can be in using it as a management tool. This
new edition of the text includes: * The development of the knowledge economy * Analysis of
customer relationship management * Comprehensive discussion of electronic techniques * New and
updated case studies and examples
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