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Preparing to Conduct Business Research: Part 3
To answer the three research questions developed for ARES, data collection instruments will need to be determined for accurate information pertinent to ARES needs. ARES research questions include where are the markets of opportunity, how and where will ARES deploy their grid architecture, and how can ARES pursue the adoption of their energy storage technology. 
To determine the markets of opportunity, ARES will conduct historical research through the use of maps to determine the population, condition of the power grid, and the current implementation of renewable energy. Once this information is gathered, ARES can use terrain surveys, topographic maps, in particular, to determine the location of potential sites that will meet the specifications of the rail system. Topographic maps will show great detail to include elevation changes and potential terrain setbacks when designing and building infrastructure. This type of research will have an abundance of resources available and limit ARES costs significantly. To answer how ARES can pursue the adoption of their energy storage technology, a different, and more costly approach will be necessary. Qualitative data surveys will be conducted in a specified series to gather data. When the area of development is determined, questionnaires will be sent out to the general public. This will inform the customers of ARES intentions as well as provide vital information on public interests through closed questions. Focus groups can then be formed, and a broader base of questions can be asked to refine the data. And last, case studies can be conducted to compare the information received from the questionnaires and focus groups. 
Ares will develop these surveys using the information they have gathered through their research and send them out to the general public for response.  By doing so they can get a clear picture of how the population as a whole will see their product.  By doing so ARES will have a greater understanding on whether or not they should market their product in a specific area.  ARES will also use tried and true methods that are already industry standards.  This is to minimize any confusion by both the survey takers and ARES executives while reviewing the data. This can also inform ARES of any modifications they need to perform in order to satisfy their client base in the areas in which they plan to market the product.  By using already established methods it will lend to the credibility of the product those helping to put any concerns to rest. Focus groups will be used to help refine how ARES is marketed in each area that the product is being developed and marketed.
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