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Abstract 

China has largely promoted and bolstered the development of the private and public education industry since the 21st century (Yuan and Zhang, 2015). The continuous expansion has been presented over the past two decades in the education sector, especially the private education sector with training programs and private supplementary tutoring being the primary formats. Nevertheless, the Chinese government launched a series of guidelines and policies to regulate the rapid growth of the private education sector due to the deteriorating market competition since 2015 (Turner and Acker, 2017). Small to middle-sized private institutions face enormous challenges with competition increasing exponentially. In facing the challenges, organisations began to find ways to increase competitiveness. Customer Relationship Management (CRM) is known as low cost and efficient to enhance the competitiveness of corporations; therefore, it has become an essential strategy for private education institutions to boots sales revenue by retaining loyal clients and exploring existing clients. 
The study will utilise qualitative research with interviewing being the primary data collecting method to examine what are the flaws and drawbacks of the current private education sector in China. The sample will be selected from X Education Group, a typical private institution in China that provides tutoring and training programs. Data will be collected from 20 interviewees from ten households with one parent and one child in each family, respectively. Based on the result, a recommendation for effective CRM in the private education sector will also be raised. It is expected that the research findings could help the private enterprise in the education sector to implement better customer management strategies so as to improve its competitiveness. 

1. Introduction 

1.1. Background 

The private education sector in China witnessed rapid development with the influence of globalisation and industrialisation. With private supplementary tutoring and a wide array of training programs being the primary format of education, the private education industry in China significantly enriched the educational resources, stimulated innovative education mechanisms, and catered for the needs of a wide range learner from all walks of life (Smith and Joshi, 2016). Up until 2016, the number of private education institutions in China reached 171,000 with registered students exceeding 48.25 million (Lin, 2018). The growth rate is expected to increase in the next decade, according to the market report (Yuan and Zhang, 2015). 

[bookmark: _GoBack]Despite the indispensable position of the private education sector as an essential source of diverse educational programs that cater to a more diversified customer base, various problems within the industry were revealed along with the rapid development. With increasing market demand, a large number of private institutions emerged in the market to capture market share and loot educational resources which incurred a series of fierce competition (Yuan and Zhang, 2015). In order to raise competitiveness in a short period of time, some private education institutions offer innovative and diversified educational programs with extremely low prices which inflicted severe damage to many small and middle-sized educational groups (Smith and Joshi, 2016). Although marketing investment continues to increase, the result does not seem to be positive. 

Thanks to the emergence of the Big Data era when mass information is available via different platforms, customers are exposed to numerous choices when choosing educational programs. However, mass information has also severely undermined customer confidence in trusting media marketing (Wang, 2017). Information abusing and manipulating with capital is not uncommon in modern times. The private education sector has fallen into a dilemma of losing a large number of loyal customers while finding it difficult to explore it’s potential customer base (Lin, 2018). Consequently, many small and middle-size private institutions are forced to shut down due to the lack of student resources. 

In facing increasingly fierce competition, private institutions must realise that apart from offering high quality and innovative educational programs, effective customer relationship management strategies could also help to build rapport, trust and loyalty between customers and the companies (Yuan and Zhang, 2015). Customer loyalty could effectively increase revenue, stimulate competitiveness, boost brand sustainability. Statistics show that when customer loyalty increases by 5 per cent, the sales revenue in turn rises by 60% to 85% (Haghshenas and Ahmadi, 2015). A high customer churn rate is primarily incurred by the lack of communication between two parties. 

The education sector as a long-standing industry could serve customers for life. Take K12 education, for example. The K12 education programme lasts six years in the primary education phase and six years for secondary school years phase, which means that market sharers could benefit from one single customer for six to twelve years (Tang, 2017). Furthermore, the private education industry is fundamentally different from other industries because it has a wide varied customer base. The regular customers within the education sector include not only students but also their parents. The trust and loyalty established between them could all influence the performance of the industry (Tseng and Wu, 2014). 

Based on the above background information, the researcher would like to examine the CRM related reasons that lead to the loss of loyal customers for private educational groups and raise recommendation towards the issue. The research will employ a case study design with qualitative methods being the primary data collecting approach to investigate one single typical private institution in China. The researcher hopes the results could serve as a warning for the private educational corporations that have yet to highlight the importance of CRM and also serve as an informative source for companies that struggle to come with up effective CRM. 

2. Literature review 1200

2.1. Theoretical Knowledge of CRM 
2.1.1. The Definition of Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is known as an innovative strategy derived along with the development of the world economy and increasing environment competition (Mylonakis, 2009) It is effective because it increases the knowledge base of organisation to understand the need of customers and a design tailor-made service and products to cater for the demand of customers so as to enhance organisational performance (Behravan & SabbirRahman, 2012). Tracing back to 1993, American consulting company, Gartner Group company, came up with the concept of CRM (Mylonakis, 2009). The term was actively promoted due to the development of technology that enabled a large amounts of data to be stored on a computer. After more than two decades of development, the business field still did not come to a universal definition of the concept. However, most people are convinced that CRM is a multidisciplinary concept because it involves management, marketing, information system, and so on (Kevork and Vrechopoulos, 2009). Up until today, CRM has become a fundamental business strategy for organisations to compete with market rivals (Wang, 2013). 

Dick Lee and Tim Lee (2000) define CRM as a business strategy that aims to increase revenue, reduce cost and boost customer loyalty. This is a highly customer centred process. It helps businesses to gain new customers and retain its existing customers (Lee et al., 2000). Don Peppers, Martha Rogers and Bob Dorf (1999) believe that CRM is more of a one-to-one marketing strategy or relationship marketing during which the company is willing to improve the service for customers based on what personal information is available to the organisation. As market competition gets more and more intense, an increasing number of companies have realised the importance of implementing a one-to-one marketing strategy. However, this process is not only about training the sales staff to be friendly and attentive but also involves more tasks such as identifying, tracking and interacting with individual customers and then design tailor-made services and products to meet the specific needs of each individual (Peppers, Rogers, Dorf, 1999).

Customer interaction, customer engagement and competitor activities are essentials element of CRM (Bang and Kim, 2013). An organisation that has an effective CRM should be excellent in building trust, commitment and communication with customers. Besides this, they should be able to handle conflict with efficiency and effectiveness. Customer relationship is expected to improve when the organisation presents trustworthy and honest behaviours, commits to providing quality service, transmits accurate information, conducts effective communication and professionally deals with conflicts, etc. (Roberts-Lombard and Plessis, 2012). Once the customers are content with the services, they are more likely to become loyal customers. 

This paper will define CRM as a business strategy that aims to establish a trustworthy, long-standing, loyal, and cooperative relationship with customers by delivering tailor-made, high quality, and highly responsive services to customers. Organisations that implement CRM hopes that by establishing a close relationship with customers and designing tailor-made services could help in boosting customer loyalty and customer satisfaction so as to stimulate sales revenue (Bennett, 1996).  

CRM is regarded as one of the best business strategies in the service industry to circumvent fierce competition and increase market share (Oluseye, Tairat, & Emmanuel, 2014). It could exert significant influence on organisational performance. Organisations strive to develop strategies to meet the diverse needs of customers to enhance corporate performance. There are four dimensions of CRM which include knowledge management, CRM organisation, customer orientation, CRM based technology ((Haghshenas & Ahmadi, 2015). In the modern era, information technology is an essential tool for improving CRM (Torres & Kline, 2006). On the other hand, organisational performance is generally measured in four aspects which encompasses financial performance, customer performance, internal process performance and learning and growth performance (Mohammad, Rashid and Tahir, 2013). Optimising these aspects will increase the chance of having better organisational performance. 
2.1.2. Customer Life Cycle
The customer life cycle refers to the process a customer goes through from approaching the product through to making the final purchase (Radcliff, 2001). It is an important part of CRM. Although the process could vary from case to case, a customer lifecycle usually encompasses five-stages: the first stage is reached: when your marketing services or products approach the potential customers. The most challenging task during this early stage is how to find matching information. In other words, how to locate potential customers (Radcliffe, 2001). Organisations are suggested to make available the description of services and products in as many platforms as possible to increase the chance of establishing a linkage between the potential customer and the business (Woodcock, Green and Starkey, 2011). 

The second stage is to Acquire. Establishing the initial linkage between customers won’t make any difference if the company cannot provide relevant services and products. It is effective if the company conducts a thorough analysis of market needs and identifies its customer base, such as what is the age group of people that would purchase the service and product. The company should then initiate communication with potential customers to increase the chance of operation (Radcliffe, 2001). 

The third stage is to develop and nurture, which is the situation when the customer has already made the purchase (Woodcock, Green and Starkey, 2011). This stage is essential for generating customer satisfaction and customer loyalty. The company should strive to build rapport and trust with customers so that they are content with the initial transaction. 

The next stage is retention during which the business continues to contact customers by sharing with them, relevant services and products to increase the chances of the future transaction (Woodcock, Green and Starkey, 2011). This process also includes digesting customer feedback and using    this feedback to improve its services to increase the odds of repurchase. 

The final stage is Advocacy when the satisfied customers are willing to advocate the brand and recommend it to people in their lifecycle (Radcliffe, 2001). Spreading awareness of the brand is an excellent example of customer loyalty. When they are happy to advertise the brand for free, it means a strong sense of commitment has been established. Understanding customer life cycle will pave the road for future CRM development since it is fundamental knowledge in the industry.

2.2.  CRM in Private Education Sector in China 
2.2.1. Market Analysis 

The private education sector in China emerged during the late 20th century. At the initial development phase, private institutions designed and implemented a distinctive education model that differentiates itself from traditional institutions (Tang, 2017). The industry frontiers anticipated the potential of the industry and began to fiercely seize market share by training many teachers and used marketing and promotions for this tailor-made service (Turner and Acker, 2017). Some market giants conducted research studies to investigate customer needs, customer preference, and feedback by using quantitative methods to quantify the research findings (Lin, 2018). Private education institutions such as New Oriental Technology and Education Group, TAL Education, etc. took off during the most prosperous period when there were barely any barriers in the market (Turner and Acker, 2017). The private education sector once went through a period when the demand far exceeded supply. 

As the Chinese economy improved, living standards also increased. In addition, the number of private institutions also went up dramatically, which increased environmental competition but also left customers with more choice (Turner an Acker, 2017). Parents as consumers no longer choose institutions based on tuition fees but other factors such as educational quality, environment, reviews, feedback, etc. The student customers pay more attention to education content and learning process while parent consumers play more critical roles in selecting institutions. CRM in this process is vital to cater to the constantly changing needs of parents and students (Denga et al., 2010). In order to achieve a sustainable competitive advantage, private education institutions must maintain an excellent relationship with parents and students.  

Prior to industrialisation, the world economy is dominated by the buyers’ market, which is a situation where supply exceeds demand (Kornai and Weibull, 1983). In such a market, purchasers are given the advantages over sellers in the bargaining process. More often than not, buyers could bring down the price of goods because sellers are eager to clear out inventory. In comparison, a seller’s market is a situation where demand exceeds supply so that sellers have more advantages than buyers during price negotiation (Kornai and Weibull, 1983). The real estate industry is a typical example of a buyers’ market where buyers tend to take a long period to finalise an offer (Kornai and Weibull, 1983). The current Chinese private education sector adopts the buyer’s market because the supply exceeds the demand. Besides, as the environment becomes more competitive with numerous products and service available everywhere, customers are becoming more and more pickier and retaining customer loyalty as a critical CRM goal has become increasingly challenging. Therefore, private institutions strive to generate innovative products, effective management strategies, various services to meet the needs of an increasingly diverse customer base.

Italian economist Vilfredo Pareto’s 80/20 rule illustrates the importance of loyal customers for a business. The 80/20 rule is also called “The Law of The Vital Few” which roughly indicates that 80 per cent of effects come from 20 per cent of causes (Sanders, 1987). The law was later applied to the business management field as 80 per cent of the sales come from 20 per cent of clients, 80 per cent of the business was made between 20 per cent of the clients, 20 per cent bad clients account for 80 per cent of the deteriorating reputation of the organisation (Sanders, 1987). 

2.2.2. The Importance of CRM in Private Education Industry
Customers of the private education sector are fundamentally different from those of other industries because it has two types of customers which are students, the direct consumers of services and products, and parents, the indirect feedback givers and payers of the service. During the service and products experiencing process, students and parents are given different roles. Students directly engage in service experiencing, feedback providing, etc. While parents spend more time on consulting, purchasing and commenting. In the education industry, students are the experiencers while parents are real-sense consumers. Nevertheless, feedback given by students will significantly influence the purchasing decisions of parents (Wang, 2017). 

The public education sector is a public sector that is free of charge in most parts of the world. The private education sector, on the contrary, is a for-profit industry. However, when businessman regards education as a mere commercial transaction process, the goal of putting students as the primary customers as priority will be compromised (Tseng and Wu, 2014). Students and parents must be treated as customers to be given sufficient attention from both academic and managing staff. They are the beneficiaries of educational services and products and have every right to file a complaint if they are not satisfied with the services (Zhang, Han and Gao, 2008). 

Effective CRM within an educational group could contribute to student and parents satisfaction. A positive organisation and parents relationship will increase the chance of parents recommend the institutions to other people. Student life cycle management will also increase their willingness to recommend potential customers which will enhance organisational performance (Denga et al., 2010). There is no doubt that students and parents are the most valuable asset of private institutions. The better the service, the more satisfied the students will be. During the customer relationship establishment process, customer knowledge will be gathered, which will help with improving service quality (Tseng and Wu, 2014).  

3. Account of Research Methodology

3.1. Introduction

The study will investigate CRM related reasons within the organisation that could result in direct and indirect customers withdrawing the private education institution. This chapter will discuss research methodology, which includes a wide array of scopes such as research methods, research philosophy, theoretical perspectives, limitations and ethical issues, etc. 

3.2 Theoretical Perspective

3.2.1 Qualitative Research 

This section will look deep into the theoretical perspectives that exist within the epistemological stance of the research study. The study will require a large amount of qualitative data to examine CRM related reasons that resulted in parents and students leaving some certain private education institutions. As is previously mentioned, the majority of literature and research studies that examined similar topics employed quantitative rather than qualitative data collecting method. In this study, the author intends to utilise the qualitative approach. Different from quantitative research in which research questions are quantified to generate numerical data to illustrate a particular phenomenon, qualitative research largely depends on text-based information to resolve research questions (Willington, 2000).
 
With the help of qualitative research that primarily employs data collecting methods such as interviews, focus groups and observation, the researcher will gain a deeper understanding of the topic with the opinions, feelings and thoughts of customers being gathered. Compared with broad answers that we may obtain from quantitative research, the qualitative data collected from the interview could explain the same question from different perspectives and perceive the phenomenon from different angles (Bernard, 2017). Furthermore, the qualitative data could also be used to establish concepts and theories for quantitative researches going forward (Bernard, 2017).

Compared with quantitative research that relies heavily on the scientific approach of operational tools such as diverse data analysing software including SPSS, qualitative research depends more on researcher’s ability and influence on collecting and analysing data (Willington, 2000). The unquantified data requires researchers to be highly objective during the data analysis process because personal understanding could lead to biased results. Since quantitative research will turn text-based information into numerical data, quantitative analysis requires a large sample size to produce a generalisable finding (Bernard, 2017). Conversely, qualitative research could adopt a smaller sample size as it aims to examine the phenomenon from a more profound level (Bernard, 2017). 

3.2.2 Post-positivism Approach 
This study is going to adopt the post-positivism diagram as the central philosophical ground. Post-positivism is also known as anti-positivism. The positivism philosophy emphasises the purpose of exploring knowledge as describing what we have experienced and uncovering the indisputable truth in the world (Franklin, 2012). Conversely, the post-positivists believe that the approaches of exploring knowledge and truth could be fallible and can be easily distorted by personal experience of the researcher and respondents (Franklin, 2012). For example, the researcher, as a former Chinese student who attended several supplementary tutoring schools, is highly likely to have distinctive perspectives of this particular school format. This existing perception of the research areas could potentially lead to biased research findings and results. Hence, the post-positivism diagram underscores the necessity of avoiding subjective opinions that are unsupported by evidence during the research process to optimise the research format and increase the validity and reliability of research findings (Franklin, 2012). 

3.2.3 Case study
The research design is a case study in which the researcher will choose a typical case that could reflect a larger population. It is empirical research that examines phenomena or problems that exist in a specific context. It can contain single or multiple cases. A case study aims to explore the in-depth perspective of a particular issue or phenomenon by choosing a relatively small sample size. It is a useful research approach to illustrate how research is designed and conducted because it is highly focused. A case study targets a single organisation and accumulates all the efforts of the researcher to concentrate on one separate area instead of spreading attention to the whole market. It is widely considered to be a type of qualitative research given limited sample size; however, modern case studies often involve the quantitative method to increase the breadth of findings (Merriam, 1988).

The research study employs a case study as the research design not only because it provides an in-depth analysis with the phenomenon but also because using qualitative research alone is difficult to spread the sample into the whole private education market. The researcher feels it is impractical to choose 20 samples from a vast market to conduct qualitative research. Despite the advantages, there are several limitations in designing a case study in qualitative research. First of all, data gathered from the case study is often criticised as lacking breadth, which means the results are not as generalizable as quantitative research findings (Hodinson P and H, 2011). Some scholars criticise case study with a qualitative approach being unreliable and lacks validity and reliability since it only involves one or two specific cases (Hodinson P and H, 2011). Secondly, internal and external validity is another big issue of a case study with a qualitative method. The internal validity refers to the quality of the research, such as how well it is conducted; whether the structure is reliable, etc. (Hodinson P and H, 2011). External validity refers to whether the research findings and results are applicable to the entire field. A case study may fall into a dilemma where internal validity and external validity cannot be kept both high (Hodinson P and H, 2011). 

Therefore, choosing a case that could, to the largest extent, represent the whole market is essential for increasing the validity and reliability of the research result. As Wolcott (1994), an education scholar, stated “each case study is unique, but not so unique that we cannot learn from it and apply its lessons more generally.” This research study is going to select a typical private institution in China, in terms of education quality, student enrolment number, management strategy, sales revenue, reputation, etc. The researcher hopes the findings could be applied to a broader scope and be transferable to the whole private education industry in China.	
3.3 Research Methods 

3.3.1 Participants and Setting 

The research study will utilise a semi-structured interview as the primary data collecting method to examine CRM related reasons that could encourage parents and students to leave a private education institution. Various opinions, thoughts, perceptions are expected to be gathered to help understand the problem. The study intends to choose 20 samples, with ten parents and ten students each from the same family, respectively. As the nature of the research being a case study, the sample will be chosen from one particular private institution. After reviewing a considerable amount of market reports and industry analysis, the researcher located an education group that is a typical example of private educational institution in China in terms of sales revenue, education quality, student enrolment number, CRM management skills, reputation, organisation scale, etc. 

In order to maintain confidentiality, this report will rename the organisation as X Education Group. X Education Group was founded in 2000 and located in Jilin, China. The private institution has 700 registered students and around 40 teachers providing lectures from a wide range of courses such as English, Maths, Chemistry, Physics, Art, etc. The registered students are generally aged from 10 to 18. The school has an averagely good reputation based on online reviews. The school has specific marketing, managing, researching, consulting, front of house departments that are in charge of different issues. The front of the house and consulting team are primarily responsible for dealing with CRM, which includes requesting feedback, providing one-on-one tailor-made consulting, evaluating customer loyalty rate, calculating customer churn rate, etc. The 20 interviewees will be selected from students who recently left this institution after getting supplementary tutoring or other training for at least two years. They will be first given a phone call asking the general reasons that discourage them from continuing supplementary education from this institution. The researcher will finalise ten students and their parents to attend the interview who left the school primarily due to unsatisfactory CRM rather than other factors such as education quality, tuition fee, etc.  

3.3.2 Data Collection Method

The study intends to conduct semi-structured interviews with 20 participants from 10 households. The reason that the study plans to interview both parents and students is that students are direct customers while parents are indirect customers of the private education sector. Both of them are of great importance to the development of industry, and their individual opinions can influence each other. The researcher would like to know whether two types of customers share similarities or differences toward CRM within the organisation. 

It is not deniable that data gathered from the semi-structured interview is more challenging to analyse compared with information obtained from the structured interview, where the researcher expect specific answers to be raised following the fixed questions (Wolcott, 1994). However, the predetermined question may not well represent the respondents' opinions. A semi-structured interview will allow participants to raise views towards specific questions and could dig deeper into the research questions. This study intends to encourage participants to express their personal ideas towards CRM of X Education Group. 

The interview will be conducted on a one-on-one format with around ten predetermined questions. Sample questions are as following (subject to change): 
1. How do you feel about customer engagement and customer interaction within X education Group？
2. How do you think about conflict handling by the organisation? Can you give me an example?
3. Has the organisation committed to offering certain kind of services? If yes, how would you comment on the result?
4. Has the company employed any technological approaches to building a relationship with you?
5. How often does the organisation contact you?

The research questions aim to find out what the flaws and drawbacks of CRM are within the organisation that could lead to an increasing customer churn rate. In order to maximise the reliability and objectivity of the answers, the interview would not allow second party observation because student interviewees are likely to be influenced by parent interviewees. Regarding the atmosphere of the interview, the research hopes that the process could be flexible and comfortable, which will reduce the pressure of the interviewees. 

In order to increase the diversity of the sample, the participants will include the following characteristics: one child per household and two or more children per household; parents annual income up to £8,000 and over £8,000; family from urban and rural areas; children of different grades. The information will be gathered from a mobile interview with the approval participants. Even though the background information would not be considered as variables in the research, the study hopes that a diversified sample could increase the odds of collecting varied opinions. 

The respondents will be given consent forms prior to the interview. With semi-structured interview questions designed, the researcher will conduct a pilot interview with a friend who recently replaced her child to anther private education institution. A pilot interview is indispensable in research study though it is not intended to collect data (Bernard, 2017). It is designed to test out whether the subjects being examined is adequate, whether the proposed interview questions are too wide or narrow enough to answer research questions (Bernard, 2017). The complete pilot interview will implement all the procedures of the research, which includes data collecting, analysis and report. The process is expected to find out the flaws and areas that could be improved in the study.  

The interview is intended to be conducted via WeChat, a social networking application that is widely used in China. The whole interview will be conducted in Chinese, given that the interviewees are Chinese. The interview will be recorded and transcribed. The complete transcript will then be translated into English for data analysis. Recording interviews as well as taking notes during the interview could help with increasing efficiency and accuracy (Merriam, 1988). The researcher could also re-watch the interview if specific areas are not clear. The reason for taking notes whilst video recording the subjects, is to avoid any technological glitches that may hinder research gathering. 

3.4. Data Analysis

The study is intended to gather a large amount of qualitative data from the one-on-one semi-structured interview. The researcher will transcribe the interview content through recorded video. The procedure is expected to be rather time-consuming; however, it is a necessary procedure that paves the road for further steps. The researcher will then translate the transcribed interview content into English for the convenience of analysis. Finally, the researcher will expect a conclusion that is highly related to research results, research questions and existing research studies could be made. 

A clear transcribed interview content could give the researcher an organised format and direction for data analysis. As is previously mentioned, different from numerical data gleaned from quantitative research, analysing texted-based qualitative data require researchers to have clear research structure and keep in mind constantly the research questions and aims so as not to be directed off the track by unexpected answers. 

3.5 Ethics 

The research study will carefully follow principles and guidelines published by the British Educational Research Association (BERA), which requires researchers to take every word into consideration in every step of the research study. The researcher will respect and abide by the guidelines and regulations requested by BERA. During the research process, the researcher will show great concern and admiration to the knowledge, values, academic freedom and the quality of education research. The researcher will keep in mind constantly the value of a researcher strives to be as objective as possible in all procedures of the study.  

Prior to the research, respondents will be sent the consent form for participating in the study. Parents interviewees would be assigned two forms which are the consent form for participating in the research and a consent form for letting their children attend the interview out of ethical concerns. Both parents and student interviewees will be told they have every right to withdraw from the research process during any step of the research study. Given the fact that the participants of the research are residing in China, the research will specifically look into the ethical standard and official guidelines in China to make sure the interview part is conducted under the rules and regulations of Chinese academies. 
3.6. Confidentiality 

The research participants will be informed that their personal information, the research process and data collected will be kept confidential and used for academic purpose only. The participants would also be reminded and explained the purpose and function of the research before the interview. The respondents are expected to be aware that the information collected will be used in academic work and only anonymously. None of the participants' personal information would be revealed in any steps of the research. 

3.7. Time and Geographical Constraints 

Time and geographical issues are two of the biggest obstacles the researcher is expected to encounter during the research. Due to the fact that the researcher is residing in the U.K., the different time zone and geographical locations will make it challenging to contact interviewees.  Given the limited timeframe, the researcher would find it challenging to fly over to China to conduct face to face interview with the participant, which also made data collecting process much trickier. The researcher intends to accommodate the time for the interviewee during the process to show gratitude for participating in the research.

3.8. Scope

Different from quantitative research in which a survey could be sent out via online platforms and the participants would fill out the questionnaire according to their schedule; the qualitative research is unlikely to automatically gather a large amount of data from participants in a short period without the participation of the researcher. Therefore, given the limited timeframe, the study could only gather information from 20 respondents via interview, which may lead to a lack of breadth for the final findings. Nevertheless, the researcher would review a considerable amount of literature and existing research studies which will compensate for limited sample size. Time permitting, the researcher would choose a larger sample size which may increase the validity and reliability of the findings, which could be more generalizable and apply to a larger population. 

On the other hand, due to geographical constraints, the interviews would be conducted utilising modern technology such as computers, tablets and mobile phones. The process is also expected to incur various inconvenience for both parties in terms of internet access and internet quality. Besides, digital interview recording and transcribing work would also be time-consuming. Notwithstanding, informative and valuable data would be gathered, which will make everything worth the effort. 

3.9.  The Insider as A Researcher

As a student who has obtained both Bachelor and Master's degrees in education, the researcher is equipped with much knowledge related to education such as pedagogy designing, psychological perspectives of education, education management, etc. The more the researcher gets involved in education management and administration, the more she finds out that apart from being a teacher, she wants to achieve something more related to education management. Studying under the rigorous and stressful Chinese education system for more than 15 years, the researcher is aware of the potential of the private education sector in China, which is regarded primarily as a shadow and supplementary education format for the public mainstream schools.

Growing up in a community that none of the researcher's peers has not ended up attending private supplementary tutoring has inspired her in exploring the rapidly growing sector. However, the private education market has gone through dramatic changes from a seller's market to the buyer's market when the environment is getting more and more fierce. Surviving in the market requires not only innovative education format and content but also require effective management skills. After reviewing a considerable amount of related studies and literature, the researcher realised that CRM plays a vital role in seizing market share by exploring new clients and retaining loyal clients. The researcher hopes that the qualitative data gathered in this study could help to explain some of the reasons for the increasing customer churn rate of individual private education institutions. During the research conducting process, the researcher would try to avoid integrating personal perceptions into the study to present unbiased research findings. 

4. Report and Discussion of Findings

5. Recommendations 

6. Conclusion 

This is a proposed research study with no data collected or empirical research conducted. Therefore, there are a few limitations during the reporting and research designing process. First of all, the percentage of each section in this report did not follow the normal academic paper format, given the emphasis of the paper is the account of methodology. The researcher realised that the literature review part is not sufficient enough. There should be more empirical studies included that could help with predicting the research findings. Given more time and space, a thorough literature review could be conducted. Secondly, the author paid the majority of attention to the methodology part and strived to create a clear structure that follows the formal academic paper. However, the research design and research questions have yet to be raised; therefore, no appendix of research questions and consent form were attached. Nevertheless, the author believes the purpose of this coursework is to review and reinforce what we learned about qualitative and quantitative research during the past terms. 

The research design process was challenging. It is not easy to find an existing study concerned a similar topic that utilised qualitative method alone. Most of the research studies would employ a mixed approach that includes both a qualitative and quantitative way to achieve the best result. Therefore, the author chose a case study as the research design to enable a small sample size. The author feels that this is a highly productive and meaningful working process as the author managed to review and re-examine two essential research methods which will be extremely helpful for the future research study. 
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Part 2: Reflective Essay 
Introduction 
This paper will reflect on the process of undertaking qualitative and quantitative research. It will begin with a brief analysis of both research methods by explaining the definition, the philosophies that underpin the method and features and characteristics, etc. A thorough comparison will then be conducted to explore the similarities and differences between the two methods. Finally, the author will apply the theories into practice by illustrating the author’s choices in the final DBA research paper. The understanding may not be perfectly accurate as this still is a learning process. 

Qualitative Research 
Qualitative research is a type of research that aims to find out the underlying reasons, attributes, motivations, perceptions, views, etc. of certain phenomena. Denzin and Lincoln (1994) define qualitative researchers as a group of people who "study things in their natural settings, attempting to make sense of, or interpret, phenomena in terms of the meanings people bring to them.” The qualitative research delves into the deep layer of problems and provides an insight into various issues. Evidently, the research findings are more subjective since it explores issues from the point of the view of the participants. The research findings provide more in-depth information which may focus on a few case studies (Denzin and Lincoln, 1994). This inductive process is realized by raising hypothesis and theories which may be used for quantitative research going forward. 

Qualitative research does not involve numbers or numerical data. There is a wide array of qualitative data collecting methods such as interview (structured or semi-structured), observation, focus groups, etc. Compared with quantitative research, the sample size of qualitative research is smaller, given the nature of qualitative research focusing more on the in-depth experience (Jick, 1979). Therefore, the research findings are less generalizable than those of quantitative research (Aliaga and Gunderson, 2005). The data analysis process does not require software but largely depends on the ability of the researcher.

Furthermore, the data is often reported through text-based languages instead of empirical data demonstration. The report is interpretive that explains “why” and “how” that made the phenomenon. There are many interpretive skills such as grounded theory, content analysis, thematic analysis, etc. that can be used in qualitative research to make sense of the data (Aliaga and Gunderson, 2005). 
Quantitative Research  
Quantitative research investigates problems and phenomenon through numerical data. This is a deductive process with the primary goal of examining the concepts and hypotheses that compose a theory (Bryman, 2006). It can be defined as “explaining phenomena by collecting numerical data that are analyzed using mathematically based methods (in particular statistics) (Aliaga and Gunderson, 2005).” Different from qualitative research which is more subjective, the quantitative research quantifies the problems and conditions by analysing statistics. Similar to qualitative research, quantitative research also examines participants’ opinions, attitudes and behaviours, along with a wide range of defined variables. However, quantitative research does not analyze individual responses but quantify all the data from a large sample of the population and then produce a more generalizable result that can be applied to a larger population. Notwithstanding, the findings are less in-depth but reach a more extensive population base (Bryman, 2006). 

The quantitative data collecting method is more structured than the qualitative approach because the researchers expect to collect a large number of data for individual variables. The non-structured data collecting process tends to generate answers that may not apply to all participants, which made it difficult to quantify the findings. Therefore, participants are often given fixed options during the data collecting process. The most common data collecting method for quantitative research is surveying (questionnaire) which may include online surveys, mobile surveys, paper surveys, etc. Structured interviews and observations are often utilized in this type of research. The data analysing in quantitative research largely depends on statistical analysis instruments and measurement devices such as SPSS, Excel, etc. (Bryman, 2006) The final report is often published with the illustration of the chart, table, etc. that shows statistical analysis. 

Similarities and Differences Between Two Type Of Researches 
The fundamental difference between qualitative and quantitative research is that quantitative research involves numerical data and require statistical and mathematical approaches to analyse data, whereas qualitative research explores phenomena and conditions that cannot be measured. Broadly speaking, if there are no statistics produced, quantitative research does not exist (Jick, 1979). In certain fields, using a quantitative method is evident because there already exist enormous numbers to be analysed. For problems and phenomenon that do not have statistics, researchers could use various skills to translate non-numerical data into numerical data. 
Take my intended DBA final research topic as an example. I plan to conduct market research on the private education sector in China as my DBA program final research. One of my questions would be: How do parents feel about the current private supplementary tutoring as an essential part of private education in China. The answer could be varied a lot if I define my research as qualitative research. Participants may give their overall reaction towards the question such as “I like it,” “I don’t like it,” “it is effective”, “it is not as effective as I had expected.” The answer would generally include a further explanation as to why they like or dislike it. In quantitative research, the researcher could translate the answers into numbers by giving participants fixed options on a five-point scale that ranges from extreme attitude to relatively neutral positions. For instance, it could be “Very Satisfied,” “Somewhat Satisfied,” “Neither Satisfied nor Dissatisfied,” “Somewhat Dissatisfied,” and “Very Dissatisfied.” Nevertheless, it is not generalizable for all cases that text-based data could be translated to numerical data, especially when you intend to delve into detailed reasons for particular behaviour and phenomenon. For example, quantitative data is not likely to tell us the reasons why some parents are extremely upset about the current private education sector in China. 

Conversely, qualitative research is also applicable for all conditions, problems and phenomena. In general, the qualitative research examines "how" and "why" things have happened while quantitative research tends to be descriptive which often depict a social trend but may not be able to illustrate the reason lay behind (Denzin and Lincoln, 1994). 

Qualitative and quantitative researches are fundamentally different based on the philosophies that underpin each approach. The qualitative study explores the social reality of individuals, groups and cultures (Denzin and Lincoln, 1994). Therefore, it examines the feelings and experience of the participants profoundly. The participants, either individual or group, are studied under the natural setting. The qualitative research is a highly interactive process. It involves enormous interaction between participants and researchers (Denzin and Lincoln, 1994). The researchers probe the experience of the participants as the research finding. This process is highly exploratory as the researchers may end up obtaining more data than expected. The deeper and broader the researchers explore, the more the answer will be reviewed (Aliaga and Gunderson, 2005). On the contrary, quantitative research is a rather confined researching process because the participants are given fixed options. They are not expected to and cannot provide answers that are not listed. 

I find the qualitative method much easier to use primarily because it does not require using data analysis software and requires a relatively smaller sample size. Furthermore, the data collecting process is more interesting as you expect to approach information that you may not have expected previously. On the contrary, quantitative research contains more empirical data which by itself is much less attractive than text-based data and the data inputting process is rather meticulous if you have a considerable sample size. My memories still hover over the days when I was inputting 50 variables for 150 participants which equal to around 7,500 pieces of information. However, choosing research methods should not be primarily based on personal preference as I believe the research questions and philosophy underlying are more authoritative when selecting research type. Besides, both research methods require substantial work as the interview transcription for qualitative research is also very time-consuming. 

In my final research study, I intend to use a mixed-method by integrating quantitative and qualitative data collecting methods since my proposed topic is management strategies of the private education sector in China, I would need both qualitative and quantitative data to answer my research questions. For instance, I would need to know what the percentage of primary school students attending private supplementary tutoring was. This would require quantitative data, for example. Besides this, I would also need to know what are the various reasons that may encourage and discourage students from attending private institutions. This part of the research explores the “how” and “why” behind the numerical data. In return, the qualitative finding can also be used as assumptions in the quantitative research part. This mixed-method could widen and deepen my understanding of the topic. More importantly, it helps offset the weakness of each method when using the method alone, and the triangulation could also be utilized to increase the validity and reliability of findings (Jick, 1979). 

To conclude, some researchers prefer to use a single method while others prefer to mix different approaches. Whether to choose qualitative or quantitative in a research study depends on the research questions and underlying philosophy. There is no absolute answer which research method suits the research study better. A thorough analysis of contexts, research questions and research philosophies are essential to select the appropriate method.  
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