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	Abstract: Addresses the need in qualitative market research to consider how best to sample and recruit the right mindsets (respondents) and, if appropriate, prime these for subsequent interviews to maximise insight. Discusses models that might direct recruitment and some of the myths of good recruitment practice and argues for a more eclectic use of different approaches depending on the nature of the research problem. Provides examples of how pre-tasking can benefit the qualitative research interview and argues the case for post-tasking to maximise insight as well as provide a greater degree of confidence in the findings and as a source of professional development. 
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	Abstract 

This paper explores press releases, a neglected area of retail and marketing research, from leading British supermarket retailers over a two-year period to December 2002. Major themes for press releases are found to be products and services, corporate social responsibility, and corporate affairs and performance, although individual retailers show different emphases. A stakeholder engagement approach demonstrates how the releases seek to build networks of common interest, which is particularly demonstrable in relation to support for British farming and charitable activities. However it is noted that both these could be considered "easy targets", grateful for any support they can obtain. 
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	Abstract: The purpose of an oversight structure or institution is to protect human subjects from research that would pose unacceptable dangers or deny human rights. Review boards provide an independent assessment of research proposals. This additional level of scrutiny is meant to provide an additional level of protection for human subjects. However, oversight of human subject research, as currently carried out in the bureaucratic, rule-based, clinically-biased American system, is too cumbersome with regard to online research. In addition, it is not conducive to the training of ethical Internet researchers. Internet research differs from traditional human subject research in many ways, and the oversight rules governing traditional research do not easily relate to the complexities of conducting research online. Online researchers do not oppose the foundational principles of non-maleficence (avoiding harm) and autonomy, nor do they reject the ideals of informed consent and confidentiality, nevertheless, they face practical dilemmas in attempting to follow these principles and apply these ideals in the various Internet domains. The current oversight system is ill-equipped to assist. A conservative response to this problem of fit might entail adjustments to the oversight system that, in the case of the American system, would entail modifications to the Common Rule and Institutional Review Boards (IRBs). I will argue in this paper, instead, that re-structuring is needed to allow more oversight authority for Internet researchers. I will utilize Consequentialism and Virtue Ethics in making this case. 
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	Abstract:
	Abstract: Corporations have felt the pressure for fast-paced innovations and knowledge transfer as major driving forces in raising their sustainable competitive advantage and organizational total productivity. Thus, the development of the knowledge community through e-learning is an important strategy in implementing knowledge management policy. This paper illustrates an empirical study with which to conduct qualitative research of learning organization. From the case company’s real progress and practical experience, some core principles were extracted from four managerial aspects, such as: strategy, technology, process, and personnel. These aspects were analyzed in order to understand the value chain framework and the major concerns of knowledge community development. Further, the main benefits are addressed and certain critical factors are proposed and shown in this paper to ensure the success of corporations embarking on knowledge community-based e-learning.
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	Abstract:
	Abstract: In marketing literature, the study of service quality has focused on customer evaluation. The knowledge of consumer perceptions with regard to this complex construct constitutes powerful information for measuring company performance and for managing strategic projects. This fact is a critical factor in industries, such as the urgent transport service sector, in an environment in which a growth in the number of quality certifications has been prominent in recent years. The development of a valid tool for measuring perceived quality in this specific service has been proposed testing a hierarchical and multidimensional model, where service quality is a higher-order construct underlying four primary dimensions, which are defined by nine subdimensions. This conceptualization has been conceived after a qualitative research and the literature revision. The authors test this multilevel structure through a series of confirmatory factor analysis based on the partial disaggregation technique, and support the results with the cross-validation study. The implications and limitations of this research are discussed.
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	Abstract:
	• Narratives are important tools in constructing an organization, and individual and collective narratives about key actors and critical events compete in defining the organization and making sense of the challenges faced in organizational change processes. • This article introduces narrative interviewing and narrative analysis as qualitative methods relevant to international business research, with illustrations from a case study of a cross-border merger.
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	Abstract:
	• In this paper, we explore the use of foreign languages in qualitative interviewing, an issue previously treated as a mere technical consideration and largely neglected in the monolingual, English-dominated environment of international business research. • Drawing on literature from linguistic anthropology and qualitative interviewing methodology, we provide a holistic view of foreign language use based on the experiences of 34 scholars from different countries.
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	Abstract:
	Abstract: This paper discusses a framework of the strategy-making process for executing and continuing both the building of a new, ongoing market position and the acquisition of new capabilities so that a corporation could achieve innovation in the future. This paper describes the case of high-tech corporations in the field of Information and Communication Technology which is undergoing intense change in Japan. This paper also would like to present a new viewpoint on knowledge-based theory of the firm based on data obtained from qualitative research into the time series strategy-making process over the past 11 years. These corporations successfully introduced new products and services to the market through a spiraling knowledge integrating approach through networked knowledge communities as a dynamic view of strategy aimed at deliberately and continually creating new markets.
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	Abstract:
	In this paper we argue that theory, method, methodology, and knowledge gains in qualitative field studies are intertwined through the ongoing hypothesis development in the field. We develop our argument through a discussion of specific qualitative field studies in management accounting. We emphasise in particular the distinctive role of theory in qualitative research as relating to expression of a subjective reality more than clarification of an objective one. In considering this subjectivity we discuss the ways in which the doing of qualitative research brings to bear discipline on the researcher allowing us to assess the trustworthiness of their accounts. The intention is to develop a more appropriate basis for judging the plausibility of qualitative field studies than notions borrowed from positivistic methodology.
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	Abstract:
	Purpose – The paper explores how the complex relationship between consumption and production evolves as women enact their roles as mothers, and reconstruct their self-identity through their use or avoidance of convenience products. Design/methodology/approach – Qualitative, individual interviews are used to allow an in-depth analysis of the life stories of the group of respondents. An interpretive analysis reveals the purpose, patterns and rules followed by these individuals in their actions. Findings – Convenience consumption empowers these ‘mothers of invention’ to instrumental and emotional autonomy through their rejection of unnecessary drudgery, and enables them to negotiate the role of caretaker within the family. Research limitations/implications – The implications of the study suggest that there is a role for marketing to remove any vestiges of guilt in convenience consumption by addressing the issues of sustainability, nutrition, quality and value in convenience products. Future research should investigate whether these findings resonate cross-culturally and across broader socio-economic groups. Originality/value – The paper reveals the importance of reinforcing the connections between a better quality of family care and love. The paper also demonstrates the importance of the interactions of the family members on convenience consumption. These findings are important for marketing practitioners and academics researching family consumption.


	Evaluating service quality and consumer satisfaction in emerging markets.

	Authors:
	Greenland, Steve1 s.greenland@londonmet.ac.uk
Coshall, John1
Combe, Ian1

	Source:
	International Journal of Consumer Studies; Nov2006, Vol. 30 Issue 6, p582-590, 9p, 3 charts

	Document Type:
	Article

	Subject Terms:
	*BANKS & banking
*CONSUMER behavior
*CONSUMER satisfaction
*ECONOMIC development
*RESEARCH
*QUALITY of service

	Geographic Terms:
	DEVELOPING countries

	Author-Supplied Keywords:
	Developing countries
service quality
consumer satisfaction
banking

	NAICS/Industry Codes:
	522110 Commercial Banking

	Abstract:
	Developing economies offer tremendous potential for future growth and organizations appreciating these consumers’ requirements stand to reap considerable returns. However, compared with more developed economies published consumer studies are few. In particular, there is a dearth of service quality research and hardly any from Africa. Furthermore, the little available research tends to apply Western methodologies, which may not be entirely appropriate. This research investigates East African consumer perceptions of retail banking using an approach that takes account of the research context. Qualitative research was undertaken to define the relevant service attributes. Performance along these was then investigated through a survey with over 2000 respondents. Principal component analysis identifies 13 core service dimensions and multinomial logistic regression reveals which are the key drivers of customer satisfaction. Comparison of the results with studies from other regions confirms that established standardized research instruments are likely to miss or under-represent service attributes important in developing countries.
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	Abstract:
	Purpose ? The purpose of this paper is to present grounded theory as an alternative approach for conceptualizing and modelling the consumer experience. The basic theoretical tenets of the grounded theory approach are contrasted with more traditional assumptions and methods used in consumer research. Design/methodology/approach ? The approach is based on qualitative methods and a series of systematic ethnographic procedures, which along with the simultaneous processes of data collection and analysis, lead to the development of an inductive derived grounded theory of the visitor experience. In order to develop a model of the interactive experience of visitors to heritage sites, case studies are conducted at three World Heritage Sites in Thailand. Findings ? The findings indicate that the grounded theory approach has the potential to reveal a rich and deep understanding of visitor experiences, including the ways that visitors interact with the site, their interpretation of the site, and the meaning of the site for them. Practical implications ? It is suggested that the grounded theory approach can be a valuable tool in exploring the insights and meanings of visitors' experience and could be applied to future research in consumer behaviour. There are practical implications of this kind of research for the management of heritage sites in terms of visitor expectations, interactions and interpretations. Originality/value ? This study has developed a model of the experience and interaction of visitors to Thai World Heritage Sites which could be applied to other heritage sites. It illustrates the theoretical and practical issues of grounded theory approach to exploration and inductive development ?interactive experience? of visitors at heritage sites. This is a qualitative research approach that could be adopted for a range of experience based industries such tourism, leisure and hospitality.
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	Abstract (English):
	The enduring importance and utility of comparative research in sociology are as old as the discipline itself. Although comparative research flourishes within this discipline, methodological problems persist. After defining comparative research, this article outlines some of its central problems, including: (1) case selection, unit, level and scale of analysis; (2) construct equivalence; (3) variable or case orientation; and (4) causality The discussion finishes with a brief introduction of the critical and innovative articles within this special issue that not only address these problems, but also present promising solutions.
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	Abstract (English):
	The practice of quantitative research in the social sciences today is dominated by a specific research template that encourages researchers to focus on the net additive effects of independent variables on variation in a dependent variable, using samples drawn from ‘given’ populations. Comparative research, especially case-oriented investigation, offers a number of important challenges to this template. While these challenges may appear to constitute a rejection of conventional quantitative research, they can be viewed instead as important leads for improving quantitative analysis. The specific challenges addressed in this article center on researchers' conceptions of their populations, their dependent variables, their independent variables (especially the goal of estimating net effects) and the nature of the connections between case aspects.
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	Abstract:
	The purpose of this study is to look at how services that can create customer value can be developed in order to increase the firm's competitive advantage. In this study, we refer to services that can create customer value as value-based services. By beginning with a discussion of issues related to the structural characteristics of this research, and by adopting the Delphi expert survey technique, this study establishes a consensus regarding the measurement structure of value-based services. It then examines the development structure of value-based services and their structural elements, and defines each structure and element, in order to arrive at a consensus and formulate a value-based service development model that can serve as reference for service industries developing value-based services or engaging in service improvements. From the results of this study, two major structures of value-based services are derived: a customer platform and an innovation platform, each of which includes a number of key elements. The structure and key elements of these value-based services are then summarized and a value-based service development model proposed. Through such a value-based service system that is characterized by customer orientation and an innovation platform, value-based services can be transferred and customer value created, and through the use of this kind of model, the profitability of enterprises can be enhanced.
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	Abstract:
	• The paper considers the use of mixed methods in international business research by reviewing empirical studies in four major journals. A total of 484 articles were reviewed, 68 of which had applied a mixed method strategy. • In our analysis we categorize mixed methods according to their use in different stages of the research process and provide a range of alternative designs for mixing qualitative and quantitative methods.
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	Abstract:
	Abstract: Men are an important target group for retailers and are likely to have different decision-making styles to women. Using a sample of 480 young males and females, this study identifies nine decision-making traits were common to both genders and three new male traits; namely; store-loyalty and low-price seeking, confused time-restricted and store-promiscuity. The findings suggest retailers should focus on loyalty creation programs, price-related appeals and methods for improving shopping efficiencies when targeting young male shoppers.
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	Abstract:
	Cross-cultural management research is a valuable but complex and error-prone endeavor The main challenges the authors encountered in conducting a multinational research project included nonequivalence of key concepts, cultural stereotypes, assumptions of universality, and difficulties in comparative analysis. The authors identified crucial questions that need to be asked at each stage of the research for it to be both reliable and valid. These questions address such pitfalls as the importance of focusing on culture as an independent variable, the cultural dynamics of the research team, and the importance of translation and of finding culturally equivalent definitions of key concepts.
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	Abstract:
	The aim of this paper is to conduct an in-depth study on environmental management systems developed in the ceramic tiles sector. This study is conceived as an improvement on a previous survey related to an environmental diagnosis of the ceramic tiles sector where some incongruities between environmental explicit speeches and environmental actions were detected. Such incongruities revealed that firms assumed to be highly environmental committed while from facts this commitment was not so high proved. So, it was necessary to introduce case study research methodology to clarify and to understand the reasons of these inconsistencies. The main objectives of our case study research are two. The first one consists in determining the relationship between firms and environment, analysing environmental positions in companies assumed in their environmental strategy and their environmental behaviour reflected in facts, while the second one attempts to establish the role played by the accounting information system in the environmental management systems of the companies in the sector. Our case study research reveals the elaboration of a larger amount of environmental accounting information for internal use than for external one. This fact is due not only to the inexistence of regulations about environmental disclosures in Spain, at that time, but also to the importance of environmental internal accounting information for management which supports the prevalence of decision-usefulness theory in the implementation of environmental management systems.
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	Abstract:
	Programs to decrease cost and to increase operational efficiency may reduce a company's ability to innovate, by reducing organisational slack. Previous research on the relationship between organisational slack and innovation has been at level of the firm and has neglected the processes underlying the relationship, which takes place at the level of product development projects. In this paper, we identify organisational slack and its influences at the level of the product development project. Through exploratory case research in high-velocity industries, two influences on organisational slack are identified: customer interaction and top management control. We also identify two categories of organisational slack at the product development project level: project deliverables and human competences. The two influencing variables and the two categories of organisational slack all have an effect on the knowledge creation taking place inside the projects and therefore ultimately innovation.
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	Abstract:
	Abstract: The provision of banking services on the Internet (e-banking) is growing but there is a lack of research related to the organisational issues involved in its adoption. This paper brings theory and practice together by synthesising the existing literature with real-life experience of a UK bank. Two questions motivated this research. First, what is the experience of organisations in adopting e-banking? Second, what are the organisational factors which are critical to the success in e-banking adoption? A case study research approach was used to investigate organisational critical success factors in e-banking adoption at The Woolwich bank. The factors found to be most critical for success in e-banking included: understanding customers, organisational flexibility, availability of resources, systems security, established brand name, having multiple integrated channels, e-channel specific marketing, systems integration, systematic change management, support from top management, and good customer services. We concluded that banks need to implement considerable organisational changes in order to web-enable themselves. The main focus of their e-commerce strategy should be to integrate the e-banking channel with other service delivery channels to maximise benefits.
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	Abstract:
	Abstract: While there is increasing evidence that involving suppliers in new product development (NPD) is important, and for many firms even inevitable, there is also evidence that not all such efforts are successful. Firms aiming at implementing this strategy effectively have to pay close attention to several contingency factors on the organizational level and properly manage supplier involvement on the project level. The exploratory case study research underlying this article explores key issues to be considered when involving suppliers in NPD and the counter measures they can take. Our research shows that companies differentiate between so-called “know-how” and “capacity” projects, and that they manage them differently. Furthermore, this research shows that firms outside the automotive and high-tech manufacturing industries are likely to intensify supplier involvement in the future.
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	Abstract:
	Purpose -- The purpose of this paper is to empirically test the relationship between supply chain (SC) collaboration and performance improvement. Design/methodology/approach -- In keeping with the extant literature, hypotheses were developed incorporating dimensions of supplier and customer collaboration and performance improvement. Factor analysis and linear statistical models for correlation and analysis of variance were used to test the hypotheses with MSS 2001 data on 374 firms from the engineering/assembly industry across 11 European countries. Findings -- Only weak empirical support was found for the hypothesized positive relationships between supplier (or customer) collaboration and performance improvement. There was partial empirical support for the impact of collaboration, both with suppliers and customers, on rates of improvement. For information exchange, performance improvement in respect of cost, flexibility, quality, and procurement was supported, whereas for structural collaboration, only improvement in respect of flexibility and procurement was supported. There was strong empirical support for the hypothesized higher levels of collaboration among companies showing higher performance improvement. Research limitations/implications -- Using cross-sectional (versus longitudinal), perceptual (rather than absolute) data, coming from a principal firm (rather than from each collaborative entity). Practical implications -- This study indicates that firms need to adopt a concerted approach to collaboration both with suppliers and customers in order to reap maximum performance improvement benefits in the area of cost, flexibility, quality, delivery, procurement, and time-to-market. Originality/value -- This study goes beyond analytical modeling and case-study research on the relationship between SC collaboration and performance improvement and offers industry-based empirical results on consolidated practical and theoretical insights.
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	Abstract:
	Purpose — The research aims to examine the impact of a multisource feedback (MSF) program on a group of partners and other senior professionals in a professional service firm providing accounting, finance and law services. It seeks to shows how these people responded to the program and its feedback processes, and the contribution the program made to their development as managers. The purpose of the research was to assess the applicability of the use of the multisource feedback with this group of professionals in the light of literature which points to the unwillingness of many professionals to participate in management activities or cooperate with management systems. Design/methodology/approach — This was case study research undertaken in a single organisation over a period of three years using qualitative methods incorporating multiple sources of data, in-depth interviews, focus group interviews, the results of a survey, and the personal experiences of a researcher who was a participant observer. Findings — The MSF program was an effective way of achieving change in the attitudes and behaviour of the professionals, and of improving their leadership and management skills. Research limitations/implications — This was a single-organisation case study. The study relies on qualitative approaches and issues of objectivity needed to be managed. Practical implications — The findings contribute to knowledge concerning the nature of professionals in organisations and their response to management systems and to feedback processes. They contribute to understanding of the applicability of the use of MSF as a management system for professionals, as a means of achieving the development of management skills, and of achieving organisational improvement. Originality/value — Previous research has not addressed the use of MSF for professionals in professional service organisations, or the use of MSF as a management development tool for...
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	Abstract:
	Purpose ? The purpose of this paper is to focus the application of design of experiments (DOE) using industrial equipments, reinforcing idea that non-statistical aspects in planning and conducting experiments are so important as formal design and analysis. Design/methodology/approach ? Two case studies are presented to illustrate typical industrial applications and difficulties. Supported on these case studies and literature, this paper presents guidelines to planning, conducting and analysis involving technical and organizational aspects. Findings ? Solving problems in industry, including in companies recognized as competent in the respective industrial sector, is not just a question of applying the right technique. Ceramic industry case study illustrates how important are non-statistical issues in DOE application. Paint industry case study illustrates the strong relationship of the results with incorporating presented guidelines into practice. Moreover, both case studies consolidating a fundamental advantage of DOE: experimentation provides more knowledge about products, processes and technologies, even in unsuccessful case studies. Research limitations/implications ? Unsuccessful cases studies are very useful for identifying pitfalls and others limitations. This paper highlight difficulties aroused from non-statistical aspects, although it is possible to find unsuccessful case studies due to statistical issues also. So, papers illustrating inadequate application of statistical techniques are welcome. Practical implications ? Successful DOE implementation depends on statistical and non-statistical aspects. Although none of them shall be neglected, technical skills and technological knowledge about processes and products, management understanding of potential possibilities of statistical techniques and statistical fundamentals and knowledge about techniques of DOE must be ensuring to successful case studies in industrial setting. Originality/value ? 
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	Abstract:
	Purpose - The paper seeks to provide a framework for analyzing business relationships and networks within organizational, spatial, relational and network contexts. Design/methodology/approach - A single case study method is applied to highlight the applicability of the relationship/network framework applying. The case was a large multinational organization, with this research focusing on its European subsidiaries. Business relationships and the industrial network into which the case firm is embedded provided many different types of relationships to analyze. Findings - The results highlight how the different types of relationships can be analyzed using the framework. The framework proved useful for all types of relationships raised in the case study. Research limitations/implications - The method used a single case study, and further testing with other cases would highlight the generalizability of the framework. Practical implications - The framework is a useful tool to assist managers when analyzing the variety of relationships and industrial networks in which they currently operate. Originality/value - The paper fills a need to develop approaches to analyze business relationships and the networks in which they are embedded.
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	Abstract:
	The case study is one of the major research strategies in contemporary social science. Although most discussions of case study research presume that cases contribute to explanatory theory, this article draws from recent literature about ethical reasoning to argue that case studies can also contribute to normative theory--to theories about the ideals we should pursue and the obligations we should accept. This conclusion suggests that contrary to some views (notably Max Weber¿s) social science has a vital role to play in the prescriptive study of values, particularly so-called ¿thick ethical concepts¿ like ¿leadership,¿ ¿courage,¿ and ¿neighborhood vitality.¿
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	Abstract:
	Purpose ? To analyse the role of after-sales services in manufacturing contexts, and the related after-sales performance measurement systems. Design/methodology/approach ? An exploratory case study research was performed in the automotive, household appliance, IT and consumer electronics industries. The sample is made up of 48 firms with after-sales operations in Italy. Findings ? The role attributed to after-sales activities in the IT and consumer electronics and household appliance industries shows an orientation to improve company image, customer satisfaction and retention (marketing focus). A different situation characterises the companies studied in the automotive industry. In most firms, however, measurement systems are quite simple and short-term oriented, especially in the IT and consumer electronics and household appliance industries. The measurement of non-financial performance emphasises effectiveness rather than efficiency, and the automotive industry, on the whole, presents more advanced measurement systems, together with more integrated strategic management of after-sales. The household appliance industry, on the other hand, due to the significant presence of SMEs, is characterised by less sophisticated performance measurement systems. Originality/value ? Provides a representation of current empirical practices in after-sales role and performance measurement, a topic insufficiently covered by conceptual and empirical research.
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	Abstract:
	The article discusses the dynamics of cooperation and alliances. Several articles in the current issue raise the issue that management research should further enhance the value of managerial decision making by helping the development of a field. Research on this subject in recent times has not contributed enough to a coherent knowledge foundation. To combat this, researchers believe that academic management should connect itself with a managerial agenda.
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	Abstract:
	Purpose — The objective of the paper is to provide an understanding of how large organisations develop line extensions of their brands and to present guidelines for management when considering an upscale line extension. Design/methodology/approach — A qualitative research technique was used in this study. It involved case study research in the beverage industry, where 11 senior marketers were interviewed in depth. Findings — A line extension into premium categories was seen to be an effective strategy to revitalise a brand. Respondents also stated that the line extension needs to be very closely linked to the core brand. Being an early entrant but not first-to-market or late-to-market was also important. Originality/value — Guidelines to management are provided and a framework is developed for using upscale line extensions in brand revitalization strategies. Marketing managers have been given a three-step approach to line extension management.
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	Abstract:
	Abstract: This paper describes a typology for designing supply chains that work in harmony to design, produce, and deliver products with different characteristics and customer expectations. This research discusses supply chain types that are necessary for success across three types of products: standard, innovative, and hybrid. It develops a framework for categorizing the supply chain types according to product characteristics and stage of the product life cycle. The key success factor for a product change as the product moves through its life cycle, and this may require different supply chain characteristics and capabilities. The paper blends literature and theory development with cases study research to create the typology and develop a set of research questions for further investigation.
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	Abstract:
	Just as Total Quality Management (TQM) enjoyed great popularity during the 1980s, Knowledge Management (KM) has attracted great attention in today's business and academic community. Companies are viewing KM as a critical success factor in today's dynamic environment; consequently, knowledge managers and knowledge creation teams are created in many organizations. The idea that both TQM and KM have great influence on a firm's strategic competence has also drawn attention. However, most of the related research lacks empirical evidence on the association between TQQ and KM activities. The major purpose of this study is to explore empirically the relationships between TQM and KM. We adopted the case study research method of the qualitative research to generate themes, and the quantitative research method to refine and support the validity of the findings from qualitative research. Research results include: (1) we survey the TQM and the KM implementation in the manufacturing companies; (2) identify the role of TQM critical factors on KM value chain activities; (3) determine the importance of KM value chain activities to TQM critical factors; (4) confirm the complementary nature of TQM and KM; and (5) recommend practical applications of TQM and KM.
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	Abstract:
	Purpose - The purpose of this paper is to provide an insight into some of the present issues and concerns facing the practice of internal marketing (IM) in the UK retail-banking sector. Over the years banks have moved from being supply-oriented to sales-oriented in their approach to business and more recently have espoused the notion of becoming marketing-oriented. In order to achieve marketing orientation it is desirable that banks should adopt IM concepts and procedures. Design/methodology/approach - The research study aimed at building theory in the area of lM through case study research carried out at branch level. It was primarily qualitative since the aim was to uncover people's views and experiences of IM corroborated by documentary and quantitative data sources. A total of 35 business units from seven different UK banking organisations situated in Stoke-on-Trent, Cannock, and Stafford were studied. Findings - Evidence seems to suggest that, while the banks may espouse the ideal of instilling a strong service mentality and customer orientation, the bureaucratic nature of their organisations stands in the way of facilitating this outcome. Research limitations/implications - Only one industry is represented in this study. The focus on banks is topical, given the environmental dynamics of marketing in the UK, although the empirical data's parochiality undermines their generalisability. However, this need not be an issue if it is set in the context of the UK market as a whole. Similarly, only branch personnel were researched and only banks from a certain geographic area participated in the study. Practical implications - The research findings raised questions regarding the ability of banks to adopt and implement change initiatives such as IM when their bureaucratic/mechanistic structure often hinders their efforts. Originality/value - The study's findings present interesting challenges for further systematic research regarding IM among practitioners and...
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	Abstract:
	Purpose - To contribute to improved research practices by addressing three key realities in management research, all being largely disregarded by research: complexity, context and persona (the human and social aspects of researcher behaviour). Design/methodology/approach - Based on observations from real world cases and inductive analysis the article proceeds as a scientific discourse and advocacy for qualitative methodology combined with network theory, particularly current developments in the natural sciences. Findings- A qualitative approach to research is required, allowing researchers to deal with complexity, context and persona and their multitude of factors, relationships and fuzzy phenomena; conventional statistical methods fail in all these aspects. Holistic, systemic thinking as manifested in case study research and modem network theory offers a superior mindset and techniques for merging modem physics and mathematics with qualitative approaches. Social and human properties, including tacit knowledge, common sense, subjectivity and what drives a researcher need to be made part of research. Research limitations/implications - Research in management disciplines, neither basic research nor applied research can rely on mainstream quantitative techniques. These are two shallow as they can harbour too few variables, do not put studied phenomena in their proper context, and sweep persona under the carpet. Originality/value - The article is on qualitative methodology and the opportunities it offers to address issues not handled well by mainstream research in business. Modem natural sciences are introduced; especially network theory, suggesting a merger between the quantitative and the qualitative and between modem natural sciences and business research. In this way the reality of complexity, context and persona can be added to the research agenda.
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	Abstract:
	Purpose - The purpose of this paper is to report on case study research of employment downsizing and the implications for equal opportunity and diversity management conducted in the UK airline industry during 2002/2003.<br> Design/methodology/approach - Review of literature on downsizing and equal opportunity and diversity management followed by identification of a number of research questions which are answered with reference to secondary analysis of labour market data and interviews with key informants from senior management and line management. <br>Findings - A planned approach to downsizing had been adopted that was strongly influenced by the human resources function in terms of equal opportunity and diversity management. An adverse impact on different employee groups had been avoided in order to sustain the diversity of the workforce. <br>Research limitations/implications - The research focuses on the management of downsizing and equal opportunity and diversity management. It addresses the perceptions of managers involved in developing and implementing policy, but does not examine the perceptions of other employees. <br>Practical implications - There are some reflections on ways in which equal opportunity and diversity management policy might adapt to organisational change and downsizing. <br>Originality/value - This paper brings together two scholarly debates on downsizing and equal opportunity and diversity management, and provides case study evidence of how an equal opportunity and diversity management agenda is implemented during organisational restructuring and downsizing.
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	Abstract:
	Purpose - The paper provides insights into destination marketing and the conditions and outcome of competitor co-operation in a local, horizontal hotel network. The specific purpose is to uncover the mechanics of such a network and offer a theory together with recommendations for practice and future research. Design/methodology/approach - In contrast with manufactured goods, which are distributed to the market, destination marketing distributes customers to a service production site. This basic prerequisite has effects on marketing strategies and the networking of competitors, and so has the fact that the services are in part delivered in interaction with customers and between customers at a physical place. The paper is based on inductive case study research, and the observations and conclusions from the empirical case data are given precedence over extant theory. The case, the Hotel Group, is a hotel network in the town of Östersund, Sweden. The case is directed towards certain strategic business-to-business elements of destination marketing. Findings - The study shows that the Hotel Group has found a success formula. Among the results are that a drive for action, both planned and improvised, is more decisive for success than plans and expressed intentions; that networking is facilitated when local competitors build social capital through trust and commitment in action; and that competitors have to adhere to certain basic principles, strike a balance between seemingly contradictory strategies, and live by an agreed code of conduct. Research limitations/implications - The case study lays bare the need to rethink certain mainstream vantage points used in research. These include departure from the notion of small- and medium-sized businesses as autonomous economic entities and consider them part of networks; recognition of the social context and synergy of a network organization and its code of conduct; and learning to manage a social network by balancing
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	Abstract:
	We believe IS researchers can and should do a better of job of improving (assuring) the validity of their findings by minimizing nonresponse error. To demonstrate that there is, in fact, a problem, we first present the response rates reported in six well-regarded IS journals and summarize how nonresponse error was estimated and handled in published IS research. To illustrate how nonresponse error may bias findings in IS research, we calculate its impact on confidence intervals. After demonstrating the impact of nonresponse on research findings, we discuss three post hoc remedies and three preventative measures for the IS researcher to consider. The paper concludes with a general discussion about nonresponse and its implications for IS research practice. In our delimitations section, we suggest directions for further exploring external validity.
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	Abstract:
	Offers a look at research conducted by Turhan Canli at the State University of New York that uses brain scans to predict human personality. Importance of the ability to judge personality in the interview process; Research on the mechanisms of human physiology that make people suited to specific tasks; Questions about ethics and privacy; Use of personality tests in job recruitment; Reference to the Myers-Briggs Type Indicator and the Minnesota Multiphasic Personality Inventory personality tests; Benefits of using the Neuroticism, Extroversion and Openness Personality Inventory; Praise for the Occupational Personality Questionnaire; Research into the genetic and neural predictors of personality.
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	Abstract:
	Describes a possible method by which potentially meaningless responses to questionnaires can be easily identified. Design of the questionnaire packet; Role of questionnaire research in psychology; Elimination of invalid data in questionnaires


	Auditor Reporting Decisions Involving Accounting Principle Changes: Some Evidence on Materiality Thresholds.

	Authors:
	Chewning, Gene1
Pany, Kurt2
Wheeler, Stephen3

	Source:
	Journal of Accounting Research; Spring89, Vol. 27 Issue 1, p78-96, 19p

	Document Type:
	Article

	Subject Terms:
	*ACCOUNTING -- Standards
*ACCOUNTING firms
*AUDITORS
*FINANCIAL statements
*MATERIALITY (Accounting)
*ACCOUNTING methods

	NAICS/Industry Codes:
	541211 Offices of Certified Public Accountants

	Abstract:
	The article analyzes the circumstances leading auditors to change accounting principles. While auditors are required to modify their reports when the effect of an accounting change is material, nothing in the standards requires a Certified Public Accountant (CPA) to issue an unqualified opinion for an immaterial change. A CPA may choose to issue a report modified for consistency when the effect of the change is viewed as immaterial. The available questionnaire research indicates that materiality decisions are most often based on a percentage of income. As discussed earlier, the questionnaire and laboratory experiments have uniformly indicated that the effect of an item on income is the most important factor relating to materiality decisions. Since the accounting changes studied had positive and negative income effects, the absolute value of the income effect was used in this analysis. The significant negative coefficient for the income effect variable indicates a tendency to modify opinions for large income effects.
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	Abstract:
	This article presents information on an alternative questionnaire strategy for conducting cross-cultural research on managerial attitudes. Previous studies attempted to link managerial attitudes with levels of industrialization. Support for the position was reported in the developing countries of Argentina, Chile, and India where attitudes clustered despite assumed variations in culture. The limitations of that position can be found in scholar D.S. Pugh's discussion of technology theories of organization. There are difficulties in conducting research with a single questionnaire without specifying exactly how the level of industrialization and the broader domain of culture arc expected to influence the managerial attitudes. Such a research strategy offers little in the way of explanation or prediction. Use of a second questionnaire that focuses on cultural traditions outside the field of business vastly improves the potential for explanation and avoids the paradoxes that have resulted from the single questionnaire research strategy. These studies reported that managers do not have a strong belief in the individual's innate capacity for leadership and initiative, yet they do believe in sharing information and encouraging participation and self-control by subordinates.
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	Abstract:
	Mailed questionnaire research has shown the effectiveness of a reminder on responses, but it is not clear whether including a replacement questionnaire along with the reminder letter enhances effectiveness. If there is no difference in response to reminders with and without a second copy of the instrument, then practitioners can save postage by not including a second instrument and a postage-paid return envelope. If there were increases in response, it would be useful to document their magnitude so that the investigator can decide if the increase was worth the extra cost. A reminder letter with no questionnaire influences perceived importance but does not lower cost. Thus, the increase in response due to a second mailing without a questionnaire can be attributed to perceived importance, and the increase due to an inclusion of a questionnaire to both reduced costs and increased importance. Determining the increment in response due to inclusion of a second questionnaire compared to the effect of a letter alone gives an index of the relative importance of these two variables
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	Abstract:
	In marketing journals and market research textbooks, two concepts of statistical significance-p values and α levels-are commonly mixed together. This is unfortunate because they each have completely different interpretations. The upshot is that many investigators are confused over the meaning of statistical significance. We explain how this confusion has arisen and make several suggestions to teachers and researchers about how to overcome it
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	Abstract: This paper discusses the ways that software programs can support qualitative market research practitioners in data analysis and interpretation. First it looks at what these programs entail and shows how certain misconceptions have arisen around their use. Then it describes how one particular program, NUD*IST, can be used in the analysis and interpretation process and relates this to its use by market research practitioners.
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	Abstract: These empirical results provide new and strong support for Langford's 1994 quantitative demonstration that the qualitative results of nominal grouping sessions (NGS) are highly reliable and valid. We also show that NGS produces responses in greater depth and breadth than many years of research have demonstrated for focus groups. Since the NGS procedure provides broad, deep, reliable and valid results that are ranked by importance to the subject of interest, we had all the detailed information we needed for effective decision making without subsequently surveying a random sample of the population. The quantitative survey results strongly supports our conclusion that NGS provided all the correct answers in detail. We firmly believe NGS eventually will replace focus groups as the qualitative research method of choice when valid and complete results are important to decision makers, and will render many surveys unnecessary.
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	Abstract: Group decisions have taken a prominent part in strategic decision making but managerial research still lacks techniques to study these interpersonal processes comprehensively. Assuming that efficient decision making depends on shared cognitive structures within groups, an approach to analyze these structures and the affective and communicative dimensions causing convergence/divergence of individual cognitions is introduced. Suitable methods to study these variables are discussed and applied in an actual strategic decision to be made by a management team. The method shows a high degree of realism and preciseness in analyzing strategic group decisions.
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	Abstract: The potential of the Internet as a valuable methodological research tool is increasingly being recognised by both market researchers and academics. This paper contributes to the debate surrounding virtual synchronous group interviews and the value of online research. Specifically it introduces the use of a software conferencing technique - Hotline Connect - and discusses the implications of using the technique for Internet-based research. In particular, issues of interview design, developing rapport and the virtual venue are considered. The paper draws on the experience of a recent research project entitled "cyberparents" and concludes that the use of conferencing software holds great potential for synchronous online interviewing. However, this must be combined with sensitive, ethical handling of both the research process and the data to overcome problems inherent in any interviewing situation.
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	Abstract: Despite the advantages of the case study method, its reliability and validity remain in doubt. Tests to establish the validity and reliability of qualitative data are important to determine the stability and quality of the data obtained. However, there is no single, coherent set of validity and reliability tests for each research phase in case study research available in the literature. This article presents an argument for the case study method in marketing research, examining various criteria for judging the quality of the method and highlighting various techniques, which can be addressed to achieve objectivity, and rigorous and relevant information for planning to marketing actions. The purpose of this article is to invite further research by discussing the use of various scientific techniques for establishing the validity and reliability in case study research. The article provides guidelines for achieving high validity and reliability for each phase in case study research.
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	Abstract: Most conventional research methodologies both in consumer and business-to-business marketing are modernist in nature, but their applicability in an increasingly postmodern business setting is decaying. Postmodern conditions are particularly prevalent in the business-to-business arena but, although new postmodern research methods are slowly growing in popularity in consumer markets, their use by business-to-business market researchers is still almost nonexistent. The article contributes to filling the existing vacuum in the business-to-business marketing literature and provides a framework for the use of postmodern research methods in industrial markets. A short case is used as illustration of this use.
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	Abstract: Based on an address to the Swedish Marketing Federation, considers how much longer conventional methods of consumer market research can be considered state of the art when academic study has moved into its postmodern phase.
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	Abstract: Postmodern conditions and re-evaluations of marketing theory are prompting a re-consideration of marketing strategies and methodologies. This paper is concerned with research issues arising from these changes and uses the case of retailing financial services as an illustration. Groups of financial services customers, once assumed to be homogeneous, are proving to have individualised needs and are resisting conventional segmentation techniques. Behavioural consistency and orderliness are giving way to fragmentation and market instability in what is described as the postmodern era. Financial service retailers, structured, formalised and risk averse, may find that their preference for uniformity inhibits their ability to serve with diverse, evolving markets. A research agenda is proposed based on a juxtaposition of postmodern considerations and financial services retailing incorporating recent contributions to marketing thought.
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	Abstract: This predominantly theoretical paper concentrates on the strategic presentation of history. The dynamics of re-presenting the past is framed as the simultaneous processes of decentering and recentering. It shows that a postmodern epistemology is relevant in understanding the strategic use of history but a postmodern approach concentrates only on the production of historical accounts. The negotiated reception of history has to be considered too. The discussions draw inspirations from organizational studies, heritage studies and Meštrovic's post-emotionalism. This article argues that the simultaneous crafting of audiences' thoughts, experiences and emotions is central in the effective communication of history. This paper also points out the consequences of its arguments for organizational research and theories.
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	Abstract: The paper looks at the concept of postmodernism and the issues relating to positioning and representing the consumer. It evaluates the conflict regarding postmodern research, and in particular scientific claims, and the role of theory. It suggests a greater emphasis on rich and varied forms of data collection and cross-disciplinary integration in order to centre the experience, create meaningful pictures and broaden the debate about consumption in the early twenty-first century
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	Abstract: Questions the processes and methodologies of marketing research. Challenges the "scientific" hypothetico-deductive approach and asserts that interpretative and qualitative methods provide a more worthwhile framework for research. Explores frames of reference for assessing qualitative marketing scholarship and research. Discusses the implications of adapting frameworks from the world of art. Concludes by stressing that marketing research needs to be accepted at different levels of focus; hard work is required to create resonance; and persuasiveness and illumination should be of supreme importance in the research design and data analysis.
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	Abstract: In recent research, two views of the possible postmodern consumer have emerged. One view, advanced by Firat and Venkatesh, postulates that the consumer has increased expressive flexibility and is therefore liberated from prior ideologically-created restraints. A second view, provided by Thompson and Hirschman and based on an empirical study of bodily-related consumption, is less sanguine and argues that "long-standing cultural narratives" continue to inhibit the consumer. To further consider these two contrasting perspectives, this paper analyses downloaded, discussion texts which express the emic views of consumers who participate in NetGirl, a gender and relationship-oriented, online forum. The results provide some evidence supportive of both perspectives, i.e. the Net is more a mental, "hyperreal" and therefore more flexible phenomenon than the body, yet it also manifests the long-standing need of people to tangibilize online phenomena in "real" terms. Implications are drawn which reflect this finding, as well as the idea that online cyber-narratives and offline, real life narratives tend to mirror and be inscribed in each other.
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	Abstract: As more and more organizations establish their presence on the World Wide Web, the question of interacting in the new medium presents challenges to practitioners and academics alike. How should economic and symbolic activity be conducted and conceptualized? Different assumptions about the new medium will result in disparate activities - and concomitantly varying degrees of success or failure. In this article we explore the phenomenon of the Web using themes which characterize postmodernism. Postmodernism is a rubric of praxes and thoughts that "dis-embodies" the information age, and thus offers unique insights into information-rich contexts such as the Web. The article is set out as follows. First, the signifiers of "modern" and "postmodern" are discussed. Second, the Web is explored using key themes of postmodernism. We conclude that a postmodern perspective will illuminate thinking in the new information medium, just as modernism facilitated thinking in traditional physical medium.
	
	
	


Towards a postmodern research agenda for public relations.

Holtzhausen, Derina R.
Public Relations Review; Aug2002, Vol. 28 Issue 3, p251,
Analyzes the theory and practice of public relations. Influence of postmodernism on public relations; Perspectives of corporate managers in organizational media; Functions of organizations in terms of economic contributions

Postmodernism, philosophy and management: concepts and controversies

Hassard, John
International Journal of Management Reviews; Jun99, Vol. 1 Issue 2, p171, 25p

The paper offers a (partial) review of the philosophy of postmodernism as it applies to social science in general and management and organization theory in particular. Initially, some of the main analytical perspectives of postmodernism and post-structuralism are explored, notably those relating to epistemology and ethno-industrial change. Subsequently, we review concepts which lie at the heart of the `postmodern mood' in social philosophy and sociology; for example, representation, reflexivity, deconstruction and decentring. In so doing, we take reference to the works of Jean Baudrillard, Jacques Derrida and Jean-Francois Lyotard amongst others Finally, this philosophical assessment review forms the basis for an analysis of postmodernism as an emerging paradigm of management and organization theory. The works of key postmodernist writers in management and organization studies are reviewed and case examples of postmodern research presented

