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Abstract

The publication of an academic paper is subject to strict scrutiny. The academic
committee is required to pay attention to the connection between the paper and existing
theories, as well as the reliability and validity of the methods used and the final data. This
report analyses two articles published in the Journal of Business Strategy and the Journal

of Destination Marketing & Management.

The first is about international expansion. In particular, some small and medium-sized
enterprises hope to get more opportunities. These SMEs will face the challenge of limited
resources after entering the global market. So, entering new markets or conservative
growth? It needs to be evaluated. The article uses a questionnaire to measure some of the
primary conditions for company expansion. The second paper is about whether tourists
will revisit the image of tourist destinations and the role of e-word-of-mouth. The research
data for the article was collected from Iranian tourists in Kashan (a UNESCO Heritage
city). This study uses a mixed method and employs a quantitative method and a self-

administered questionnaire to collect data.

The first section of this paper is a review of the academic contribution and status of the
two works in the literature. Then, the second part evaluates the applicability and potential
shortcomings of the selected approaches (sampling methods, usage of quantitative models,

analytical tools) and attempts to find better ways to improve the results of the two papers.



Introduction

I choose these two articles to belong to 1* magazines. Their low assessment scores mean

they do not meet international standards academically.

The first article is an analysis of whether small businesses need to expand globally. The
article begins by suggesting that the time between SME and international enterprise is the
rate of expansion of a firm (Musteen et al.). Such a definition is early and does not fit the
current situation. Zhao et al. (2020) believe that such a defined method ignores the
company's first expansion speed, and the change of different businesses will change over
time. Therefore, Zhao et al. (2020) think that the speed of expansion and networking of a
company are important factors affecting the growth of a company. They took the form of
a questionnaire to a random sample of 3,000 small and medium enterprises (2,000 in
Australia and 1,000 in New Zealand). And then, a simple inverted U-shaped graph (Figure

1) is presented for analysis.

Figure1 Curvilinear relationship between internationalization speed and firm performance
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Zhao et al. (2020) show in figurel that when the value reaches its peak, it indicates that
the enterprise gains the best benefits from entering the global market. At the beginning of
internationalisation, companies cannot increase in foreign markets. Developing such
capabilities takes knowledge and time. Under moderate expansion, the enterprise is able

to start a new ability effectively. However, this ability decreases with increasing speed.



This is consistent with the theory of a non-linear relationship between international
expansion speed and performance (Mohr and Batsakis, 2017). The paper praised this
finding as a direct and effective way to explain the contradictions in the existing
internationalisation theories. In my opinion, this research is inadequate and sufficient.
And the models used are not well valid. The validity and reliability of the data are also

not mentioned.

The second article is about the behavioural intention of tourists. The author believes that
the tourist experience of heritage sites is not well described in the existing literature. And
the understanding of the potential influence of Memorable Tourism Experiences in the
context of heritage tourism is limited. Therefore, in this article, the author has carried out
extensive research on the tourism experience of tourists in heritage sites. And for the
heritage Tourism environment and Memorable Tourism Experiences, have a deeper
understanding. For this blank part, the author uses a new model in data analysis. And the
author uses a hybrid approach. He used both quantitative questionnaire surveys and
qualitative interview data collection. The questionnaire for quantitative methods is
developed on the basis of previous research. Therefore, on the whole article, the validity
and reliability of the data are better than those in the previous paper. Because this paper
used two methods in the investigation, it is a little bit of work. The quantitative data
analysis software used in this paper is WarpPLS 7.0 software. This software is I did not
use. Therefore, I cannot give better advice. And then, I will use SPSS software on the

basis of this paper to try to find out which method is better.



The rationale for choice of articles

First article: Going global, fast or slow? Networking decisions for smaller firms

As mentioned above, it is important that international expansion to the development of
enterprises. Such influence can bring more opportunities for enterprises. Further
expansion is necessary for small and medium-sized enterprises to obtain more
opportunities and development (Oecd.org. 2000). However, there may be difficulties in
the expansion. This is because these SMEs have limited resources and an insufficient
capital chain (Oecd.org. 2009). As a result, the expansion speed is too fast, which is easy
to lead to enterprise failure (John, 2012.). However, it is also possible to use the contacts,
resources, and capital during the expansion to make the enterprise grow quickly
(Oecd.org. 2015). Therefore, the expansion mode and speed of SMEs will have an

important position on the success or failure of enterprises.

On the other hand, there are two ways to think about the pace of expansion. First of all,
what is the speed at which a SMEs company seeks to expand its own business through
expansion? Second, if the company has started to operate overseas, the number of
countries served, the size of local companies and the overall proportion of total sales of
the company can be compared together to understand the speed of overseas expansion
(McKinsey, 2015). And many companies to expand overseas market research mainly
focused on the first thinking. As a result, the previous article mainly studied why domestic
enterprises go overseas. The speed is considered the time between establishing a company
and its international sales (Musteen et al., 2010). Zhao et al. (2020) believe that this
definition ignores the expansion rate of the company after the first international sale
(Prashantham and Young, 2011) and ignores the different forms that may exist in global
expansion. For example, the model of entering the local market, investment in the local
area and gross income from overseas sales. These can change over time. These two

neglected aspects have an important impact on the company's performance.



Therefore, I chose the first article. The author used a dynamic capability perspective to
examine the role of enterprises' networking to see how SMEs expand overseas markets
through networking. The authors choose networking because they believe that
networking affects the expansion speed of enterprises. This has not been mentioned in the
previous literature. At present, the existing research shows that the international
expansion speed of enterprises can have a positive or negative impact on enterprise
performance. This study has not taken into account the networking of the company
(Dwivedi et al., 2021). Zhao et al. (2020) think that the rapid expansion of enterprises
will benefit those companies that are most capable of developing and using networking.
Conversely, the rapid expansion of the enterprise will hurt those companies with low
networking. Therefore, Zhao et al. (2020) took SMEs engaged in international trade as
samples to study whether networking can prove that there is a close relationship between

the growth rate of enterprises in the international market and their own performance.

Second article: Understanding memorable tourism experiences and behavioural

intentions of heritage tourists

As mentioned above, this article discusses the influence of tourists' participation in
tourism experience, authenticity, and destination image on tourists' willingness to revisit
heritage sites and electronic word-of-mouth. However, the memorable travel experience
of tourists is the intermediate role of promoting their willingness to return to the old place
and e-WOM. Cultural heritage tourism is a very important part of the tourism market
(Mahamudul & Jobaid, 2014). The United Nations World Tourism Organisation
(UNWTO) (2015) estimates that four over ten tourists choose destinations based on
cultural heritage. Studies show that the demand for cultural tourism has changed in recent

years. What started as pure cultural tourism has become a "cultural experience" (Richards,



2018). Therefore, the memory of cultural heritage tourism will become a part of tourists'
memory (Lee, 2015). Cultural heritage tourism offers experiences such as visiting or
participating in "real past" story scenarios. Many of the sites are unique tourist

experiences that combine culture, education and entertainment (HAMIMI OMAR. 2013).

However, heritage tourism has not received much attention as part of the " memorable
tourism experiences " (Siamak et al., 2019). Many existing kinds of literature do not
thoroughly discuss the experience and structure of heritage tourists (Nowacki, 2021). In
order to fill the gaps in this literature, Rasoolimanesh et al. (2021) developed and
empirically tested a comprehensive model in this study about whether tourists are willing
to go to tourist destinations because of the image of the destination. In addition, the article
tests the role of mediation memorable tourism experiences (MTE) in this interrelationship
as heritage tourism is experiential in nature (Richards, 2018), whether tourists are willing
to create unforgettable experiences in heritage destinations. This article attempts to
identify MTE as the mediator of enhancing tourists' behavioural intention. Mixed
methods were used in this study, which combined quantitative methods of questionnaire
survey and qualitative analysis of interviews to obtain data collection. The authors believe
that the choice of this mixed form is not for future comparison results but to be able to
use complementary transformation data in this study to understand the impact of heritage

tourism on MTE.



Discussion of methodology and research design

Creswell (1994) pointed out that quantitative research is a research method that "explains
phenomena by collecting numerical data and analysing them with mathematical methods
(especially statistics)". Quantitative research usually focuses on the determination of facts.
Quantitative research is finding research in a problem that can be quantified using
numerical forms. Because quantitative research is objective, it is strict in data collection
and analysis. Thus, quantitative research is essentially collecting data to explain a
particular phenomenon. In quantitative analysis, there are four types of quantitative

research: 1) survey research, 2) correlational research, 3) experimental research and 4)
causal-comparative research (Suphat, 2021) . Through comparison, I found that the two

articles chosen used the questionnaire method in quantitative research, also known as
survey research. Survey research uses scientific sampling and questionnaire design to
obtain data and thus obtain research results (Ponto, 2015). A survey is a complex
communication process, and the interaction between researchers and respondents results

in a data result (Petra Lietz, 2010).

In the first article: Going global, fast or slow? Networking decisions for smaller

firms.

This article uses the questionnaire as a quantitative analysis method. An online
questionnaire was used to sample a random sample of 3,000 SMEs (2,000 from Australia
and 1,000 from New Zealand). Through this data collection, it is found that the source of
data is not very reliable. Data needs to be selected with some justification and an
explanation of why they were chosen over others. Why there are more Australia than New
Zealand is not explained by the author. Such data surveys are unreliable. After that, the

author did not give relevant data collation but only emphasised the variables concerned



in the study. In addition, the derivation was carried out directly without the support of
relevant data. In addition, some interviewees may be hesitant to give answers that are not
consistent with the truth (Balnaves and Caputi, 2014). And because the study was
collected online, it meant that there was no monitor. The validity and reliability of the
data cannot be well measured (Zohrabi, 2013). These are all things that need to be taken
into account before the study, but the authors seem to ignore them. In the end, the author
does not discuss the research methods used but only makes a detailed analysis of the
results (Jonathan and Keith, 2013.). They simply ignore possible errors, limitations and
uncertainties in the study. They simply assumed that the data was perfect, and no other
factors were taken into account. Also, whether there is a better alternative is not discussed
in this article. Whether an enterprise needs to expand and at what speed will result in
different results for various reasons. This article only focuses on one point and completes
the overall study in the case of unreliable data. Therefore, after reading the article as a

whole, people will still have doubts about the data used, which is not convincing.

In the second article: Understanding memorable tourism experiences and

behavioural intentions of heritage tourists

In the second article used mixed methods, in which qualitative analysis interview method
and quantitative analysis questionnaire form were used to collect data. And the authors
explain that the use of such a hybrid method is not for comparison but to make the data
more comprehensive. In this comparison, it is found that the second article is better than

the first one in terms of research methods.

In the second article, the author puts forward a hypothesis for qualitative analysis. Then,
hypotheses are proposed for each intention, and some impacts on tourists are found
through analysis. The author divides the influence into positive influence and negative

influence. Furthermore, a conceptual framework for the study is also presented (figurel).



Destination eWOM
Image Intention

Fig. 1. Conceptual framework.

The above steps are more detailed. Let me feel very clear. After that, the authors began
to use quantitative analysis. The author is through the past research on the basis of
processing again. The authors state that this study was developed by considering visitor
participation and reflection after MTE was assessed. Since this study involves four
reflection structures and two reflections form second-order structures. Therefore, in a

more complex situation, the author chooses the targeted sampling collection.

When distributing the questionnaire, the author also carried out data pertinence well. They
distribute to visitors to Kashan sites and explain the purpose of the study to those surveyed.
This is a good way to avoid visitors who do not want to fill in the questionnaire or other
circumstances. They also do a good job of avoiding the ethical issues involved. After
collecting the data, they also conducted a full screening and determined that 350 were
usable. That's good for the validity of the data. Age, sex and education were identified in

the questionnaire. All these factors have different influences on heritage tourism. The



partial least squares structural equation model (PLS-SEM) was used in this study.
WarpPLS 7.0 software package was used to analyse the quantitative data and evaluate the
measurement model and structural model. The software package and the model I haven't
studied, so I cannot judge it. After studying the data, the author made corresponding
checks. In the first stage, Fornell-Larcker standard and HTMT methods were used to
conduct validity discrimination within the acceptable range for all data (Table 2 and Table

3). This means that through testing, these data are valid and reliable in subsequent studies.

Table 2
Discriminant Validity using HTMT ratio.
Constructs VEN VAT VAB VIN VID AUT DEI MHE MNO MLC MRE MME MIN MKN INT eWOM
VEN
VAT 0.887
VAB 0.596 0.484
VIN 0.354 0.332 0.563
VID 0.228 0.257 0.475 0.700
AUT 0.415 0.442 0.421 0.31 0.207
DEI 0.391 0.323 0.357 0.39 0.328 0.781
MHE 0.392 0.394 0.474 0.349 0.26 0.718 0.8
MNO 0.439 0.439 0.549 0.287 0.214 0.644 0.642 0.833
MLC 0.284 0.304 0.201 0.172 0.077 0.564 0.498 0.485 0.738
MRE 0.374 0.354 0.355 0.275 0.259 0.613 0.58 0.57 0.726 0.767
MME 0.296 0.233 0.425 0.33 0.412 0.485 0.537 0.56 0.632 0.495 0.805
MIN 0.232 0.26 0.32 0.292 0.392 0.524 0.469 0.524 0.627 0.576 0.673 0.892
MKN 0.333 0.351 0.313 0.209 0.183 0.639 0.489 0.512 0.666 0.683 0.714 0.637 0.771
INT 0.307 0.318 0.406 0.345 0.285 0.509 0.431 0.427 0.592 0.699 0.596 0.538 0.653 0.73
eWOM 0.32 0.297 0.28 0.495 0.398 0.402 0.484 0.437 0.556 0.466 0.508 0.48 0.506 0.513 0.71

Note: VEN = Visitor Engagement _Enthusiasm, VAT= Visitor Engagement _Attention, VAB = Visitor Engagement Absorption, VIN = Visitor Engagement _Interaction,
VID = Visitor Engagement _Identification, AUT = Authenticity, DEI = Destination image, MHE = Memorable Tourism Experiences Hedonism, MNO = Memorable
Tourism Experiences Novelty, MLC = Memorable Tourism Experiences Local culture, MRE = Memorable Tourism Experiences Refreshment, MME = Memorable
Tourism Experiences Meaningfulness, MIN = Memorable Tourism Experiences _Involvement (MIN), MKN = Memorable Tourism Experiences Knowledge, INT =
Revisit Intention, eWOM = Electronic Word of Mouth.

Table 3
Discriminant Validity using Fornell-Larcker criterion.
Constructs VEN VAT VAB VIN VID AUT DEI MHE MNO MLC MRE MME MIN MKN INT eWOM
VEN 0.843
VAT 0.71 0.827
VAB 0.478 0.38 0.85
VIN 0.294 0.273 0.469 0.895
VID 0.195 0.217 0.407 0.627 0.927
AUT 0.348 0.366 0.357 0.275 0.188 0.739
DEI 0.325 0.264 0.296 0.341 0.291 0.689 0.847
MHE 0.329 0.326 0.4 0.308 0.234 0.64 0.703 0.868
MNO 0.341 0.338 0.431 0.233 0.18 0.53 0.514 0.679 0.787
MLC 0.23 0.243 0.163 0.146 0.067 0.483 0.421 0.415 0.6 0.859
MRE 0.303 0.284 0.289 0.233 0.225 0.528 0.491 0.49 0.585 0.631 0.864
MME 0.241 0.188 0.35 0.284 0.364 0.423 0.459 0.485 0.519 0.414 0.672 0.877
MIN 0.19 0.212 0.264 0.253 0.347 0.458 0.404 0.457 0.515 0.482 0.565 0.797 0.882
MKN 0.268 0.278 0.253 0.177 0.157 0.544 0.41 0.436 0.539 0.557 0.586 0.53 0.644 0.853
INT 0.257 0.263 0.34 0.303 0.255 0.45 0.375 0.378 0.495 0.595 0.505 0.465 0.566 0.617 0.899
eWOM 0.252 0.236 0.222 0.426 0.352 0.335 0.407 0.371 0.437 0.376 0.414 0.398 0.42 0.407 0.588 0.816

Note: VEN = Visitor Engagement _Enthusiasm, VAT= Visitor Engagement _Attention, VAB = Visitor Engagement _Absorption, VIN = Visitor Engagement _Interaction,
VID = Visitor Engagement Identification, AUT = Authenticity, DEI = Destination image, MHE = Memorable Tourism Experiences Hedonism, MNO = Memorable
Tourism Experiences Novelty, MLC = Memorable Tourism Experiences _Local culture, MRE = Memorable Tourism Experiences Refreshment, MME = Memorable
Tourism Experiences Meaningfulness, MIN = Memorable Tourism Experiences _Involvement (MIN), MKN = Memorable Tourism Experiences Knowledge, INT =
Revisit Intention, eWOM = Electronic Word of Mouth.



In the second stage, the authors also evaluated the reflective formation (compound)
structure (visitor participation and MTE) of the 2 S stage, and multicollinearity, through
variance inflation factor (VIF) should be less than 5, and the external weight of the
related items should be significant. The validity of the data was confirmed by the

detection that the collinear VIF was all lower than 3.3.

Finally, the authors suggest that the study is still limited. For example, respondents were
not given enough time to think during the questionnaire survey. Secondly, the study only
investigated the positive factors of MTE, not the negative factors of MTE. Finally, due to
the impact of COVID-19, there is uncertainty about the true intentions of visitors. Further

evaluation is therefore required in this area.

In the second article, I think the author has done a good job in data collection, analysis
and final summary. Each part makes sense and has data to back it up. Therefore, as far as
my current ability is concerned, I have not seen why the star rating of this paper is not
enough. Perhaps it was the journal ratings they submitted that caused their papers to be

downgraded. That's my guess.

Parametric or Non-parametric

Because of the articles I chose, SPSS software was not used in the two articles. Therefore,

further analysis is required on Parametric or Non-parametric analysis. What is Parametric?

Parametric statistics assumes that sample data comes from data that can be adequately
modelled from a probability distribution with a fixed set of parameters. In contrast, non-

parametric models do not assume any structure or misalignment. In non-parametric



models, these assumptions about the form of distribution are usually few, but there are

strong assumptions about independence (Tanya, 2021).

Therefore, parametric tests assume that data exists in a statistical distribution. Then this
must satisfy several valid conditions for the parameter test to be reliable. However, the
non-parametric test does not depend on any distribution. Therefore, they can be applied

even if the parameter conditions for validity are not met.

According to the above analysis and the results of the first article, it can be judged that
the expansion speed of the enterprise in the first article is non-parametric. This is because
the expansion rate in the enterprise is related to various factors and cannot be effectively
distributed in the structure. The second article is about memorable tourism experiences,
which is parametric. This is because the data used is already reliably distributed in the
statistics in the second article. In addition, the author also carried out the corresponding

detection.



Conclusion and Recommendations.

The above two articles use the questionnaire method in quantitative analysis. However,
the data quality of the questionnaire will be affected by the research tools. For example,
the second article uses WarpPLS 7.0 software Package. And what we learned was SPSS.
Both kinds of software, though, analyse data. However, the results presented were wildly
different. The final measure of whether a quantitative study is feasible should be
measured by the following five indicators: 1) Input Cost Measures; 2) Collection Output
Measures; 3) Effectiveness Measures and Indicators; 4) Domain Measures; 5) Cost-
effectiveness Indicators (Goertzen, 2017). In addition, due to the large data set collected
by general quantitative methods, the data need to be easily tested from various angles
(Goertzen, 2017). With the help of data analysis software such as SPSS, the overall data
set and retrieval can be quickly located, and the results can be quickly presented (Ghuman
and Aswathappa, 2010). However, due to the gradient between data sets, there is a great
difference. Therefore, the scale will have errors in the detection of samples. This aspect
needs to be improved. The article about MTE makes a detailed description of the research
methods. The other one did not. This means that the research methods and data in this
article need to be greatly improved in the study of enterprise expansion speed. So that's

why this article has a low star rating.

On the other hand, the research methods and design of the two articles are of a reference
value. Especially the second (MTE) article. In MTE, the conceptual framework and
questionnaire were completed on the basis of previous studies. Therefore, the advantages
of the article are easy to be highlighted. Thus, it also reminds me that a large number of
references are needed to support a relatively complete study in future research. First of
all, the first article about the expansion rate of enterprises needs to further refine their data
analysis. And try to use data analysis software to help them do their job better. Although,
in the theoretical analysis, there is a very detailed process. However, due to insufficient

data support, people are not very convincing. It also makes people question their



conclusions. In the second article about MTE, the author obtained reliable and effective
data for theoretical support through repeated testing of data. However, there are still
problems. For example it is easy to happen that the real thoughts of interviewees are not
reflected in the questionnaire. The change in people's attitudes towards MTE in the
context of COVID-19 was also not taken into account. Finally, there are positive and
negative effects of each intention in the text. However, no negative effects were
mentioned in the questionnaire. These are all areas that need further improvement.
Quantitative research itself is data analysis, which is more inclined to use tools to solve
problems. This complicates quantitative research and makes it difficult for learners to use.
That's why I decided to use a hybrid approach in my research. These two articles almost
use mixed methods to complete data collection and analysis. This can reduce the amount

of work and make the research more reliable.
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