3. Chapter Three: Research Method

3.1 Introduction

The previous chapter achieved the first objective of study, highlighting the ambiguity surrounding ‘the customer is always right’ and outlining the gap in study regarding the standpoint of the employee. 

This chapter seeks to achieve the second objective:

“To conduct primary research using a suitable research approach investigating the perspectives of the customer, the employee and managerial forces surrounding the phrase ‘the customer is always right’ including the literality and impact to which each believe the term should be executed.”

In order to achieve this the research onion (Saunders et al., 2016) will provide guidance through the process. There will be considerations to the reliability and validity of the study, as well as the consideration of limitations and ethical issues. 

[bookmark: _Toc57623548]3.2 Methodology

The concept of research can be defined as an investigation performed systematically for the purpose of developing knowledge (Snider and Stroup, 1997). In order to collect valuable and accurate research a method such as the research onion can be adopted (Sahay, 2016). 

Saunders et al. (2016) developed the research onion to demonstrate the numerous layers and approaches that should be considered whilst conducting research. One feature from each layer should create a constructive pathway to achieve the research aims and objectives; the diagram below identifies the selected pathway that will be used throughout the study.  

3.3 Research Onion

The research onion will provide guidance and understanding through the research methodology adopted in this chapter.
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Figure 3.1 The Research Onion, highlights the process chosen by the researcher. (Saunders et al., 2016). 

[bookmark: _Toc57623549]3.3.1 Philosophy

Philosophy allows an understanding of the research design and enables a clear view on limitations (Easterby-Smith et al., 2012). Positivism and interpretivism are two philosophies of research methodology, positivism favours quantitative data while interpretivism prefers qualitative data (Alharasheh and Pius, 2020). This study uses positivism and interpretivism through the questionnaire collection method, as a small number of questions are interpretivist for further clarification on perspective (Desai and Reimers, 2018). 
[bookmark: _Toc57623550]
3.3.2 Approach

An inductive and deductive approach will be used through observations of theories and research similar to the topic of interest from which identifications and predictions will be made (Hayes, 2005, p.5). This will provide an indication of patterns demonstrating commonalities or contrast to allow appropriate connections to be made (Bernard, 2011). The paradigm of phenomenology is adopted in the study as it is concerned with understanding human behaviour and the meaning behind ‘the customer is always right’, which can be investigated through analysing socially constructed ideas (Collis and Hussey, 2014). 

The mixed-method approach of positivism and interpretivism will be measurable by common themes and statistical analysis which will enable information to be displayed two ways (Kuckartz and Rädiker, 2019).
[bookmark: _Toc57623551]3.3.3 Strategy

Survey research is a method of collecting and analysing data (Patten, 2016). This research uses surveys to collect views of the public regarding opinion (DeFranzo, 2020) on the phrase the customer is always right, the inductive survey questions will provide an opportunity for qualitative depth (Creswell, 2013). Qualitative data provides a conceptual understanding of human behaviour from the participant’s perspective, it assumes a dynamic reality where phenomenon can be observed not measured whereas quantitative data is concerned with fixed and measurable realities (McLeod, 2019). Surveys were selected as the most appropriate choice due to the ease of result comparisons to be made and the benefit of ease in distribution to the audience required (Callegaro and Yang, 2017) however it is recognised that survey research can be tedious for some participants (Baker, 2017).

The questionnaire style surveys have been created using Google Forms then shared online through social media platforms (e.g. LinkedIn, Facebook) to potential participants who were then informed of the rationale for study and provided with contact details of the researcher should further information or discussion regarding the study be wished.

3.3.4 Choice 

A mixed-method research approach collects quantitative and qualitative data within a single study (Shorten and Smith, 2017). The survey will use a mainly quantitative approach however does expect a small amount of qualitative response. This quantitative survey method collects data for statistical analysis to aid analysis of conclusions surrounding phenomena (Albers, 2017). This method allows reliability as the main research objective can be investigated for statistical and literate analysis.

3.3.5 Time Horizon

This study uses cross sectional research due to the timeframe provided. Cross sectional research is a low cost and relatively quick approach to collecting data, it provides opportunity for further research however differing timeframes can affect results (Wang and Cheng, 2020). 

3.4 Techniques for Data Collection, Processes and Analysis

[bookmark: _Toc57623553]3.4.1 Data Collection

Primary research involves the collection of new data by the directly involved researcher to gather information addressing a problem (Driscoll, 2011). Mixed-method data collection produces results that are more robust and compelling than results found in mono-method studies, as participants are provided the chance to express their thoughts in detail (Tomas, 2017). Survey research has a reduced potential for bias as many questions are standardised however the input of a small number of open questions has been selected (Caughey et al., 2020) although it is recognised that some participants may not wish to type an answer and would rather select from the multiple-choice answers (Schmidt, Gummer and Robmann, 2020) which is equally welcomed. 
3.4.2 Questionnaire Design and Literature Review Matrix

The purpose of a survey is to collect data that will contribute to answering the question or objectives of research (Ghauri et al., 2020). This study includes sixteen questions; four demographic, two open and the remainder closed. The use of closed questions allows responses to be analysed with ease to provide clear findings through prompt for participant response gathering definite answers (Desai and Reimers, 2018). Closed questions allow the participant to answer to which extent they agree with a statement in a clear, precise manner. However closed questions do not provide space for participant generated data therefore included in the survey were two open questions prompting for a response to answer the research question in participant’s own opinion. Consideration was given to the extent closed questions contribute to answering the research objectives, the closed questions allow for clear opinion however for further research open ended questions were included.

	Question in Survey

	Relation to Literature Review

	Q1. I hereby acknowledge that the data collected through this survey is anonymous and confidential. It will be used for the purpose of undergraduate study conducted by an undergraduate student at the University of Wales Trinity Saint David for academic and educational purposes only.
Q2. How would you describe your gender?
Q3. How old are you?
Q4. From what perspective will you be answering this survey?
Q5. Which industry sector do you work in?

	Q1-Q5 are introductory questions included to collect demographic background information for analysis.

Q4 is essential in order to meet the research objectives: 

2. To conduct primary research using a suitable research approach investigating the perspectives of the customer, the employee and managerial forces surrounding the phrase ‘the customer is always right’ including the literality and impact to which each believe the term should be executed.

3. To analyse the data collected to explore the perspectives of the customer, the employee and managerial forces surrounding the phrase ‘the customer is always right’. 

Q5 should provide an understanding to differing opinions in varied industries and allow for more depth in comparisons during analysis.


	Q6. Please tick your agreement with the following statements: 

The customer is always right.

Value is low cost.

Value is quality received for price paid.

Value is quantity received for price paid.

Cost is an indicator toward quality.


	Q6 was included to investigate different opinions surrounding customer satisfaction.

Previous research (e.g. Zeithaml, 1988; Rao, 2005; Imkamp, 2018; Bolton and Drew, 1991; Potra et al, 2018; Wen, 2017, Schwager and Meyer, 2007; Halim and Christian, 2013) has demonstrated the difference between individual perceptions.  

	Q7. Please tick your agreement with the following statements: 

I am easily influenced by social media marketing.

I would trust a brand if they had a strong social media presence.

I trust advertisements I see on social media.

I would expect an item to be identical to how it is advertised.

I would expect an item to work exactly as it is advertised. 

I believe I have good judgement when it comes to whether a brand appears trustworthy or not through their social media. 

I have an expectation before purchase.

I believe I have realistic expectations.

I have made direct purchases after viewing an advertisement on social media. 

I am often let down by purchases made via online advertisements. 

	Q7 was included to investigate the extent social media and branding have on consumer expectations. 


Previous research (e.g. Yu and Yuan, 2019; Dash, Kiefer and Paul, 2021; Dobni and Zinkhan, 1990; Paul, 2019; Li, Hua and Zhu, 2021; Darke, Ashworth and Main, 2009; Nuseir, 2018; Parameswar, Devasia and Kumar, 2020) has looked at how unrealistic expectations have become consumer demand, based upon self-formed expectations following advertisements and brand attachment. 

	Q8. Please tick your agreement with the following statements:

I always read online reviews before making an online purchase.

I trust online reviews.

I consider alternatives before making a purchase.

Online reviews are a good source of information.

I believe others always have good intentions.

I trust people I do not know.

I understand online reviews can be written by anybody.

	Q8 was included to investigate the extent of trust and expectation consumers have in others and their purchase. It seeks to investigate how expectation and decision-making is formed through the opinion of others.

Previous research (e.g. Kotler et al, 2020; Kaemingk, 2020; Surachartkumtonkun, Grace and Ross, 2020) has highlighted an increase in the amount of people who read reviews before making a purchase decision. 

	Q9. Please tick your agreement with the following statements:

I am often satisfied with the purchase decision I have made, whether this be a product or service.

I would express satisfaction through an online review or spreading positive word-of-mouth.

I often leave a review after receiving a product or service.

I would share a review to help others when making their purchase decisions.

I am more likely to leave a review or spread negative word-of-mouth if I am dissatisfied with the product or service.

I have shared a positive review after receiving a positive product or service.

I have shared a negative review after receiving a negative product or service.

Expressing my dissatisfaction to others after a negative experience with a product or service makes me feel better.

I have exaggerated when sharing my opinion via an online platform or through word-of-mouth.
 
	Q9 was included to research how reviews or word-of-mouth recommendations are shared and the most likely reasons for sharing opinions. 

Previous research (e.g. Kotler et al, 2020; Jain, Ahuja and Medury, 2014; Xhema, 2019; Ledesma, 2020) has indicated that those who often read reviews before making a purchase decision are less tolerable to dissatisfaction. The previous research has also shown that individuals have written about or spread through word-of-mouth a negative experience as a way of venting anger rather than actually sharing the experience to help others.

	Q10. To what extent do you believe the customer is always right?

Q11. Do you believe customer complaints are always legitimate?

Q12. Have you ever complained illegitimately for personal gain?

	Q10-Q12 were included to gather information and find differences in perception for analysis (Jerger and Wirtz, 2017). 


	Q13. This section is to be answered by participants responding from the perspective of employee, manager or employer only. 

Please tick your agreement with the following statements:

I have had to deal with a customer complaint.

I have been made to feel demoralised by a customer.

I have been on the receiving end of a complaint.

Dealing with a customer complaint negatively affects my mood.

A happy customer makes me happy.

I have been verbally or physically assaulted or threatened by a customer.

I have had to deal with a customer complaining illegitimately. 

I am happy in my job.

I have been made to feel embarrassed by a customer.

I feel valued in my role.

It is easier to accept the complaint and apologise than attempt to explain why the customer may not be correct in complaining.

I have offered a product, service or form of monetary compensation to a customer following a complaint.

‘The customer is always right’ is the best strategy to adopt.

	Q13 was included to investigate personal experiences and views of staff working in customer facing or customer service roles. 

Previous research (e.g. Prossack, 2019; Zhuowei et al, 2014; Martin, 2019; Bae, Lee and Kim, 2020; Dorner, Giamattei and Greiff, 2020; Torres, Van-Niekerk, Orlowski, 2017; Groth and Grandey, 2012; Han, Bonn and Cho, 2016; Lee and Kim, 2021; Gomes, 2018; Gentle, 2016) has indicated that employee satisfaction is directly linked to customer satisfaction. 

It has also indicated that illegitimate complaining behaviour reaps rewards, Q13 has included aspects of this to further research how customer complaining behaviour affects staff and the extent to which illegitimate customer behaviour is dealt with (ibid).

	Q14. This section is to be answered by participants responding from the perspective of manager or employer only. 

Please tick your agreement with the following statements:

Customer satisfaction is more important than employee satisfaction.

The customer is the leading force in ensuring the future of a company.

The safety of employees is extremely important to me.

The future of an organisation is dependent on employees.

I prioritise staff over customers.

I would expect staff to adopt ‘the customer is always right’ strategy.

I would expect staff to ‘provide service with a smile’.

I believe I am a good manager.

I have made exceptions when dealing with difficult customers.

I understand that making exceptions for difficult customers can frustrate employees who have to follow procedures. 

I favour the feelings of the customer over the employee.

I believe I am fair.

	Q14 was included to investigate the opinion of managers and employers surrounding issues outlined in previous literature. Previous research (e.g. Joseph, 2015; Morgan, 2019; Ryan, 2018, Nielsen et al, 2017; Gentle, 2016; Turnali, 2014; Frey-Cordes, Eilert and Büttgen, 2020; Morrison and Robinson, 1997; Litzky, Eddleston and Kidder, 2006; Jung and Yoon, 2019; Jiang et al, 2020) found that many employees had reported low job satisfaction, feeling unsafe at work, feeling miserable in their job role, reporting poor management and feeling undervalued.

It also highlighted how demoralising it can be for employees when higher authorities make exceptions for customers, making it appear although the employee is unhelpful or unknowledgeable (ibid).

	Q15. To what extent do you believe the phrase ‘the customer is always right’ should be understood?

	Q15 has been included as an open-ended question to allow further comments and discussion regarding the topic of study to provide further research for analysis.


	Q16. Thank you for your participation in completing this survey. Any further comments regarding the questions asked in the survey are welcome. 


	Q16-Q17 have been included as the final question to provide the opportunity to thank participants for their contribution and to welcome further comments regarding the study. 
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3.4.3 Pilot Study

A pilot study is a trial for data collection that provides the opportunity for feedback on the adopted research method before the substantive study takes place (Malmqvist et al., 2019). The pilot study uses a convenience sample. 

[bookmark: _Toc57623554]3.4.4 Data Analysis

The findings will be displayed using tables and figures analysed through a Statistical Package for the Social Sciences (SPSS). SPSS will be used to display key findings. The key findings will be presented in an appropriate manner in chapter four, highlighting the most significant SPSS findings from statistical analysis’ including chi-square and cross-tabulation tests. The qualitative data collected will be analysed using the software NVivo to highlight common themes (Zamaew, 2015). 

[bookmark: _Toc57623552]3.3 Sample

The two sampling methods ‘probability’ and ‘non-probability’ are appropriate for the sample (Yang, Kim and Song, 2020) as both apply to the perceptions required to investigate the research aims and objectives. The target sample size was a minimum of 150 participants. The population of the study being relatively general would expect the questionnaire to be efficient and have the potential to collect a large variety of results within the timeframe (Jager, Putnick and Bornstein, 2017) as reaching out to a large range in search of information from the perceptions required in the research would be widely available. It is acknowledged that non-probability samples can ensue difficulty in knowing how well the target population of study has been met (Allen, 2017) however that does not largely apply to the target demographic of this study.

3.4 Reliability and Validity

Reliability is the faith one can have in the obtained data; if it is replicable it is reliable (Mohain, 2017). Validity is the accuracy in the way findings are represented (ibid). 

The reliability and validity of data collected are important elements of study (Hayashi, Abib and Hoppen, 2019) and essential considerations during evaluation of the research. It is important that the results gathered have both high validity and high reliability, the research will be carried out in a consistent manner with the variable being the participant. The research will be conducted in a way that ensures fairness and consistency amongst participants (Bontemps and Orozco, 2020) however some questions do require to be answered only by respondents answering from the perspective of manager, employer or employee which will alter the experience some candidates have in answering the study. The study assumes a parametric response which prior research in the literature review contributed to.  

[bookmark: _Toc57623555]3.5 Limitations and Ethical Considerations 

[bookmark: _Toc57623556]3.5.1 Time Management

Due to the nature of study a timeframe must be adhered to. This timeframe may limit the amount of research carried out which can potentially affect the amount of data available to analyse.

3.5.2 Limitations

The proposed samples should sufficiently represent the population required due to the vast nature of the population of interest. The samples have been selected as most fit for purpose in the study and should be effective to implement within the time frame. The risk of bias is potential with some individuals but with a suitably large number of participants this should not disadvantage the research.

[bookmark: _Toc57623557]3.5.3 Ethical Considerations

The research will only be conducted with persons over the age of 18. The topic is intended to explore customer service perspectives, the research should not cause any psychological harm to participants or probe in to feelings of un-comfort or distress. Due to the COVID-19 pandemic considerations for the wellbeing and safety of the researcher and participants meant that all research was to be carried out online in line with government and safety advice (Lobe, Morgan and Hoffman, 2020). The research aligns with the ethical standards of UWTSD and an ethics approval form has been completed.

3.6 Conclusion

This chapter has achieved the second objective:

“To conduct primary research using a suitable research approach investigating the perspectives of the customer, the employee and managerial forces surrounding the phrase ‘the customer is always right’ including the literality and impact to which each believe the term should be executed.”

This chapter has identified the research methods adopted in the study and has provided justifications for each selected approach. The following chapter will analyse and discuss the collected data.
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