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1. The_ Dissertation: an Overview
3 {ilg & 3L : R 22

1.1 What is a dissertation? T 2 &1l

A dissertation follows the fundamental principles of academic writing, but
bear in mind the following key points. Z1li:a X 2RBEEMESSHWELRIRER! -
BEEMNER -

»It is an extended piece of writing, usually divided into chapters.
TEEREREERMN®N - BEWII DK EE -

»Make sure that you know the lower and upper word limits acceptable for
your dissertation, and what that will look like in terms of word- processed
pages. YL IREMB IR BN MmN X F/RH - WHERBRNFEE -

1. The Dissertation: an Overview

53 4 2A 2, &5
%m—qnlﬁ]j(. *Egit

»Be sure to find our whether you should be following a particular sequence of

chapter headings — for example, introduction followed by literature search

followed by an experiment or a survey and/or an analysis of your research - or

whether you are expected to plan your own sequence and structure. F5#5:4) 5537

REGEZIREE ZE1A7X/7 - BITN - SCRUSEIRIBAVT AR - RRIRBAERNHAS

MR - HEBHRWAEODNT — IR EE SR WRRIEEB AN —1% -

»It contains a detailed exploration of evidence. The evidence referred to may
comprise evidence from published texts, for example if you are exploring the
literary texts of a particular writer, or it may consist of primary data gathered by
your own, first-hand research, for example a sociological study of attitudes to
gender roles based on research methods such as interviews and questionnaires.
vEZE—E - IRFWE RO BRI H R AREE - A1
MBERR—MUGKEROIN2EN - BB EENRECEE —FHRKER
I@%iﬂ% B —IEHEEMEHRBAR T EZNERBENEE - SRS
FEAE ° 12
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The_ Dissertation: an Overview
Bilrims>: =

1.2 How to manage your supervisor #0{a] E2 1R A &m S B Al 1% A8

»>Since a dissertation is an individually devised piece of work, you will be
allocated a personal supervisor to sup you while you are writing it. H%
Bt X 2 —EEBE B LIF - 1R D B — N SCEEM 27 R B -

»Do not delay in having your first meeting with her or him, as it is vital to
discuss not only what topic you will start by exploring, but also how you can
best work on your dissertation. A ZZ /1 FRIRRHIBIIEBEN EXZ5 -
RXRAREBEBENAEEMNERE - RFBBRERRG - MBREEETEEM®
NERHEERNTFUR -
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The‘_*Dissertation: an Overview
B {5 30 M

1.3 The importance of time management BB ZHERE Z 4

» Writing a dissertation can be very demanding in terms of managing your time
and the process itself. It is a major piece of work and you are likely to have
months before it is due for submission, so the dissertation sometimes causes
problems even for people who are normally good at meeting deadlines. %= £1i7:&
NI - EEGEAEFERBEERBERN  ENRFEEE—REZETF - I
BEEnIseZRAER - PR 2l X R AR ZsE B HARTA -

» If you know that you have a problem with independent work, or if you think that
such a major undertaking will cause problems, make sure you read the
Guideline Book, which is full of practical advice about keeping on top of your
work. You might also want to look at guideline, which is about organizing your
weekly schedule, and mapping out the weeks. MIRRFNEEZHE B TIER— @
REBR  NEWRRRSEX LIFRFSIERRE - IRa]£% Guideline Book #
X715/ - RA#TNBIEEM RN SBEHERNEREE - 14
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2. Selecting and Researching Your
Topic EEZEMARIEIEE

»When you have been used to having essay questions and assignment
topics set for you, it can be difficult to decide what to do when you have
been given some freedom in this respect. There is also a risk that the
freedom might go to your head so that you take on more than you can
cope with in time available. 2B EREEMEEEBR - REZMT
BEEABSHN  MESHIKRAEC—ERE - DB DISR®E o 7756
NEEBEZHLIF -

»When deciding on a subject for your dissertation keep in mind the
research requirements, and be guided by the adage ‘the narrower and
more specific the better’. If you are unsure consult your supervisor. &2
REMNEM MY ERENT - soEMRBEKREE " ZHFEZ A EFEE
MRIRBFRZ B0 - BERAVER X EEM AR

15

2.1 Choosing your topic: the hunt for
an idea EEHEH . REEEEER

Keep the following points in mind: 52 N3~

»Is the topic of academic significance, and not trivial?
EEEE EZNEHNAZIHE?

»>1s the topic really manageable in the time available? It is a common mistake to
imagine that you can cover far more that is actually feasible, so keep a suitably
narrow focus. Do not ask too big guestion. Make sure that you take advice from
your supervisor on this. EEEAARKEMSNERIE? ERNIEREMREEELR
M Rt EE ERABE M RRENNRER - AR AAIEZ - T)RE

PREER BRI RS

16



Choosing your topic #E1ZE B

* Be aware of — your own take on the topic. How do your
own attitudes, values and beliefs affect your research? No one can be entirely
objective — be honest about your own interests and values ARIRBECE

- MECHREE - BENMSINEEZERNIE ? REAURUZETE M EE
HY- bpﬁJz iiﬂ?xﬁﬁ%ﬁﬁﬁ’ﬂ@%ﬂ%@

* As early as possible, - the proposition that you are
investigating. Keep this to hand whenever you are analysing evidence or writing
out your argument, so that you do no fall into the trap of simply coIIectlng facts
rather than unfolding a clear argument relatlng to a narrowly defined issue. &%

- MAABERIRE - REBILE - BEMONTEBABLIRAORER - £
ZEA %EHQ,’E\%;E’JBEI@F ﬁﬁ*m%%ﬁ EEE KRB ON®RE -




2.2 Conducting a literature search

or review X =t &£ 5} [O] 5B

»In order to write with confidence about your topic, you will need to read what
members of the academic community have already been said about it. Read the
Guideline Book to ensure that you know how to access relevant material in a
variety of formats. B 7 mELOMBERNMRNMYEE - MEFESHEBM ALY
b H 2R - ROl EREE iR X iem PR EREENM R R ZERZIRAEI -

»Remember to look for up-to-date references to the topic. There may well be
classic texts, particular relating to underpinning theories, but you should also see
what has been said in recent years. The availability of electronic journals will help
greatly with this, as they are easily searchable. ;L X SR ERBEBN ZHEZ
PATEARHENAK - FAREEEAERER - BEMREZNEILFER - H At
BEMIEE - electronic journals BERRHEARNWEBURIFERSHEIER -

»>CRITICAL REVIEW #HIZ 5

19

2.3 Researching and exploring your
topic: methods and methodologies

MAMKRZIRER: ARG AES

»Research is a form of learning, or finding out. When you find out anything, you do
it in a particular way, or using a particular methodology, even if you are not aware
of it. Particularly if you are a Masters level student, you should be aware of the
methodology you are adopting in your search for evidence, and of where that
methodology fits in spectrum of possible approaches: quantitative research and
gualitative research. fTRZEE2BN—ER NN H EZ2ESH - HAINRIREELT
BY . REZSEBIRNESRINEBNG E8: EENZFAEHETF -

»Quantitative research is based on scientific method. It purports to be as
objective as possible, and is often based on statistics or other measurable,
empirical data. Conclusions will be drawn from the analysis of things clearly
measured. ZEMRRBERE T L - BBHEE —ESHNREBERABIKENTE -

M ENBHONER -

20
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* Qualitative research is often based on subjective data items, which cannot be
given a numeric value for example the attitudes and opinions of a range of
individuals on an issue. Anthropological study, for example, may be based on
small details of people’s experience, collected through observation. These will be
words rather than numbers, and statistical generalisations cannot be drawn from
them. &4/ E4HZRBIEESRST - Aoptis—EEE - WEASENEERE
RERVERRS - Bl ABRERIR - EFRIB AR/ - WERIBEIER - SEi
RERBAMAZEFH - WEAT R CATUERMPERFEZEL -

* In practice, few dissertations involve only qualitative or only quantitative methods,
but there is often a major focus on one end of the spectrum or the other, where
will your focus lie? The answer should depend upon the kind of enquiry you are
engaged in: again, ask your supervisor for advice about this. B = - D&
MR X ARERREE S A - KEMBT— ° (RN EREMEN BB ES
EEZMEER  BIRA 75 E LR o 21

Triangulation is often used to indicate that more than two methods is used in
study with a view to double (or triple) checking results. — B HTAZ RAM
B Z BT IEEEIRER -

Documents (e.g.
Literature Review

SRRE)

?eusaelétriﬂve Quantitative
EeErey A research &Mt
HHERgE 5k (e.g. ¢_ ED ZeiiE(e.g.

FoeUE _Group, Questionnaires)
Interviews, Case

Study)
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2.4 The importance of having a
thesis and evaluating it critically

am XA B R EAVEREE

»Remember that you re constructing an argument or defending a thesis from the
beginning to the end of your assignment. Keep your thesis - the statement you
are defending or central argument you are asserting — in the forefront of your
mind as you write. IETRAVENT R AIEEE - SoERIRBH 5 15 20 52 75 X A L iy -
MEBREMPBAERR L -

» Think of this central idea, and the logical development of your argument (train of
thought) around this, as being the central path of your dissertation, and make
sure that you do not have sections or paragraphs which are somewhere in the
shrubbery out of sight of the main path. Every paragraph should further the
central argument, by providing another angle on it, additional evidence, and
evaluation of that evidence in relation to the central thesis. & 1B 0 & = AI1R
REE LEH?‘*% (B - FRZERNEM R X TR - WHJGRAZR R
AARDZM - B —BEZBRRUS —@ERERED ORI - KFFAERR 5 IMIE
}FE’J"L‘}F;%DIJ/L,\ BRI -

Writing up your findings & M4

»As you carry out your research it is important to remember that time you have at
your disposal is limited, and that the effort you put into this aspect of your
dissertation needs to be reflected in the end product. AR MR ITH R ELES
RREIZARN - B IREBRMNEN RSB N NREBW HZREL K -

»To this end it is essential to plan your strategy and think about the overall
structure of your dissertation sooner rather than later. Try to ensure that your
search effort is aligned with the way in which your dissertation will be structured.
IERL - MEBRE 5 EHIFE M ZEE TRl am X 4515 - 8AREB IR L
R B BTG 5 S AS MR A R AR A8
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3.1 Planning and staging your
deadlines 5Tl A& 3 5 PR

Organising your weekly schedule A#EMNSEBRRER

>Draw a typical week’s timetable on a large sheet of paper £ —3R4E 214 —E £
HARRF AR

»Once you have marked in the essential, as you see them, take a good look at
where you could commit time. —BfRiGFEET ESTEILF - MRERHFEZHE -

> Be realistic — do not aim for the impossible. IR E —2i- FEEADEEREZ -

»Once you have found a reasonably regular pattern of study that suits you, look for
ways of prioritizing the work that needs to be done. —B R E|—E S BIRAVIFF
B8 HEENIIETH -

> Yourself to stay committed to your study times. 22 B{RE CEE BBV HRAE -

25

3.2 Creating an appropriate
structure for the dissertation

Rll 35 22 1ilg Iim > HY — Bl 38 = BV 45 18

»>It is important to be clear about the structure of your dissertation, to ensure that
your ideas are clearly and logically presented to your reader, so that your
argument, with it is supporting evidence, can be followed. You will need a clear
introduction, followed by the main body of your argument, and then a
conclusion, but make sure that you talk to your supervisor about how your
assignment should be structured. There may also be written guidance on this
aspect in your School. 2 X SRR A - (RaE IRV AR RR N A 85 I Y

REHAEE - FHILRAOWE - TR EREEE ol LIWIRKE - (REFEESR 4 -

IRBERIE LA - 1B ATam - BRIREGR SRR KRRV EZBE - &S ET
AtEmXiEE LBE -

»Try noting down your provisional chapter headings here, together with a few

initial thoughts on the contents of each chapter. BUAR IR i/ ZA1 175 1 -
BT SESHRNETHNRVINEE—ZE -

26
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3.3 Maintaining academic principles:

ethics, refe“rhencing and intellectual
ho*nest MRS IRE] - B - 22T
R TOE b

»>It is absolutely vial with a dissertation, as with all academic work, that your

assignment meets the required standards in terms of ethics, accurate referencing
and intellectual honesty — (BB EZREMm M ER - BEFAABM—1K - IR
HNEBNRFXERE ’EFE SENMMBEEN L -

ETHICAL STANDARDS; E1E12%E
REFERENCING; AND £%&7%]

INTELLECTUAL HONESTY #1#EENHNE

27

4. Being your own Critic before
Submitting your Work

T 3 22 5 SR Z B T & o

4.1 Using a self-critic B

»Depending on your subject discipline, you will probably find some terms and
some categories more useful and important than others, but this is a generic

overview of the kinds of criteria markers use for dissertations. RIBEIRFERIERL .

14\th1@’@;.¢§*$§§&'3%rﬁﬂﬁ%iﬁﬂﬂmtbﬁﬁﬁ}ﬂﬂéﬁ BREESBHERE
REBM AR

»Make sure that you also have in front of you a copy of the specific marking
criteria for your dissertation: these should be available from your School or
Faculty, and are often to be found on your Guideline Book. Y2 RV fiTim X &
W EMBEZ AN D ELEHE PRI Guideline Book i X 5F P EUS -

28
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4.2 Related approaches 1HEI /A&

»When you have written something that relates to your dissertation, always put it
aside for few of days. In other words ‘sleep on it'. Then reread with a critical eye.
Try to put yourself in the position of someone who is interested in your topic but
knows nothing about it. Would it make sense to him or her? Have you used the
best words to express the points you are seeking to make? Where does what you
have written fit into the dissertation as a whole? EF 21w - AIHHETE
WA —BEX  BOEHREE WE—F @ REFETHUMBEEE—R - AR
AFRAVRE B 45 BB A N Bt B — I\ - et 2R AEIER? B
R ENRERERZESKOERR? EMEREEES MR RZBEN R E L?

» The Three Rs of competent writing are revise, revise, revise. This is especially
important with a substantial piece of work like a dissertation.

=RsEBERE: 5] - 7] - 125] - ERYBMRNXNREZEN—IRIIF -

29

5. Tips to You % I5187~

»As has been emphasised, one of the key challenges in preparing a dissertation is
consistency of effort. You must avoid the temptation to coast and cram, and know
how to:

> Start a project writing plan B#81RAFH 5T 2]

»>When can you collect and how can you analyze your data? R F_EBEER O]
M E (BERELHR) KRR (Het 2 755)

>Identify an appropriate topic 2B R — @S @R IER (IRPEAY)
> Find a suitable Supervisor % —1& & BRIV R SCERD

> Action is better than planning TEILEETEIEE

30
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#H ek —

« Title page EEH
+ Declaration 285
+ Acknowledgements 27§ (optional)
* Abstract {HZ
* Table of contents B E
« Lists of tables, figures, appendices & B $#/3% B §%
Chapter 1: Introduction 7743

Chapter 2: Literature review S &[5 E8/3C Bf 7 it

Chapter 3: Research Methodology#ft 3t 73 5%
Chapter 4: Data Analysis #7455
Chapter 5: Conclusions #&:% X 2%

A —Ea

A. Introduction 7743

8 (R Y A

fIEl = 7 5% 5Y & 3

31

Chapter I: Introduction’T#3— Research background (management problem/issue),

objectives and questions Bfliza N & = (BEEREE)

- BRI R ERE

32
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#H 4a — Bl = A 1R i XX 2R 18 (S ED)

B. Main body of your argument &% £ &

Chapter 2: Literature review 3 BA[EIE8 — Critical Review #E#| T ET &
Theoretical underpinnings 2 iaE

33

mﬁt 1 l:l nFFH 1/.|\ A Y T%( )

B. Main body of your argument

Chapter 3: Research Methodology#f3t73,%—(data collection methods, research
sampling and analysis techniques)

34
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B. Main body of your argument

1 AEA
/= aff I~

Ram S 2R 18 (R EN)

Chapter 4: Discussion of the results 73 /45 5R — how it supports the dissertation

#H #gf — (&l

B. Main body of your argument

35

B (E

En)

Chapter 5: Conclusions —what the conclusions lead to research questions, and the

recommendations %5 i & 2%

36
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C. Reference Page

T
&
g

1. References &%
2. Appendices Fff#%#

* Check for the correct format of Harvard reference
http://www.citethisforme.com/harvard

Research Methodolog
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2 usm B IE LIE]
Day 2
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Course Introduction iRIZfE 7T

»Five Themes T {EF &

v'Introduction to Research i 35 E 5

v'Research Proposal i35/

v'Research Design #f5E:% 5

v'Sources and Collection of Data 25 & Ei5 U &
v'Analysis and Presentation of Data 7 #r X 8BRS

39

Part 1 : Introduction to Research

>What is business research? folz8 & #9552
> Types of Research Studies #f 789 & 4E
>How to do research? Eix 752

>What is Good Research? E&EA E{F T
»Language of Research ff5SES

40
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What is Business Research?

A process of determining, acquiring, analyzing, synthesizing, and
disseminating relevant business data, information, and insights to
decision makers in ways that mobilize the organization to take
appropriate business actions that, in turn, maximize business
performance

—{ERTE, *E, N, Hra NEBEBBNEEEE, S NERMA
RRELZBEFEESNEFRETE, RRENBERESEACERE

41

Types of Research fiff 35 AY#&E 45

>Applied research FEFEHZE:

v'To answer questions about specific problems or to make decisions about a particular
course of action EERIZRFENRBBERKRFEENITE
v Directed to making managerial decisions & ¥R 5 A&
>Pure research/ basic research #fi#ff 5t/ E 3T
v To obtain new knowledge of an experimental or theoretical nature

R 7ESHIVE MR R MRS

v Little direct impact on action, performance or policy actions
ROBEFLETE - RIRWBEERTH

42
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Four types of Practical Research
Studies [[iE=38 2 AV E i= i 5%

> Reporting &
v Summation of data HIIERIEIE

> Descriptive it
v" Who, what, when, where, and how &, T, {TERE, TR, Bk

>Explanatory %
v Why — attempt to ex lain the reasons of the phenomenon %1 — EREERSZNRER

» Predictive 78I

v To predict when and in what situations the event will occur 2= 811t B i {% & EE 1B
SHBEEHIR 43

The Research Process &2 F

> Clarifying the Research Question 785 iff 9T &8
>Research Design Strategy #f7s& 51 51

>Data Collection EiBUTEE

> Data Analysis and Interpretation 35 74 & 2 1E
> Research Reporting i Ft RS

»>Management Decision &2 @R %

a4
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Wbat Is Good Research?
ﬁa%ﬁ?lﬂ’\]ﬁﬂ%?
B RIB A

FoIIowmg the standards of the scientific method

v BAZE ST Purpose clearly defined

v B125#4ll Research process detailed

v k3|82 Research design thoroughly planned
v’ [EPRABE Limitations frankly revealed

v 1B S High ethical standards applied

45

The Manager-Researcher
RelationshipEIE A B EFK A BHE A

> &8 ABBEE Manager's obligations
v #7BBRE Specify problems
v RHIAENESEIE Provide adequate background information
v RE AT EIE Access to company information gatekeepers

> A ETE Researcher's obligations

v HE—EARIENIEE 2 Develop a creative research design

v HEZEFEREHRE T ZEZE Provide answers to important business questions

46
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Sources of Knowledge i 2R i

>R EREBBHENRE - BRI

Empiricists attempt to describe, explain, and make predictions through observation

>EMERZFRE VNS ETHENEERERARRHERMS

Rationalists believe all knowledge can be deuced from known laws or basic truths of
nature

>EBUERIENEZRR - BARFEMEREENMRAE

Authorities serve as important sources of knowledge, but should be judged on integrity
and willingness to present a balanced case

47

The Essential Tenets of Science

2R BIEY A

> B EIZXIR 2 Direct observation of phenomena

>BRTEREEE - 755 K8, Clearly defined variables, methods, and procedures
> o] B AR YRR Empirically testable hypotheses

> BERARIZRERBIBE A Ability to rule out rival hypotheses

>t B MR ET BB ST ¥ Statistical justification of conclusions

> B RIZIERBIZ Self-correcting process

48
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Important Arguments in Research

it 7T A BY 22 22 5 1

> BAE RIS L AS R

Deduction is a form of inference that purports to be conclusive

>BRAEE— S HEER LA

+ A
‘0 AfA

Induction draws conclusions from one or more particular facts

The Language of Research

A =h =
Eﬂ: 7u E‘ ==
> 182 Concepts and &= Constructs
> XE# Definitions

> E4 8] Variables

=]

> an 28 K B’ Propositions and Hypotheses

> ¥B3% Theories

> 1E A Models

1.
Concepts

6. Theory

2

Constructs

Terms used

in research

5.
Hypotheses

49

3.
Operational
definitions

4.
Variables

50
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Concepts =

»Abstract meanings from reality and use words as labels to designate them 73R &
RESRRAXFEREEEERSEM

»>Generally accepted collection of meanings or characteristics associated with
certain events, objects, conditions... —lBEZHNBRAFLSH  HZ - BKEHN

—+ /U

B g

»>A concept is a bundle of meanings or characteristics associated with certain
events, objects, conditions, situations, and behaviors #Z2 — =245 E - B

BRERENSEH 85 - RKE - BRRTSH

> Concepts have been developed over time through shared usage #&2—E R A
mSiEE

Concepts =
> FE A B BN ER BR The success of research hinges on:

vVIELREREMZE
how clearly we conceptualize

Vi AB TP P RV S A S R AR

how well others understand the concepts we use

52
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Constructs 8=

* An idea/ concept specifically invented for a given research/
theory building purpose — {18 A/ 2 /I ERIT TR iR 2

R Rl BIERY

BRE—EEEBENTERIER - AIFWHITE R/EEIER

« Build by combining single concepts 1§ E &L= 2H S EE2R

Concept vs Construct

= s =

> Concept: =
. E.g. “Table” flt: “=F”
* Yes, “Table:” is a concept !l ¥, “=F"2— @
- Table has 4 legs and flat surface on top, right?! £ FA&IEHE &K —EFEEE
E, HE
« Shared usage & Shared knowledge HZF A NKHEZ=50#

* Itis a general accepte_ql bundle of meanings or characteristics associated with
certain events —fIERNZRESNEHSHHEE

It has been developed over time through shared information EE & @@ H=
Bl E 7 —EREE
. We acquired them through personal experience @B 1E AL ES T

54
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Concept vs Construct

*E% 1N / S *% 1N

« What is “Client Satisfaction”? {TE 2 “BFEm=a&E"?

- Deliver your goods or services on time. 23 E )38 IR 7%

« Cheapest price in town. 3 M ez FHIEE

- Speedy services. HRERAIARTS

* Have a lot of good looking sales people to serve your or me.
ERZHENHEAERFBMREFE

« Everyone would probably define it differently 1!l Z{E A SJEEBEARRBNE

FzIN
« Therefore “Client Satisfaction” is a Construct Rl “BEmEE” 22—/
B

Definition &% (1)

« Why do we need DEFINITION? BB MAEEZEER?

« To avoid confusion #5285

« To communicate on the same wavelength ZE4HE “KE" FBE#E

« To make everything clearly identified EFF AR 5 R H

+ One way to reduce miscommunication in a research study £ fff ¢ 42 /) 5%

AR —1E 75 )%

* There are 2 types of definitions that researchers must struggle with. 52%&
ERMREL AR

« - Dictionary Definition & Operational Definition = HE & M IE/E

56
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Definition % (2)

1.Dictionary Definition FEE
>t is the definition from any dictionary B2 FEHER
>t is not adequate for research purpose B RIRHF3E B AT EI R E 50

2.0perational Definition R{EE & (1B H)

» Stated in terms of specific testing or measurement criteria
EHRERAG S EEZRE

»We must be able to count, measure, or be able to gather information
RPN AZRHE, SE, SieEHWERER

>More rigorous definition & E&EHIE

»Anyone try to use it would classify the object in the same way
HAESEHABIREEURERNG AN Y M

Definition EE#(3)
»>To classify a person as a Child or an Adult.
Een—EAZ/NETMEA
v'Dictionary Definition: FEEE &
- Adult: "noun, one who has reached maturity" Oxford English
Dictionary
R 5a), —EEB AR — 4)FE il

- Child: "noun, a young person of either sex below the age of
puberty" --- Oxford English Dictionary

INE: B, MR FEAESEZRIREE- FRREFH

v'Operational Definition(s): 1R 1EE &
- Adult: " year 18 or above" or A A: 185F A =5
- Adult: " has a right to vote" B A BIREE
- Child: " under 18 years old" or B E: 185U
- Child: " between 3 to 7" RE: 3275

29



. - ‘—I Male/Female
Va r I a b I e S ,,,,,, IE 5 Blnary '/<J—I Employed/ Unemployed
> Blnal’y Vanable _LLI:EU 424 IE Discrete <l l Educational level
v/ Have only 2 values & EZﬂE}E _ — — e
>Discrete variable BfEUEIR || Connwews Iy

v'Can only assume certain values and there are usually "gaps" between values.

SOPEiE—ENERBEEZEAE "EiB"
/May take only a limited number of values S FF REBIREEE

v'e.g.: the number of bedrooms in a house. (1,2,3,...,etc...). Aldl: EEFEEM”
MWEHE (1,2,3,...))
Z::.Z =%

> Continuous variable & %18
v'May take on values within a given range or, in some cases, an infinite set.
OJRE R EREA - EFELEFR b - HEIRE PREHAVE
v'e.g.: time it takes to fly from Hong Kong to New York.
Blun: REEBRRAAL PR D 59

Variables %18

>Empirical measurement of construct E75 HI =B AL

> Different types: A[EliE48
v'Independent variables (IV)3&& 15
v'Dependent variables (DV) k%18
v"Moderating variables (MV)4E &1
v'Extraneous variables (EV)%X'E%IE
v'Intervening variables (IVV)T1E£18

60
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Variables #18

»>Y = constant + B, X; + B,X, + B3X;

»>What does the equation represent? A TR EE?
>Y = Dependent Variable k%18

> X, X, X3, are all the Independent Variables = #}Z28 %
18

> B, B, Bsare the slopes
>For example: BI40:

Investment Return® & [B#;= constant + B, (inflation &JR) + B,
(Interest Rate FZ) + B, (Risk Level E&12E)

61

Variables %18

»Researchers are most interested in relationships among
variables.

R E A HEBEEIE B %
»Dependent Variable (DV) {15
vE.g. Investment Return I 40: szzlﬁlﬂi
> Independent Variable (1V)&%18
vE.g. Inflation #140: &EAR
>Atleast 1 DV and 1 IV &/>—{E & 18 &K —{E&E IS

>t is normally hypothesized that in some way the [V
“causes” the DV to occur

AR REBESBIESRIREIELIR .

29/4/2019
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Indep endent vs Dependent

I 5 1;.; 1 {7k 5 I
Independent Dependent
B k&1
Presumed cause #RIRE  Presumed effect # RS2 £
Stimulus RI& Response [B]f&
Predicted from...F85t1...  Predicted to...F85T ...
(Predictor) (F8H) (Criterion) (1)
Manipulated &4 Measured outcome £EE 4R
Variables #I18

»>Moderating variable (MV) &£ 18
vt is a 2" Independent variable E 25 _{E&11 £ 18

Vit is needed when a simple one-on-one relationship
needs to revised

E—H-NERFEEREE]  EEFEN

VIt has a significant contributory or contingency effect on
the originally stated IV-DV relationship

EHRAEEWIV-DVEZRE —EBEZEN DI EENR
vE.g. interest rate BI¢0:F)=

64
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Variables &18
>Intervening variable (IVV) T1E#15

v'Inferred from the effects of the independent and moderator variables
on the observed phenomenon {38152 K 42 F1 & S B 22 3R 2 H#E

vIs variable that cannot be seen, counted or observed in some way
EE2IREACR, HEEHEN
ve.g. Risk Level BN EfRi2E

> Extraneous variable (EV) 9MNREIE
VIt has little or no effect on the IV-DV relationship
BHIV-DVHEGBRVIIEFE
v'Irrelevant variable R8BI EETE
v'Not included in the model A EIFEEREEA
ve.g. Weather l#0: X &

65

Extraneous variables (EV)4MR 18

>

Independent IV: IVV: Dependent
variables (IV) four-day job 7 y > 2 variables
BEIE working satisfaction S \ productivity lf 1\ s 1

MV:
workers' age

IVV:

Intervening routine
variables (IVV) work
TESE

Moderating variables (MV)4& #4158

66
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Propositions & Hypotheses
an 8 £ (B 55

> Propositions A&

v'statement about concepts B L=V ERH

v'May be judged as true or false if it refers to observable
phenomena

MREENESUEHENIRSE - oJHESESR

> Hypotheses &%

v Propositions formulated for empirically testing
B R Rl H E fnEE
v Tentatlve explanations & R 2 TE

67

Types of Hypotheses {7 A9%E Bl

I:l

> Descriptive hypotheses 1%L 14 &R
v'State the existence, size, form or distribution of some variables

BHIRFRY, A, e —EZ 2001

> Relational hypotheses B8 RER
/ Correlational Hypotheses#HE8 4R

T

Causal (explanatory) HypothesesE R {ER7%

34



Roles of the Hypotheses

R AES /ﬁ@ Adequate

A

>IEEMRAE Strong ﬁ
. . . . Testable
Guides the direction of the study | Hypothesis
> S BI AR S s .
|dentifies facts that are relevant /ﬁ competitors

> RURN S BT ET S
Suggests which form of research design is appropriate

> IREZRDIAB B PS4
Provides a framework for organizing the conclusions that result

69

The Value of a Theory EimHAIEE

> WEMBMANS4EE
Narrows the range of facts we need to study
> RSB R 5 ABE SR AR
Suggests which research approaches will yield the greatest meaning
>R EENBIEDHEE R
Suggests a data classification system
> BEE—H2N SRR
Summarizes what is known about an object of study
> TR BB RS

Predicts further facts that should be found

70



Research ModelfffZE2e i@

U A model is used to represent events through the use of correlation.

U Atheory’s role is explanation whereas a model’s role is
representation.

U Example: Trust
4 ) Loyalty

H1 + H3 + H4 +

AJ

Soclal :
Responsibility ~ Hz . Heputation —H3=+  complaint

Part 2 : Research Proposal

>Research process 35812
>Research Proposal iff35ig2 2

72
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A : Research Process 55 iE 12

> Clarifying the Research Question ;& 55L&
»>Research Design if3CE% st

>Research Proposal #5512 %

> Data Collection and Preparation EiE UL E K #E
>Data Analysis and Interpretation & 747 X iR 1E
> Reporting R

»Management Decision B IR

73

Importance of Problem Definition...

SR EFRAERE...

The formulation of a problem is far more essential than its solution, which
may be merely a matter of mathematical or experimental skill.

HlE—EfEECHE—EFERTEZEMNE - BRHFEHREBERKITNVME -

To raise new questions, new possibilities, to regard old problems from a new
angle requires creative imagination and marks real advance in science.

RLEEE, Molgett, K—EHBERTENEE, cMEFEAEMNEE
NARFFBERHRAVED -

Albert Einstein

74
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Step 1:Clarifying Research Question
FE180: 2 BT E 8

>Three-step process: = {8
v'Discover the management dilemma 2235 & 312y £
v'Define the management question 1 & I8 & 2
v'Define and refine the research questions
ERNXBERMERLEBE
« Research Questions fff 3¢ & 28
- Investigative Questions & &8
- Measurement Questions = E & &

EIE M R AVE B E AR
The Management-
Research Question Hierarchy

6&I# A K Management Decision
5£E [ Measurement Questions
ARETEIZE Investigative Questions
3 FE 28 Research Questions
2EIE L Management Questions
1 EIBMEE 2 F Management Dilemma

76
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Step 1: Management Dilemma (1)
F—F . EENMmELZE (1)

>ldentify: &
v'What symptoms cause management concern?
TEERSIEEREBE?

v'"What environmental stimuli raise management interest?

TERIRER AR & B IR E?

»E.q. rising costs, declining sales, increasing employee turnover

Bl AARIETT, SHE MK, B TRARIEF

v'Not difficult to identify a dilemma, however choosing one to
focus on may be difficult H#ABFR 1S A2 - S 2L Al

77

Step l: IVIanagement Dilemma (2)

15 EEAYM 2 2 F(2)

>Symptoms # Problem R £[EEE

>What should you do after define management dilemma?
2IMEREIEME 2 BEEIRE?
v'Review published sources, #1f & L RIVE R KR
v'Interview some information gatekeepers

B — LA EMAA

78
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Step 2: Management Questions (1)
%24 SIBE (1)

> After review published sources and interview information to
understand the true management dilemma, restate the it in question
form.

=22 BRETENERKEMBERNKEREENEEMEE, EF
il

» Three types of questions:
v'Choice of purpose or objectives H 3 B1ZR0ERE
v'Generation and evaluation of solutions &t KL R T HR
v'Trouble shooting or control situation 1&1ERIEES 8 ERAK T

79

Step 2: Management Questions (2)
FE24: EEBEE (2)

Choice of Purpose %Hﬂ =] E"J What marketing strategies should we achieve
in coming year?

HAVRE AT BEHISRIE?

Evaluation of solutions How can we achieve our 3-year plan of doubling

A (EE 4T N sales and profits?

RHERERTT A BT LR e e RERIMIES 8

Troubleshooting or control What is our product line's sales-to-promotion cost
S 85 =t 470 ratio?

ot R P HERRMNEER HE-SWAALE?

Why does our product line have the lowest sales-
to-web page visit ratio?
SURMNEEREAREN HE- PR BELLR?

80
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Step 2: Management Questions (3)

%24 SIBRISE (3)

>Exploration #|E
v'To clarify the possible management actions that
might be taken to solve the problems

R B2 UTHEREREEET

v'Common methods: —E M F7%
« Interview A1
* Focus Group discussions
« Brainstorming with experts E152 X+ [E)48
- Other qualitative methods... Eft

Step 3: Research Questions (1)
H=3L: WL ERE(1)

> |dentify the possible courses of action that can correct the
problem or take advantage of opportunity

EIRA O] T o] U B Rk S R = RI1TED

»>the objective of the research study (Research Objectives)
MREER

»>fact-oriented, information-gathering questions
B8O, ERNERRE

81

82
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Step 3: Research Questions (2)
3% : W FEERE(2)

>Fine tune the research question fif 58 i 7t I &

v E SR K81 Examine concepts and constructs
ViR REER DR EABNE _KE-—BREE
Break research questions into specific second-and-third-
level questions

v IR E R PR BR A5 {RRE] Verify hypotheses with quality tests

vIEE (& B E R TE I MR
Determine what evidence answers the various questions
and hypothesis
vEREfFLEE Set the scope of your study

83

Step 4: Investigative Questions
44 IREIEIRE

»Questions that the researcher must answer to satisfactorily
arrive at a conclusion about the research questions.

FHBEESMRASUERAUS B EEBETHRPHEE

»Takes a general research question and breaks it down into
more specific questions about which to gather data

H—E—MRRER RBED B ERENEE EWNERIE

84
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Step 5: Measurement Questions
S5 = [E [

»The questions we actually ask or extract from respondents

EEHERMAABERBREXHAEEEREZ PN ERE

»Predesigned/ pretested questions vs. Custom- designed questions

FRSeRRETFRAI AR B R E SRR ET R R

v Predesigned/ pretested: formulated and tested prewously b other researchers TAFc 58 5t/F8 R RO R RE: ELMAF
REEZRIET RZRAE

v Custom-designed: formulated specifically for the project at hand. ES:&5TRORIRE: 45515 FB LR EEFHIE
5§

>Questions to be asked in survey/ other Instruments B ] U ER S EEM T EER

>Refined after pilot testing 78R %& #TE1E -

IVIana ement Research Question Hierarchy

=8 ﬁﬂ [l &8 1Y P

Management Dilemma Symptom of an actual problem EEREIREAYEEAR
BB

Management Questions &2 & & Restate the Management Dilemma in Question form
D@ EREEmET

Research Questions #f 9% More specific Management Questions % 5 & E 2 8
Investigative Questionsi®a] &8 More specific Research Questions 5 43 & f9H# 7t R 2

Measurement Questions 2E [ | Questions appeared on the questionnaire BEEM%E LR

86
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Example of Management
Research Question Hierarchy

B R E S E 6

»>Management Dilemma: & I i £
v'Students do not like to study Chinese Subiject.
BEASREZ PR
»>Management Questions: & I &8

v'Why students do not like to study Chinese?
RIUBEASEBERZDPR?

»>Research Questions: #ff 3% & &8
v'Do not like the textbook? AEERZHRIE?
v'Do not like the course content? FEEGZRIZANE?
v'Do not like the lecturer? A= Ei:ZBEM?

Research Design (1)

ﬁﬂ?‘bnxn-l- (1)

» Select a research design from the large variety of methods,
techniques procedures, protocols, and sampling plans

EEBERS 000 - B - R EP RS

» The blueprint for fulfilling objectives and answering questions
EIREEMEEEENEER
>Items included: E2f5HIEH

v'Research Methods: &A%

« Qualitative methods vs Quantitative methods &4 777581 E A
~. Data collection methods E{1BUWET5 7%
_ Data analysis methods BB D755

v/ Target participants B 12 812&
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Research Design (2)
ﬁﬂ:jbnin-l- (2)

»>Sampling Design A& 5t
v'Target respondents B1Z[E]fEE
v'Sampling frame IHEAE
v'Sampling procedure X2 F
v'Sample size AR/

> Data collection procedures EEWNERF
v'Types of data involved: primary, secondary B1E&1E
vInstruments T &

Contents of a Research Proposal

i A

> Statement of the research question #ff % & 72 A4 i it

> Brief description of research methodology 3t 77 /AR &t
> Pilot Testing =3, &z 14 Rl

> Data collection 1L £

> Data preparationE1E %

>Data analysis and interpretation &7 M2 E
»Research reporting fAF IS

90
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Research Proposal
FRIESE

»Incorporates decisions made during early project
planning phases

2erlEEHAVRIHIR SIRARE

»Two basic sections; M{EEANEZR 7

v'Statement of research questions #ff % R & RY = AR
v'Description of research methodology (research design)
T AR (BT FRERET)

91

Data Collection E{i5#E £

> Pilot testing: 70&E
v'to detect the weaknesses in design and instrumentation
Eiglast R THE FRS9E
v'to provide proxy data 2 EIBEIE

»Data: facts presented from the study's environment
g MR RIETHRANSE

»Data should be: Accurate, Relevant, Updated, and Reliable
BB ik, AN, BB KR OIERN

92
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Data CollectionE i &

> 4515] Characterized by
Vil abstractness
v oIBR8 verifiability
v EE DR intangibility
v EIIR 2 AY1EIT 2 E closeness to the phenomenon

> #8 Rl Types
v _F##ESecondary data
v —F#¥EPrimary data

93

bt 55 BY 58 B 25 A
Final Steps in Research
> 28 24 Data analysis

> &= 45 5R Reporting the results
v H1T48 45 Executive summary
v I ZEHEER Overview of the research

VEEEZENKRE Implementation strategies for the recommendations
v % 1iTFfi $% Technical appendix

94
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Data Analysis & Interpretation

2R 70 M & % =

>Analysis involved: AT &11E
v'reducing accumulated data to manageable size & /)& 20 EIE
v'developing summaries &R 4245
v'looking for patterns ¢ H1E T
v applying statistical techniques F& B # 5t 1%1i

»Make recommendations based on the interpretation of the

data [RIEH BUEREEEAL T2

Reporting

WS

»to describe the findings — to transmit the results and
recommendations to the intended decision maker.

RN -BRERMEFORRE

»Researcher should assess the manager's needs and
incorporate this understanding into the research report

MAEREZTEAEANTERLFEL R AZMRRS

96
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Common Problems (1)
HERIRIZE (1)

>Favored Technique Syndrome iR 7R 5

v'"Method-bound researchers: recast management questions to meet
their favorite methodology

MEREMA: AR EEEEERMMASEN A
»>Company Database Strip-miningF 58 A S EIB &

v'Over-reliance on the company database as their major information
source BERMBE AT RIEE

Common Problems (2)
HE R EE (2)

»>Unsearchable Questions HE A FLaVEk 2

v'Observable? Data available? TJ#822? B E15?

v'Costs vs Benefits LB Sz
>1ll-defined Management Problems 8 BB &5 2 E 1B 5 &
> Politically motivated research ZEREGA S AR T

97
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\\@ contract

Written

The Research Proposal {jf 753
([ am Tk ([ &m
Purpose Methods Extent
\ \
fsziz Legally- ( B
+2 binding Timing

proposals

BiE
Obligations

\\

establish

HE
[ Budgets ]

X
Delivery

99

B : How to write a research proposal?

B:/L\,\51<

;\ /\

»Purpose of Research Proposal #ff

EEl—‘—l

— & & 5%

n’&—t—

%n%ﬂ?

=Ly

v'Clearly present the management question to be researched
and relate its importance

REFBHROBEREER

(i

v'To discuss the research efforts of others who have worked
on related questions

am i fth A S AR RE L PRERIES )
v'To suggest the data necessary for solving the problem and
how the data will gathered treated and interpreted.

1E AR R B RE PR SR R BUIE

100
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It HYEERER
The Research Sponsor
All research has a sponsor in one form or another:
MR EAEENNNEES:
>HEEFRIEA - EEEEENR
In a corporate setting, management sponsors research

> EINREA - BEROMEIAE
In an academic environment, the student is responsible to the
class instructor

101

HIFRENEE
What are the Benefits of the
Proposal to a Researcher?

> RBE ST SRS Setma T E T E D B
Allows the researcher to plan and review the project's steps

> E R B EETEIRHES |

Serves as a guide throughout the investigation

> e (SR ] R TR R L P

Forces time and budget estimates

102
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it 73 51 Sl AY 1& 28

Types of Research Proposals

> NEL Internal

> 483 External

103

T =l HY 18 R 1L

Proposal Complexity

=EEEM: 3 levels of complexity:
1. R SRR E
The exploratory study is used for the most simple proposals
2. /NS ZERHERE - A EE PR
The small-scale study is more complex and common in business
3. RIREEEITUER M8 - B H &

The large-scale professional study is the most complex, costing
millions of dollars

104
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40 {o] 32 37 BfF 95 51 =
How to Structure 'the Research
Proposal?

> R 5T &40 4-Create proposal modules

> INEBEERYZ R - s5 Sl SHRGTEIE

Put together various modules to tailor your proposal to the intended
audience

105

it ZTaT =l 9P Y #H

Modules in a Research Proposal

o fHEE Abstract 9 AEBHYERE  Qualifications of Researcher

o SEEEEfH I Problem Statement THE Budget

s e By BIE Research Aim & Objectives e L Schedule

o IEREEH Literature Review e R SRR Facilities and Special Resources
o WHZERYEEEEME Importance of the Study IJHHEHE Project Management

o WHZEHYEGE Research Design SFEEH Bibliography

o BT Data Analysis 8% Appendices

o WHERAERAYAVE KA Nature and Form of Results

106
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Structure of a Proposal (1)
i o= Q4T 1E (1)

> Abstract fi5 3
« an informative abstract PN 25652

* allows a busy manager to understand quickly the essentials of the

proposal ZETTRKAYASHR L T % PR 22y ESH

* include brief summary of the management dilemma, management
questions, research questions, and benefits of your researchl %

B T A T B 2, B T, TSR RTRE, RARAINT e 2155

107

Structure of a Proposal (2)
i o= AV AG 18 (2)

> Problem Statement (Introduction) [ EEHYEERH (1 144)

* stating the management dilemma, background, consequences and
resulting management question

s B EERIINGE, B, R R DAR FH s 2R A H st

State the importance/ benefits of your study

st HRHIb I 2 M 155

* state any restrictions or areas not be addressed

st B PRI S I AR AR IR

108
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Structure of a Proposal. (3)
o HIAETE (3)

> Research Aim and Objectives i}%¢ H By 5z iF5E H &
* Addresses the purpose of the investigation B &R HHY
* Descriptive study: objectives can be stated as the research
question FAZCPERFFE: H Y R] DAL Ry B 7% MR
* Causal study: objectives can be stated as a hypothesis
RIS RIS H AR LIRS —(E EER

* List the objectives in order of importance or in general terms then
move to specific terms

% HEY Z MY [H B H—REilTEE 2 & A4 2R BT sE

109

Structure of a Proposal (4)
EEMEIE (4)

> Literature Review X JER[C]gE

* examines recent research studies, company data, or industry reports
e AT I, A EINVEEE, BTER S

* discuss the related literature (from a comprehensive perspective to
more specific studies) & &i/fH BE SRR (T 2 THIHY /4 2 21 5 2 AG AV IT)

* summarize the important aspects of the literature and interpret them in
terms of your problems

HEGESCRRBYEE S 5 ], W AE /R R RE_ AR
> Example : 5l

* Yu and Dean (2000) proposed that satisfaction involves both cognitive
and affective (emotional) components.

110
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Structure of a Proposal (95)
i o HIAS 18

> Purpose of Literature Review X ER[E]EEHY HHY

* To refine research questions and objectives {8{EAF 72 EAT HH#Y

* To highlight research possibilities that have been overlooked
Ry TR 2y v BE M i 2R

* To avoid simply repeating work ¥ ¢ 5 #8 5%

* To gain insights into your research questions
AT R REHY LA

* to discover and provide an insight into research approaches,
strategies, and techniques

SEIRWITE T, S, KBl Ry e Fie it A%

111

Structure of a Proposal (6)
i = VA5 T (6)
> Structure of Literature Review X JgR[E|EHHYSERE

* From a more general question to a more specific research questions
P A AR [ RE F1 5 FE E HIb 7 \

* Provide a key overview of key ideas ;5 B B (N RE A2 — (& 4% FE

* Summarize, compare, and contrast the work of key writers
HHEE, i S EE B AT ST

* Highlight those issues where your research will provide fresh insights
Rt AN W e SN A N

* Lead the reader into subsequent sections of your project
Ty SHRE T FRAYIHE H Y1 A

> Examples and Citation Format ] F-Ei5 [t 5,

112
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Structure of a Proposal (7)
i = MV 4518 (7)

> Research Design t%es%st
v'describes what you are doing in technical terms
PABRSERTITRE A R R IEAE 1 EF
v'should include: JEfI#5:
* research method used Fif FHAVIHSE 504
» sampling plan B ARG &
* data collection method #EUTEE T E
* Instrumentation & procedures, and T ELfIf2fF#, &

« data analysis methodsEE 4717 77,2

113

Structure of a Proposal (38)
o HIAE1E (8)

>Budget THEL

>Schedule 52

* describe the major phases of the project, timetables, and the
milestones that signify completion of a phase

» Others At
* Bibliography & H
* Appendixes: Glossary, Measurement Instrument, other
information [ I &}

114
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kBl ST EE?
What to include in the
Appendices?

* A glossary of concepts, constructs, and definitions
HRAMES: ~ 18 K E RAVITEER

* Samples of the measurement instrument
A= T BT

* Other materials that reinforce the body of the proposal

HAREEEETEIN B R

115

af G b T &t &l
Evaluating the Research Proposal
ETEIENBAERLE - BMaE

Proposal must be neatly written in appropriate writing style

« TEE T REAS N E R K 5 o e

Major topics should be easily found and logically organized
 ETEIEAN GBI ERES |

Proposal must meet specific guidelines set by the sponsor

* B PER ERS M R 5 5 A Mt e AR

Technical writing style must be clearly understood and explained

116
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(1) Keys To Write A Good Proposal
(1) Eeﬁﬂnﬁz—:—ﬁ’]?fﬁi

> Overall Quality of the Study TSR AR E 2=
* Good research question #FHYIFFE [ EE
» Appropriate research design & HIF5E 555
* Careful and feasible methods Egk& YR B THY 774
* Qualified research team & &F&HIIHFE

117

(2) Keys To Write A Good Proposal
(2) =5 & 5 = HY B 5

> Quality of the Proposal S5 ZEHVE &

* Informative title & AVEH

e Self-sufficient and convmcmg abstract H45 8 A4S AMEARAYHEEE

* Clear research questions J& YT ZE [ =H

* Good literature review % JER[D] A

* Appropriate population and sample design & &Y A & R EEAR S

* Appropriate measurement and intervention methods Sound analysis
plan {@#2 M HTEE]

e Ethical issues well addressed 447 & P sim FE [ 2R

* Tight budget and realistic timetable EA&HYTEE MV & EIRAYIEREF=

118
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What are Research Ethics?

o] 55 fiff 3% HY 5 32 27

» Ethics are norms or standards of behavior that guide moral
choices about our behavior and our relationships with others
s T AR AR - FEERMIIE T Ry T EAY
HEFE DL S B YRR %

»The goal is to ensure that no one is harmed or suffers
adverse consequences from research activities . H fE /&

A ANAEZE SR 2 IEESEECN R R

119

Ethical Treatment of Participants
HE BT ERINERS
» Begin data collection by explaining to the participant the benefits

expected from the research fiEFE4GEHS o] S Bl E R R TEHA S 0] 75
ARH 7 i

» Explain to the participants that their rights and well-being will be
adequately protected, and say how this WI|| be done [a] £ EBE AR

FIRIRER KA S 2 E 1I0RE - WaR A0 Tz

> Be certain that interviewers obtain the informed consent of the

participant W E BRI 15 2 2 B IR IR &[5 &

120
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Deception 5EfR

» The participant is told only part of the truth or when the

truth is fully compromised

SEAEAE D B EAEE 2 AR

»To prevent biasing the participants before the survey or
experiment

TN 2 B BT BB B2 2 2 A
»To protect the confidentiality of a third party

PRe& S = FMIRE

Issues Related to Protecting
Participants

R e&E S B & BV A B 5

»Informed consent EE4EIEAET H B =
» Debriefing Zg][t4

> Right to Privacy/Confidentiality F.[& /[ 2 FE

» Data Collection in Cyberspace

B T S R R

121
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Ethical Issues related to the Client

B = 5 A i I R 2

»>Sponsor non-disclosure fRZEEEEEE A

> Purpose non-disclosure {22 5H5¢ H Y

> Findings non-disclosure {25245 R

> Right to quality research{B'& i3 HYFEF]

123

5 F- 35 €€ A BY fmi 3B
Ethics Related to Sponsor

»Sometimes researchers will be asked by sponsors
to participate in unethical behavior IFEABGIEE

WEREAZKSEABERETA
»To avoid coercion b sponsor the researcher

should: BEEHIEEANERE - FREAEE :

« Educate sponsor to the purpose of research # B #EEARBRHFTRNVEHN
« Explain researcher's role SRR AENEE

« Explain how distortion of the truth leads to future problems fZEEMEAE N
(EECES PN ]

- If necessary, terminate relationship with sponsor 2 i 4% o5 £2 82 {2 A\ BU 8 Bt
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Ethical Issues related to
Researchers and Team Members

58 - fiff 35 A B B 2H B 1Y i 3E 5]

>Safety &
»Ethical behavior of assistants Bl FAIEEIR ST
> Protection of anonymity R :&E 5

Research Methodolog

gy
2 usm B IE LIE]
Day 3

Katherine Mo
mowykatlhkma@gmail.com
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Part 3 : Research Design
h3gB§]\: ﬁﬁj‘bnin
>What is research design? {tE 2 E&ET?
»>Quantitative vs Qualitative Techniques TE 4 EEEHT5

»Three kinds of Research =& 3¢

« Exploratory research  #HRZEMHIE
« Interview: Individual & Group FARE:1EAK&—

- Descriptive research x4 3%
» Observation aé 3 Secondary Sources
. Survey BIEHE

Expert Search Group
« Causal researchE R 3% Strategy

Individual
Depth Interviews 127

1E_[Eﬁﬁﬁjbn2n+7

What is Research Design?
gt e —(EETE] > DUEER IR SRR L AT A S e

A plan for selecting the sources and types of information used to answer
research questions

> gE e —EMESE » FHARFEEHPT I TTHY 2 (B8 R RA (%

A framework for specifying the relationships among the study variables
>geEEt e —(EEEE, fe s 2 RIS It (R 2 7y iy 2 B

A blueprint that outlines each procedure from the hypothesis to the analysis

v'blueprint for the collection, measurement, and analysis of data

v'the plan and structure of investigation to obtain answers to research
questions

128



Essential Elements of Research Design

ﬁﬁn::xﬂ'ﬂ’]%\z:?ﬁ%

> an activity- and time-based plan DL)EENHIAG ] p ArE 12
»focused on the research question ££2 P ZI|WH 2¢O RE

»sources and types of information &R K fikE

> specifying the relationships among the variables f57E R %
B 2 [ERYRR{A
»outlines procedures fE7iLFE

129

Key questions in Research Design

W 9% s &t B9 B 2 RY B

>What techniques will be used? Bt EHI5E=Z FH?
>What kind of sampling will be used? ZF B /KRR A?
»How will time and cost constraints be dealt with?

TRAR BRI 5 A Al AN PR 2
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Classifications of Research (1)
i EY 2 28( 1)

> Degree Of research question crystallization: iR B B4 GRE:
» Exploratory vs Formal Study #RZ 1 E2 IE AR FE
- Rttt AR E BFi R EELEFE—SHRZH
- IEFRMRAERE RS PR RO R

>Method Of data collection B ETT A

* Monitoring (e.g. Observation) vs Communication (e.g. Survey,
Interview
« BN, IEPESHRMEME vs BR /BBEME
»>Manipulate variables? E4t& =2
* Experimental (Control) vs. Ex post facto study (ENO Control)
- awE8RE  MRASHBIESIK | SR P RIS E 2
c ESERETR , MRAEAFBEEFRIZE, MAERSPIRENS

131

Classifications of Research (2)
W FEHY 77 %8 (2)

>Purpose of the study iff 5B #I

» Exploratory, Reporting, Descriptive, Causal

- B RHERESZEENE G

- ERMMRZERRE —SENOEES — A8 ELEE
>Time dimension EERE

» Cross-sectional vs. Longitudinal

- HAVMRZMENE 2N SHFRE

s HimE MR 2 E—BRRIHEEEE AL
>Scope #i[E

» Case vs. Statistical Studies

c ERFRZFEZEIHTVESHHFERNE RRIESSHR IR %

« St REDU—ERRNFERBIEE B ABNRE
»>Research Environment 3SR 15

 Field setting, Laboratory research, Simulation
< RGAR - BREMDT - RH e
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Research Techniques 3215

>Quantitative = >Qualitative EH
v'Attempts precise v'Come to the terms with
measurement of something the meaning, not the
A ENEEHIZER frequency.
B2 ~ MIFFAR
v'Rely on the frequency of v'Provide detailed
measurements description of events
UEREESE AEHREMFANRGE

133

Qualitative Techniques EM4 %15

« Focus on understand and interpret ;T E IR 2 & 21
« Theory building, in-depth understanding 35w, FA 7 ##
« Nonprobability, purposive sampling design FE#I3, 1T =ML S
« Small sample size &7/)\
- Data type: verbal or pictorial descriptions S{iETE4E: [1gasES Mt
» Data analysis: Human analysis after coding
DT WIEEBIEADD
« Insights: deeper level of understanding 2 ##: &R0 87K
« Limitations: not generalizable : fEHl: RE &

134
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Quantitative Techniques EE#%J15

« To describe, explain and predict 5708, ##2%, T8I

« To build and test theory %17 78 55 F2 5

« Probability sampling with large sample K& AR s

+ Data: verbal descriptions with numerical codes

B AR OE A
- Data analysis: statistical testing 4574 #5185
* Limited by the opportunity to probe respondents

R RMBNHES R

* Results are able to generalized to other situations

#ERA SRR E MBI

Research Studies 3¢

Exploratory
Studies

RERMMR

135

Descriptive
Studies

UG Ry

Causal Studies
H R

Further Study
BEMR

136
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Why do Exploratory Studies?
F:zjﬁiﬂ s IR ?

« Exploration is particularly useful when
researchers lack a clear idea of the
problems
ST A EF e B RISTmA AT, IR TVIf
TEEINE F

Exploratory Research X4 5T

* Expand understanding of management dilemma
BAHEIE Mzt BrEE

» Expand understanding of research question
B PR S E BRI IR R

* |dentify plausible investigative questions

s Al & L B A ST RY
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Exploratory Study X4

>Major purposes EEHRY
v'develop concepts more clearly 8 5MAY 2 B L=
v'establish priorities of tasks ZE1I TENE LR F
v'develop operational definitions I E{EEE
viimprove research design c M FTERE
v'save time and money & N I5RIFE 2
v'develop hypotheses for the research & 5L & B R

139

Major techniques used in Exploratory

Study IRRMEM R EZEAHKIS

>Qualitative Techniques E 415
v'Secondary information search —_ F&RE =
vIndividual Interviews & A 55
v'Group Interviews B 5255

140
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= =

Secondary Information —_F&E;

»Secondary data: studies made by others for their own

purposes _FEiE: HEMAZIRE BRI R
>Advantages: {B34:
v'Quick, low costs 2, BA&E
v'Provide a base for research design B3 HIR HE R

>Major sources: EEKE
v'Internal Records AIBRAC

v'Published sources: Market/ Industry information, Competitor
intelligence, Related research studies

SR MR M5 TENEM, SRFHFEER, B

141

Searching Academic Papers
14 5 i 3 &

>Use online database of Library EEIZEFRHA &R E

»Commonly used databases: & AR E K E:
v'Wisenews/ Wisesearch — For newspaper articles

RS HE

v'Academic journal articles and books: Efiiia X X EA
« PROQUEST: ABI/INFORM
« EBSCO

142
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Types of Information Sources
= Al 2R IR BV & 2R

>Indexes and Bibliographies Z5| X &EEH
> Dictionaries &

>Encyclopedias BRIZE

»Handbooks

> Directories B &

_FEMNKRIRAVIEZR
Secondary Sources by Type

>Indexes and Bibliographies 25| R&2E&H
*to find or locate books or articles

BERERANE

+to find authors, topics to use in online
searches

EHIFE, AR LRSEE

144
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Secondary Sources by Type

—_FERRIREVIEER

>Dictionaries &#&

v'to identify jargon of an industry--used for online
searches BRI Z1E T M {15 FIIIR L85

v'to identify bell-weather events in an industry
ERIETE FNAEEUEH

v'to identify knowledgeable people to interview
ERIERFMABLIEE

v'to identify organizations of influence

ERETETINEE

145

Secondary Sources by Type

_FEMKRIRENELE
»>Encyclopedias BRZE

» To identify historical or background information
ERREF N EREH

» To find critical dates within an industry
EXREBTEPINEZRH

* To find events of significance to the industry, company

BERHETEN NG FEEERNEH

146
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Secondary Sources by Type

—_FERRIREVIEER

»Handbooks i
v'To find facts relevant to topic
SHETETBNES
v'To identify influential individuals through
source citations

RIBARRS IR ZRIERETTNA L

Secondary Sources by Type

_FERRIRBVIESR

>Directories Bz
v'To identify influential people and organizations
EREBABTE NNA LT KIESE
v'to find addresses, e-mail, other contact info on
these people and organizations

ESHEE AT KB - EFBEL I K H i B

mER
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w1 15 & &l 2R R

Evaluating Information Sources

> B BJPurpose
> & B Scope

> 1 B Authority
> HE R Audience
> 2= Format

149

) RIRAYEHE

Evaluating Sources

>HERLAuthority
v ERI{EZ& & =Identify background of author
« B 5 « EZCredentials: educational, professional

- ZB%: 5B © IRIE - 4R Experience: duration, setting,

level

v ER|FA A PRIEE A Bl dentify the level of
scholarship in content
- [z + EsEfootnotes, endnotes

150
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¥R IIRAV TS
Evaluating Sources
>IE%R Audience
vERIHEEENE SR
|dentify knowledge level and background
v E Rl m KR =
|dentify orientation and bias
vEEARZE LB RENRIR
Seek biased and unbiased sources

H RIREYEEE

Evaluating Sources

>HB#BY9Purpose
VIEBEZEERNS
What the author is attempting to accomplish
- ZERIFEREIH identify hidden agenda(s)
- ZERR ZRI 77 1A identify direction of bias
vEEARERSBRENKIR
Seek both biased and unbiased sources
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H RIRAYEHE

Evaluate Sources

>&0E Scope
v EE Rl AN K HEBR A S A
|dentify dates of inclusion and exclusion
vVERIMAKBEERRRVE 2

|dentify subjects of inclusion and exclusion

) RIRAYEHE

Evaluating Sources

>3 Format
v ABRFF Order of content
v 3Bt Versatility of use
« BEIN_LEZ=5]? Indexed?
- O] F 1 =2 Searchable?
- OJ & N &;? Downloadable?
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ll‘ﬂ—t? ID
Web Searches

>EERSE5|EH R

Select Search Engine or Directory
v'Danny Sullivan's Search Engine Watch
https://searchenginewatch.com/
v'Greg Notess’ Search Engine Showdown
http://searchengineshowdown.com/
v' Emerald | Journal of Managerial Psychology information

http://www.emeraldgrouppublishing.com/products/collection

s/index.htm

155

Some of the popular journal database
‘-"l i niversity of Hong Kon .
ciy 1y of Hong Keng providers are:

Business Source Complete

Run Run Shaw Library

E—Resou_a:es Collections Services Faciliti * Emerald Management Xtra

E-Resources News

IEEE Explore

ScienceDirec
= + Pergamon
International Journal of Information

Management
www.elsevier.com/locate/ijinfomgt

m@sﬁﬂﬂaggg@g@ China Atademic Joumnals Full-text Database (Seijing site)
h[FE EHF5EZE s 808 EE China Acade J\:lumals Full-text Database (Engli nterface o
FRBHLERIT FORAK «  http://www.academicjournals.org/AJB

- Indexes / Abstracts Databases -—— M

www.ccsenet.org/ijbm
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http://www.searchenginewatch.com/
https://searchenginewatch.com/
http://www.notess.com/search/
http://www.emeraldgrouppublishing.com/products/collections/index.htm
http://www.academicjournals.org/AJBM

I =
Web Searches
1. EEZEES5|ZE Hif
Select Search Engine or Directory
2. Z=EH=IRHE K#HE

Determine Search Options and Protocol

e 1=
Web Searches

1. B = 5|25 H % Select Search Engine or Directory

2. EEELZIEH KB E Determine Search Options and Protocol

i

3. 1= Construct search query
> I E =45 R Review search results
> B ESEE Modify search query
> — @ =5|ZE = Search using a different search engine

158
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Web Searches#{ L=

1 BEIFH S 5|25 HEE Select Search Engine or Directory

. BT EIEH KB E Determine Search Options and Protocol
3 ISR Construct search query
4. BEELHERBLEE Document your findings

« S 4ER search findings

« JR 2 X full text sources

STEMNE L=
Specific Web Searches

-2 F1IEHE Known-Item
« A#¥J Who

25 Where

54 What

160
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EX T 2R IR

Government Sources

- YT 1448 Government organizations
« ;&2 ~ 1&B ~ JEFRHIR Laws, regulations, court decisions

« R #ET 8152 Government statistics

P9 5 2R IR BY K R

Mining Internal Sources

> Bl#E 2 EEData warehouse
> ZIE Mm% Data mart
> EiE R =Data mining
- 25 HE /5= = Pattern discovery
 FEHIB 2L K 174 Predicting trends and behaviors
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2R PR IR 15

Data Mining Techniques

> EERIMR B (b Data Visualization
- #31& Dimensions
- & Measurements
- B4R Hierarchies

> ###H Clustering

> f A& A9 4% Neural Networks

> Ak 2T Tree Models

> 48 Classification

163

2R IR RIS (48)

Data Mining Techniques (con.)

>t 5T Estimation

> B4 18 Association

> BB V) € 73 AT/ AMarket-Basket Analysis

> R R A2 HTSequence Based Analysis

> 15 88 Fuzzy Logic

>E [KEE AGenetic Algorithms

> Bl A AR EE IR A Fractal-Based Transformation

164
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ZRIRIRAVEIE

Data Mining Process

>1x 7K Sample
> 2518 Explore
> £ Modify
> 128 Model

> E Assess

165

Interviews 34

»Primary data collection techniques for gathering data in

qualitative methods £ & 75 /AR RIBEIEWER TS
>Variations 15

« Individual vs Group & A E1[E 52

 Unstructured, Semi-structured, and Structured Interview
Jr4EB1E, F4E1EE, S8 EehE

 Purpose disclosed? Vs Projective Techniques
HRIRE? BRIy

» Data collection methods: face-to-face, phone, etc.
HIBWER L BYHE , EFEE

166
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Individual vs Group & AEES

>Individual A
« Explore opinions of an individual IxZBANER
» Detailed individual experiences choices, biographies
AR AL RIERE, A\YMER
« Deal with sensitive issues &I /5 5

>Group EfE
» Explore a range of attitudes, opinions and behaviors
RE—(ELBNEE, ERMITH
« Observe the process 81225872

« Issues of public interests or common concerns B AR = E &AL ERE

» Similar backgrounds vs Different backgrounds LI B SEALTNE S

167

Interviewers (1) shfE& (1)

>Skills required BEAIHITH
« Making respondents comfortable EX&H& B IR
* Probing for detail without making the respondent feel harassed
AR RBASEZHEEERE
« Remaining neutral {Ri5B%
« Listening carefully /)N ER I
« Following a participant's train of thought R &£ B2 & # B B
« Extracting insights from dialogue 7 ¥35% 12BN R #2

=

« Know how to mine for information 18 B2 &5
- Convey sympathy and understanding & Z E15 IR 7

168
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Interviewers (2 ) shfE&E( 2)

>Responsibilities E{E

. %evelop interview or discussion guide 5B SLET e
£3

« Recommends topics and questions ##:&R B X B &

« Controls the interview and the plan &I E & &5t E|

« Writes the recruitment screener and recruit participanti
BHEGENEBESHE

. %e:yﬂelop the various pretasking exercises il € L B 75

1)

* Prepares any research tools to be sued during the
interview ZEIhERANMRE LR

« Supervises the transcription process &= #1812

« Analyze data and writes reports 2 83 R B E

169

Types of Research using Individual

interviews {& A7 IRV

»Oral history [t 52

»Cultural interviews X bz sk

> Life histories 45& 5

> Critical incident technique BESEE 41515
»Convergent interview W &IEHEE
>Sequential interview EEFHEE

> Ethnography EBi&&

»>Grounded Theory ZRIEH
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Projective Techniques &5 %15
»To look for hidden or suppressed meanings

&7 SHERESEBIINS
v'"Word or picture association Y%_}Zl F B8
vE.g. Internet ... BIU0: B #4E
v'Sentence completlon R
v'E.g. People who buy over the Internet... BI40: 7 G BE 4288 Y9 A
v'Thematic Apperception Test 3 28 #t = 8l 5z

v Imagination exercise 8% 4R &
vE.g. if Sony PSP is an animal, what type of animal would it be?
Bl @ : ¥ Apsp B— L8, E2TEEY) ?
v'Personification # A
v'Brand mapping &a h& ik &

171

Group Interview £%i2 &5

»Using a Single interviewer with more than one research
participant SEFHE — B BB E — B RS EEETHE
>Varied group size and composition ‘<[5 #Y 48 Bl A7 1% K 42 BY
v'Size: mini-groups ( 2-6 ) , small groups (6 -10) ,
supergroups ( <20)
FRE /Nl (2-6), I/NEEE (6-10), HBARERS (<20)
v'Composition. 8
« Heterogeneous vs Homogeneous HZE &148 (5]
« Experts vs Nonexperts ExXBIEFEX

172
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Focus Group Interview

R/ 4H ER IS

>a panel led by a trained moderator H— @B EN EIHFAEE
INEH

»>90 minutes to 2 hours 907 & £2/\IF

»use group dynamics to focus or guide the group in an exchange
Of ideas, feelings, and experiences on a specific topic &£ B 248

FEh IS AR E S IREE BUR, RS T B SR

>Higher homogeneity: more intense discussion B E 4 #ig: ER%!
HUEY 5

>Substltutes Telephone/ Online/ Video- conferencing focus group
BN ERR/ASAREE RS R/AE

173

Factors affecting contributions

w=BMHEAE R

>Positive IEHE >Ne%ativce):fﬁtiﬁt ¢ terminol

. s » Use Of abstract terminology
Recognltlonn,ml.:T . ERAMSONE

* Personal contribution « Ego threats BE K2
EAS B . PS(Z)”tij?lE g(I)Err%crtness

- Validation 5&:% [20= i

. « Ego defense BH[HE
Load-sharing 2 &7 A}fe * Memory decay LB NRE

* Personal _grovythAﬂEI 23 « Communication ability ;& &E#E /]

« Socialization fL =1k « Reticence )Lk

« Extrinsic rewards * Time &
SNERYE + Dominating Sz Fc

174

87



Focus Group Interview £ 26 /)\#H 5/

>Advantages B2
* Quick &
* Inexpensive LB E
* Flexible A& 4
+ Generate new ideas and insights 153 & #1 18 )% 01 24
+ Get an in-depth of understanding SEEAK 7 #2

>Disadvantages fhE4
« Cannot be generalized Ao/ —#&1E
« Limited sampling accuracy BFERIIRIEIEE

175

Achlevements of Focus Group

Interview 5 %4 /) #H &7 B BY BZ ES

- Establish the major dimensions of the research 17 FTHY
FE2HE

* Defined a set of investigative questions and measurement
questions % f —ERESBENEEEE

« Developed and refined hypotheses 2 & KB 1EERER

» Concluded additional research is not needed or not feasible

AFBZATTERGRINIFR

176
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Descriptive Research (1)
At (1)

»Research Aim and Objectives BRI B1ZE

 Descriptions of phenomena or characteristics
associated with a subject population

A EBHERIR R S ERIER AR

 Estimates of the proportion of a population that have
these characteristics 14 5T # A & L5 E=1HI A LIEC A

* Discovery Of association among different variables

T8~ EHENER

177

Descriptive Research ( 2 )
A ET ST (2)

>Use quantitative methods #HEE 774

»Major research methods: Observation & Survey Analysis:
FEMRGEBERESDM

> Univariate question or hypothesis B E &R @3l &%

> Test of correlation: Cross-tabulations, bivariate analysis,
correlation analysis Az fHEE 4. 22 X B3R, _ o247, 1B 2

A

178
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Observation 822 (1)

>Types Of Observation EiZRAIIELE
v'Non-behavioral observation 3F{T 2 £ 22
« Record analysis Lt #7
« Physical condition analysis 588kt 7247
« Physical process analysis #2382 217

v'Behavioral observation 172722
+ Nonverbal analysis JEsE= D
« Linguistic analysis ;227947
« Extra-linguistic analysis &= LSNP
« Spatial analysis Z= &7

179

Observation ( 2 ) #% (2)

>Observer-participant relationship E1EREBE 2B 7 R %
v'Direct observation VS Indirect observation B 1 #5 22 61 5 1 7 52
- Direct: personal, physically present E1%: {8 A 38K E
« Indirect: mechanical, photographic, or electronic means &2 #1,
By, BT HE
v'Concealment: FEiiHE
« Participants know Of the observer's presence? 2B EIEHRETF
ENS?
v'Participation: £ £
* observer enters the social setting and acts as both an observer and
a participant? i BEAMRRENERINEEHREMSEE?

i
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How to corlqlhuct Observation?
ANojZETTERZE?

> Structured vs Unstructured 518 {EEFE4E1E (L
v Test hypotheses or generate hypotheses? sl E
B IR ER ?
»Observation checklist #2258

>Observer training ¥3 22 27114k
»Data collection E UL

v'Who, what, when, how, where? 3,1, {t B E, &
BT 2

Survey (1) E& (1)

»>Communication approach ;BB 774

>Survey: B&
» Measurement process used to collect information during a
highly structured interview

ESEABENAD, ARNEERNEFEBRE
» Goal: derive comparable data across subsets of the chosen
sample

BiR: 5 LR AE I LERAVEUE
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survey (2 ) @& (2)

e N e piniin
»>Common errors Of survey RIGBI—AREEER  siipmaripiin
v'Interviewer errors 35 28557 LR
« Failure to secure full participant cooperation (sampling error) 1 LR |

REENS RN SHESIE (HIRHER)

* Failure to record answers accurately and completely (data-entry error)
REEEME R TETHS R (BB AER)

* Failure to consistently executive interview procedures
REEB BT

* Failure to establish appropriate interview environment L L]
KA B AR RIEE i

« Falsification of individual answers or whole interviews an
s E AR e B ERED f

» Inappropriate influencing behaviors FEENTEITHR
* Physical presence bias EFEFERZE

survey (3 ) @& (3)

>Participant Error £E1Z98ER

« Participation-based errors (willing to response?) M £ B 5 EEAVEER

« Pleasant and satisfying? R mE"?

Important and worthwhile use of his time? EZMMEBEERNERMAIFE ?
« Dismiss any mental reservation? & B/ IBRIFREE?
« Non-response errors -~ [ClfERVEE 7R

« Cannot locate the respondent F& A 2= ahE

« Unsuccessful in encouraging that person to participate &%/
« Response-based errors (able to response?) [ElfERVEE R

+ Response bias B EHRR

» Social desirability bias #t & o] V4R =

184
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survey (4 ) B& (4)

« Communication Methods &%#& /5%

- Self-administered survey B EEME %S

« Telephone survey EiEHE

« Survey via Personal interview &8 1E A 55 RIS

Comparison of
Communication Approaches

5 18 73 75 HY EC B
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Self-Administered Survey (1)
SEA—SEACES

>Description B
+ Questionnaires are: BE&2:

* (a) Mailed, faxed, or couriered to be self-generally included
(denoted below as a). #Z5, BE, (RIE
* (b) Compute-delivered via intranet, Internet, stores/forwards
completed instruments automatically; BBABAE, B#E, RF/ES
ETEFREM

* (c) People intercepted/studied via paper or computerized instrument
in central location-without interviewer assistance. A {fifEEE A9t 75

REMNEAENHE NEBANEFESRHEB/IER

187

Self-Administered Survey ( 2 )
BREEME (2)

>Advantages &
+ Allows contact with otherwise inaccessible participants (e.g., CEOs). 7o
SO A ISR S IR (PIAN, 1 IR S B0
Incentlves may be used to increase response rate.
RENSLETE AR IS NE ER
Often Iowest cost option. BE AREKAREE
xpanded raphlc coverage without increase in costs (a). IEEZ=

=)l E}'E?Hﬁ
. Requwes minimal staff (a). EE &V S
+ Perceived as more anonymous (a). & FEEH
. %”%NS participants time to think about questions (a). ;EEE BB EE
o) g2

188
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Self-Administered Survey ( 3 )
BEEERBE (3)

»>Advantages &

« More complex instruments can be used (b) oHEEHMNITE

« Fast access to the computer-literate (b). HRZRFELAIEE

- Rapid data collection (), c). R #ZRUNEE1E

« Participant who cannot be reached by phone (voice) may be
accessible (b, c). AEEEFALBINESNE IJsEHEE A0

« Sample frame lists viable locations rather than prospective
participants (b, c) #IRMESIL 7 ol fTRIMES, MAZEENSEE

« Visuals may be used (b, c). I ERAKRENR

Self-Administered Survey ( 4 )
E%ﬁ%ﬂ@ﬁﬁ% (4)
»>Disadvantages & &

+ Low response rate in some modes BRI ER

* No interviewer intervention available for probing or explanation (a). )28
e L ’

« Cannot be long or complex (a). Kﬂl«l%@ﬁ%%&
« Accurate mailing lists needed (a). & ZEERHEZHF IR

» Often respondents return in surve represent extremes of the atio
Elslr(_ewed I?es:pons:es (@). KERHE ’] ek BENERAL %;p 1t'E'T

 Anxiety among some respondents (b). —LEREFHERBER

« Directions software instruction needed for progression through the
instrument (b). %I%lﬁﬂfﬁ%‘l‘stlﬁe t R P J

(K7 .2\ K_-E

« Computer security (b). EiNEZE

+ Need for low-djstraction environment for survey completion (c). EZ1& 7
INAVIRIE \g_'z ks
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Telephone survey S:ERE (1)

>Description f#E

- People selected to be part of the sample are interviewed on
the telephone by a trained interviewer. A% ERE R
—E N EHIIRA RSB EETERND

191

Telephone survey (2 ) E5EREE (2)

»>Advantages {5

» Lower costs than personal interview. B{E A F5RIBY A B

« Expanded geographic coverage without dramatic increase in cost #&X
MR EEFE, BB HAZEIEM

« Uses fewer, more highly skilled interviewers. BE/> & I5MEHRE &

» Reduced interviewer bias. J& /> EEREIH R R

* Better access to hard-to- reach participants through repeated callbacks.
REHE O HE —LERERIINSEE

« Can use computerized random dialing. ©J ) /B & R Fats 22 5%

» CATI - computer-assisted telephone interviewing:

* responses can be entered directly into a computer file to reduce error

and cost. BB BB LR EZEEABEREZR D IER KA
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Telephone survey £iEREE( 3 )

- Disadvantages EE

+ Response rate is lower than for personal interview. [C]f&3E1{E A 5A 1K

« Higher costs if interviewing geographically dispersed sample. & Rix At
R, RIS

« Interview length must be limited. 35 & E =% R

* Many phone numbers are unlisted or not working, making directory listings
unreliable. R ZEFEEIGLBIILNFALEFEIFR, T BEFIRATSE

« Some t/@rget groups are not available by phone. BE B 124 RI{ERERE
= A01TH

+ Responses may be less complete. Bl O] sEZ /D 5228

« lllustrations cannot be used. FEE{EFAiEE

193

Telephone survey ( 4 )

BEEE (4)

»Trends and solutions #BEVFIER R E
v'Computer-administered telephone survey
BINEIENEEES
e Increase in refusal rate E4BRIE
« Reduce noncontact rate &/ JEIE R

v'Random dialing PB4 #E5%
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Survey Via Personal interview (1)

SREAGENES (1)

>Description E2¥E

* People selected to be part of the sample are
interviewed in person by a trained interviewer.

AP EZER BRI —E 0 B R/ —UIRE R/
21 & {E Rl 55

195

Survey Via Personal Interview ( 2 )

ZREEAGENEE (2)

>Advantages F&E

« Good cooperation from participants £ B & KT S 1ERS 4

* Interviewer can answer questions about survey, probe for answers, use
follow-up questions, and gather Information by observation. &I
REBIRE, R S5, (rEEHE S RS I A,

» Special visual aids and scoring devices can be used 355l B BTN
DR EIIfER

« llliterate and functionally illiterate participants can be reached X §#1#¥
N EWSEETSE

* Interviewer can prescreen to ensure he or she fits the population profile.
BB UFRESEE, DME%@EJZ#&%%E@EW\D%H%

* CAPI - computer-assisted personal interviewing: responses can be
entered into a portable micro-computer to reduce error and cost. Efii

BN B A SRED: O DUE A —EE BTV ERELUR D $8 R R AL AR

~
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Survey Via Personal Interview ( 3 )

SEBREAGENES (3)

»Disadvantages &
* High costs S B4
+ Need for highly trained interviewers. EZ2 5 EZINHEE

« Longer period needed in the field collecting data. EZ R RIFEEHith
WEBIE

+ May be wide geographic dispersion. 2% EE I HIE 5

* Follow-up is labor intensive. B EFEEKXKEAF

« Not all respondents are unwilling to talk to strangers in their homes. &
EZEARSE MM ERE AR

+ Some neighborhoods are difficult to visit — L%t & 2 £ M5 80

. %l{\es/gonqmay‘ge altered or respondent coached by interviewers. f&&
OJREE S R B

197

Web survey #d &

»>Advantages &
+ Short turnaround B
« Ability to use visual stimuli 7585 /J1E 1R B R
« Ability to do numerous surveys over time FEZE S HEE, BrENMA=RE S
« Ability to attract participants B JIK5 |2 E&

« Participants feel anonymous 28 &KEIEZ

»>Disadvantages EE
« Difficult to recruit right samples R £ S 2E E A
* Quality of samples EAME =
« Converting surveys to the web can be expensive & EIRZ|FIL I URHE
« Technical skills required FEZH 5
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(1) Tips on Intercept Survey Design

il & i = ax &7 BY I 7R

1 - When screening for muIt le studies at the same time, make your
%Jestlonnalre distinctive: & £ B — PSR T S BHT IR E, B

« Use colored paper. £ A& 4%
« Use Eaé)er with a distinctive color or pattern edge. B ¥ 0 & E
g R
2 - Make surveys clipboard-friendly: :EB &5 IR :
. IE\I/Jeﬂvﬁer print questions on both sides of the paper. ZK-R%IENfE 28 B 4% 5k
» Keep font style and point size legible in Inconsistent and dim light.
- REFEEATNANREA—REEEBIES NI EM ol 8

. Conflne%your questionnaire to four pages or less. [EHI{RAIEIE R B
EE 109

(2 ) Tips on Intercept Survey Design

T&ﬁ@nﬁﬁnxﬁﬁ’\]ﬁ:ﬁ

'?h Wnltle the respondent approtach” se}%l%omn%u e g SW
owing orten-a uestions: #
D g lenaseel d. '“
» What's the study about? #9C 2 B8R EE?
« What's in it for me if | participate? ZK S8, EE B TE?
+ How long will | take? FEEZ X AIRER?

FEPIS
s

4. Limit the number o Ereenln (1 estlons to av0|d participant
termination: [RilIEDERIRBNEHE, DR SBEEBLIL

. Kee screenln estl n s) to the point; Ask only for cntlcal data. &%

. BUI|d screenln estlo S on&acts no;gssumptlons or generalities &

Fﬁ%iﬁﬁ:%? EXHR /. /iﬁﬁuk

* If you need to speak W|th the primary c aser. (,;o 't specify gender,

famll status, or age in.the screenersyfis ’T$E' % ﬁ% %n)(n T

BRI A S IR, R, SR
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(3 ) Tips on Intercept Survey Design
W & & & &% 5T BV 1§ 7~

5. Keep screening question(s) safe from respondent's eyes:
RIFEREIE R B RPREIZ ZRIERE:
+ Choose normal, not bold, type style. ZEIZEE, )X B, BARNEE
« Put in parentheses or use another separation device. INEEIRS, S

FEfth D B

6 . Don't overuse skip patterns; The more cumbersome the
patterns; The more cumbersome the patterns, the more |Ike|3/
the won't be followed consistently or effectively. 22382 F Bk
AR, HIVEER, AMBEUEABRE BN

7 . Don't force the interviewer to remember responses to
questions on previous Qa%eszln order to ask questions on the
c;urre_é\rtﬁ%a F_.?F%?@;ﬁaﬁ D ERRIRTEE—BNEERGLEZ
BI—EHE&

201

(4 ) Tips on Intercept Surv_ey Design
W &2 A & &% 5T Y I&

8 . Tally where respondents terminate the screening process or
survey: R BRI EREBIENEERE:
* Include a horizontal string of question numbers at the button
of each page so the interviewer can circle the number of the

next question after termination. B1FEE— B /KF B0 HRAE
SRS, A E T ER BB T —IRRIBR TS
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Causal Studies ERff%E

>A produces B? AE4£B?

>Three types Of evidence 3E:E1E
« Covariance between A& B. A I B A9 £ &
« A occurs before B. A £ B Al i I8
« No other possible causes of B. 2 & H il O] A5 & 2 B

203

Elements of Causal Relation

X EEEBWNIIT=E
sA—B
*NO Y8E A — No2AB: and
« A comes before B AEZB

204
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Evidence needed in Causal Research

AR FESEMNEIRE

« Covariation between A & B AFIB 7 [ A H 2
 Time order Of events moving in the hypothesized direction

FENRKBEER®OERZRN A O
« No other possible causes of B ;2 & H il O] 5 & % B

205

Conditions of Causal Research

>~ B & 0 7T BV 1R &

> Two additional requirements: my{& i H1Zk:

« Control: to confirm the effects of independent variable %l
EREEENTE
« Random assignment: to equalize the groups &% 7 fic: L
el

»Use "matching” to match the background of person in
the study MR FH A BcE"EHRE=ABILERA
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Causation vs Ex Post Facto Design

A X B & B = 18 5% &1

» Ex Post Facto Design: compare subjects who have exposed to

the IV with those who have not
FERNIEBRANLSBEREBIVIERE

» Methods used: Cross-tabulation and Longitudinal study
T AR N BFMA O

» Post hoc misjudgment: conclusion is unwarranted
FERIWwm ame N EN

Procedure of Experiment

=4 =

- Select relevant variables ZEIZHBENE =

« Specify treatment levels 5 &8I EIE K

- Controlling the experimental environment £# & BRIRIE
« Choosing the experimental design EIZE 3Lt

« Selecting and assigning participants B2 NS B &
- Pilot testing, revising, and testing & 25805, 1B 2R AR
- Data analysis &9

207
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Stages of carrying out a Survey

* Define the objectives of the survey
* Define the target population
; ; Strategy
» Decide on the Sampllng method (type, purpose, time frame, scope, environment)

* Perform a focus group
. . . Data Collection Sampling
b DeS|gn queStlonnalre Design Design
|

» Carry out a pilot survey
« Carry out the main survey
* Analyze and present the results

Research Design

209

Part 4a : Sources and Collection

of Data 2K & 1 & & W &

>Measurement and Scales EEEIRE
« Nature Of Measurement £E A&
* Types Of Data E[IERITELR
« Measurement Scales EEHNRE

=J1L=

»Sampling Design #& A &%5
« Characteristics of Good Sampling Design {FHIEUAR 28 5T AI4E 1]
« Six Steps Of Sampling 618 8 2= BV
+ Major Sampling techniques F ZREUR TS
« Determine the Appropriate Sampling Size R & RIEVIE K
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Nature of Measurement
= EWNARAE (1)

* Measurement process: =EiBR1E
« Three steps: 31E &
+ Select observable empirical events 1% o] 81 22O BR =14
« Develop a set of mapping rules Fi%& —H ¥ FEFR A

« Applying the mapping rules to each observation of that event £
PRSEER =S EARR

« E.g. Examination BI#0%& 5t

» Select chapters to be tested, Iearnlng outcomes intended to achieve
EESHETAR, BNER T BEREENE

« Develop a set of criteria HlxE—E %8|
« Applying the exam questions to students ¥1E24FREHE

211

Nature of Measurement ( 2 )

s EHNAE(2)

»What is measured? tEREE
- Concepts and constructs (Theoretical level) #i2 &% CEiwE M)

+ Objects ¥
* Properties B
« Variables and Operational Definitions (OD) (Empirical level) &7

BRIFER (BEAA)
« E.g. To measure Knowledge of BRAND = E #/BRAND BY%07#;
« Constructs - Knowledge of BRAND 48 - BRANDAJ%N 5
+ OD - performance in the exam, assignments, and projects &7, ThiR, KR

SRR
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>Sample Elements % mATEH

»Empirical ObservationsZ 358 & 22
* e.g. Satisfaction of goods
- Bl R E

>Mapping rule ¥ ER R

> Assign. 7 BC:

5-

4
3-
2
1

Characteristics of Measurement

= & W5 &

Highly satisfied & & m &
- Satisfied i =
Neutral & 14
- Dissatisfied & j =
- Highly Dissatisfied & & & im &=

Symbols 1 2 3 4 5
55

213

Conce ts Of IVIeasurement Scales

F REHNEZE

»What do you plan to do with the data?
Mt EERHMBERIE?
* Description? &% BR ?
* Exploration? & & ?
- Discovering the difference? £ IR & ‘K [ ?
- Findings Of relationships? ¥ & © 1M B9 £8 1% ?
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Data types % 15 & %8

»Four characteristics 4{E45 &

« Classifications: group or sort responses? 7 $8: #87l3i HE Ry (Ol FE?
« Order: numbers are ordered? X fF: IFEHFE?
* Distance: differences between numbers are ordered?
I B YN EERBRFRHIIE?
- Origin: absolute zero? [REh: BEHZ 7

215

Nominal data & & 2{ i&

»With classifications, no order, distance rglationship and
no arithmetic origin BN RERE, BHEGER
SiER

> Least powerful measurement X AEANEE

>Only quantification: frequency count, mode RE=Z1k:
SAERGTE, RE

216
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Ordinal data B8 & & &

»With classifications and order, no distance relationship
and no arithmetic origin B2 MR F, )R B BB AR N
RBEESIER

>Analysis: 7347

- Central tendency: median, percentile DR {E[E): DUE, B
« Analyzed by: nonparametric methods 7 #fr: IES 8754

217

Interval Data & & 21 &

>Equality Of interval ¥ & B & &

>Descriptions: £# ¥
v'"Mean, Standard Deviation (except skew data) 3 19 , 12 # Z= (R &
B R
> Analysis: parametric methods 73 #7 : £ 8 75 &
vT-tests T3l &
vF-tests F 3l &
v'Correlations 18 8 4
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\
N
7\

Ratio data tb = £ &

>With all major features: FTB X E 4524
v'Classification 7348
v'Order RFF
v'Distance FEE
v/ Absolute zero or origin #B¥I = 255k [R 25

> All statistical techniques are usable FTBE #2150 A

219

Types of Scale
+ Nominal (Categorical and Qualitativef& g 4= & ) %% _FiY
 Use: identity (identical or distinct)fH =] (5Z).
+ Examples: marital status, gender, occupation.
* Analysis: frequency, mode (highest frequency).

» Ordinal (Categorical and Qualitative)llEFzHY

» Use: ranking order (higher or lower)

» Examples: brand preferences, letter grades.

» Analysis: frequency, mode, median (middle point).
« Interval (Numerical and Quantitative # 5 4= 4 & )flg; FEEkE

» Use: equivalent intervals.

+ Examples: temperature, brand attitude.

« Analysis: mean (average), standard deviation (-F*#) , 1r/E £.
» Ratio (Numerical and Quantitative)EL ]

+ Use: Ratio.

+ Examples: units sold, weight, price, purchase probability.

» Analysis: almost all kinds of statistics.
220
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Type of Scales

1: (Nominal) (Categorical and Qualitative#+ £ #=14 i )
Which of the four brands of jeans do you like most?
Levi Lee Apple Giordano

2: (Ordinal) (Categorical and Qualitative)

Rank the brands of jeans according to your degree of liking

(1 is most preferred and 4 least preferred).
Levi Lee Apple Giordano .

3: (Interval) (Numerical and Quantitative 4t F#=4( &)

Indicate your degree of liking of each brand.

Dislike a lot Like a lot
Levi 1 2 3 4 5 6 7
Lee 1 2 3 4 5 6 7
Apple 1 2 3 4 5 6 7
Giordano 1 2 3 4 5 6 7

4: (Ratio) (Numerical and Quantitative)

Divide 100 points among the following brands based on your degree of liking for each.
Levi .

Lee
Apple
Giordano :
Total 100 221

Data types Z(iEiE%8

Order X | Distance EEEf | Origin [R24

Nominal &%
Ordinal EF

Interval &R

<X N X X
< < X X

Ratio EE=

< X X X
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How to set measurement for variables in SPSS

ti *Worksheet-10-Q1-Cereal-dataset.sav [Datasetl] - SPSS Data Editor
Eile Eclit iy Data

Transform Analyze Graphs Lttilitie s Add-ons AN Dy Hel
EES [ & mFEk M4 Bl Bl % o%|
| Mame | Type | Wiidth | Decimals| Label | al Missin g Columns Align | feasure
1 brand String 14 o Brand Mone Maon 14 = Left &5 Momina |
2 cht Murneric 11 u} Corme hack t Maone Maon 4 = Right
3 tast Murneric 11 o Tastes ni Mon Man 4 = Right
4 popular Murmeric 11 a Popular with all... PMon Maon B = Right
5 digest Mumeric 11 a Easy to digest Man Maon 4 = Right
E | nouris h Murneric 11 o Mouris hing Mon Man 5 = Right
7 natural Murmeric 11 a Matual flavo Mon Maon 4 = Right
a pri Mumeric 11 a Reasaona bly p Maon Maon 4 = Right
=] foo Murmeric 11 o A lot of food value Mon Maon 4 = Rlight
10 crispy Murmeric 11 a Stays crispy in ... Non Maon 5 = Right
11 fit Murmeric 11 u] Helps keep you Man Maon 4 = Right
12 fun Mumeric 11 u] Fun for the chil... Mon Mon 4 = Right
13
37
38
39
A

T
Data iete_Warjable Wiew |

Sources of Measurement Errors

= & i85 &= B KRR (1)

>Participant 21&
v'Reluctance ~15F8

v’ Temporary factors limit ability to respond accurately
and fully : fatigue, boredom, anxiety & R #9 K K R
AT m B FERYBE ] TR 55, BR1E, £ R

“=4

v Impatience and variations in mood =R BEERIE(E

>Situational factors BN EAIEZE
v'Places a strain on the interview? TEz5 R E FEEE?

224
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Sources of Measurement Errors

= R i RIE(2)

>Measurer £33
v'Interviewer distort responses by rewording, paraphrasing, or

reordering EFLELIEM, K5, SNEMEZHIEHMHEE
v'Stereotypes in appearance and action JMNERFITTENIIAL R

= 0

v'Influences Of voice and behavior BE& 1T AT E
v'Incorrect data analysis methods R 1EfERIEIE ST 504

225

d0ources UT vMieasurement Errors

(3) |
= 8E S AY R O (3)

Instrument T&

- Defective instruments: Bt T E

« Too confusing and ambiguous A& BLF1 = #

« Leading questions 5|E £ &

« Mechanical defects 181 fR 1

« Fail to explore important issues /AR REZM B

226
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Luharacteristics or Good
Measurement ¥ B9 = E B9 45

Vol
=

- ~

- Validity &

» measures what we actually wish to measure

- EERMEREZEZSEENERRA

*Reliability 15&

* Accuracy andﬂremsmn of a measurement procedure Al €82
RZEREE AR E

* Practicality E Rt

« Concerned With economy, convenience B&;E &%, 75 &
* (Details of this part would be covered in Week 3)

227

Construction of Scale (1)

REWNEZ®E (1)

- Research Objectives fFZE B/
«Response Types [BIfEIELE

Ratlncf:; scale: score W|thout makln% a dir ec cQmparison to another

object ‘LA RE: DEIAZ EHEMY) A B EIER
 Number of scale points REZE =
« Alternative scales (styles) ZEXRE (%)
+ Ranking scale HE & 718
« Categorization 734
« Sorting B

228
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Construction Of Scale ( 2 )

REWNEZ®(2)

- Data properties EiEEH
« Nominal, ordinal, interval, ratio 2&HR, g7, BEbE, LAl
« Number Of dimensions/ attributes #E/E 4

« Unidimensional vs. Multi-dimensional —# £ 25 4
* Balanced vs. Unbalanced 4 EA R
«Forced vs. Unforced 5&38 B3Ei838

- Number Of Scale points RERIELE]
Rater Errors L& ERE

229

Commonly used Scales (1)

sHANRE (1)

Rating scales EERE
+ Simple Attitude Scales - Nominal B EHEERE - B&
» Simple Category Scale FHEHRIRE
« Multiple-Choice (Single/Multiple-Response Scale) ZE#12 (E—/ZELQERE)
« Likert Scale (Summated Rating) - Interval 5245 R E (2MMFED) - &E
+ Semantic Differential Scale - Interval FEEZERE - [&fF
« Numerical Scale/Multiple Rating List Scale - Interval 2R E/ZEERE-EH
« Constant Sum Scale - Ratio B F AR E - tE4I
» Stapel Scale - Ordinal or Interval R 75X & F
+ Graphic Rating Scale - Ordinal or Interval or Ratio B, £ - X o & B LAl
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Commonly used Scales ( 2)

sHNBNRE(2)

«Ranking Scales (Ordinal) BEBRE (XFF)
« Paired-Comparison Scale BC¥tEEBR R E

« Forced Ranking Scale s&HIBFHUR E

« Comparative Scale 18¥I R E

231

What is Sampling? 0B ?

 Population: A :

« the subject on which the measurement is being taken I £ IE FE R EVAY I 8
» Total collection Of elements about which we wish to make some inferences

EeRMArEN—tHRNHEBETRNES
« Census - count elements in the population E& - stTE AOFRFFATTE

« Sampling: select some of the elements in a
population so that we can draw conclusions about
the entlre]populatlon A EAPEE—LETE,
?‘21Faﬂl’1¥ FIZAD nIZIFIH:H
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Why sample? B{OZ&AK?

* Low cost &7

« Greater accuracy of results #5 R ZETEE IR K

- Greater speed Of data collection EIEUTEE R

« Availability Of population elements A[1Z X/ o] B4

- Not feasible/ necessary to conduct a census Aa/{7/8BNE

TAOESE

What is a Good Sample?
o 38 & &= &N ?

- Accuracy #HE
« Degree to which bias is absent from bias RREZEZRBERRE
+ No systematic variance ;R B AR ER

* Variation due to some known or unknown Influences that cause the
scores to lean in one direction &£ —L ol ACJHNTES D

ERE, —E5E
*Precision 1&1#
« Sampling error XA $E5R

« Standard error of estimate: the smaller, the better {h5THIIEXEEEFR:

i)\ S

s

233

E4|
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Six Steps of Sampling
B % Y 6 & & &%

« What is the relevant population? fTE 2B AL?

« What are the parameters of interest? & B #AY 2T EE L 812
« What is the sampling frame? /& 2 HixE?

« What is the type of sample? X AAIFEFEZ T EE?

« What size sample is needed? FEZ KR AIRIE?

—+4

« How much will it cost? 1% /D pl AK?

235

What is the relevant population?

TEEHEEAO?

« What is the definition of population in this research study? =&

MRFIERNA LRI E?

» What is the unit of analysis? E.g. Individual? Households?

Families? 2MTRIEAIZ T E? BINEA? EF? KE?
« Any operational definitions involved? B2 1E M ERE?

236
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What are the parameters of

interest?& E @ By & T E = & ?

. Population parameters: descriptors of variables of
interest in the population AZ&: faim AL1RA|
SR

« Sample statistics: Estimators of population

parameters XA ET: ADSBRAET

237

What is the sampling frame?

T 2 =2 M & 1E ?

* The list of elements from which the sample is
actually drawn ERARNERHIERTTERIIFER

*|deal: complete and correct list of population
members only B8 R BEE KIEENALKE

- E.g. telephone directory BIUNEEE H #%

238
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What is the type of sample?
=AM ERE=ETE?
>Probability/ Random Sampling 1 Z=/BE1s i
« Simple random & &8 B 1
. Systematic ENiEl
« Stratified 77 /&

e Cluster %5
« Multi-phase/ Sequential %% & R/

»Nonprobability/ Nonrandom Sampling FF#}=R
| FIEFETE AR

« Convenience 75 1&
« Purposive / Judgmental 1=
b SnOWba" EEE-BJZ 239

Types of Samples Used

| Non-Probability SamplesJE#i= | Probability Samplesif & |
| Simple [ statifica@ |
| Purposive 315 || snowball =z | Random il %2

| Systematic Z 4 H | | Cluster& & |

Convenience 5 {&

Bus Sttt s, A First Course (4e) ©

2006 Prontice-Hall Inc Chap 7-240

120



\¢
N
75

Probability Sampling # 2= i 1%

»>Simple random sample & BB

« Equal chance of selection B # &=
- using random number table/ generator A S FR/IEE SR
« Advantages: B34 :
v'easy to implement with automatic dialing system BB &R A RB ST
+ Disadvantages: A% :
v'requires a list of population elements, BE A[17T&5E,
v'takes more time FEZ R
v'uses larger sample sizes R KRR A FRIE
v Expensive 5
v'produces larger errors £iE AN E52E

241

Complex Probability Sampling (1)
12 Y B R(1)
>Systematic sampling %4 14

« Random start, selects every kth element BB 4R, BiZEkth 7TT=
- Advantages: 824

v'simple to design B5&3

v'Easier to use 851 H

v'Less expensive than simple random sampling tbf& BB BRI E E
- Disadvantages: tR24

v'Periodicity (e.g. 1 week, 7 days) bias sample

BHEM (BIHN1EHE, 7TH) - BREOKER
v’"Monotonic trend in the list — bias sample

HIRFHNERBED —» AR EAVEE
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Complex Probability Sampling ( 2 )
%E A OHY M = MR (2)

>Stratified Sampling (1) 723 [E#x

* Divide population into subgroups (homogeneous) and
randomly choose elements within each subgroup B AL FH
AER/NA (EE )EBUA&EEH HER TR

« Why stratified? 27>

v'To increase sample's statistical efficiency EIEMEARBIAET
B

vTo prowde data for analyzing the various subpopulations 12
HEE AL

v'To enable different research methods to be used in different

strata £ A BRI FE B £ ARV RT3

243

Complex Probability Sampling ( 3 )
*EOHY B =R M A% (3)

>Stratified Sampling (2 ) 72 Btk

- Proportionate vs Dlsproportlonate Sampling EbA1 E23EEE Bl

« Process of stratified sampling: 73 #9812
v'Determine the variables to use : JREFERNES:
v'Determine the proportions of the stratification varlables in the population

REAADHN D EBEE/RELH

v'Select proportionate or disproportionate stratification 2 1Z L3, A AL EEBIR 7 [E
v'Divide the sampling frame into separate frames #&HRE 7 &l A 1B 1L RIAEZS
v'Randomize the elements within each stratum 7£ & P& /&8 P RIEHE TR
v'Follow random or systematic procedures to draw the sample

i PN L E L
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Complex Probability Sampling ( 4 )
2 # BY B 2 1 % (4)

>Advantages 224
« Controls sample size in strata TE £ & P ITH X KA R1E
« Increased statistical efficiency IR &/ atE
« Provides data to represent and analyze different subgroups &t

ENEED S a2 NEIFE ]
« Enables use of different methods in strata EE S ERREN T E

»>Disadvantages th2h

* Increased error if subgggups are selected at different rates =R /)\
AR ELAI R EE B NRRE

- Expensive (3 &

245

Complex Probability Sampling ( )
. . .
T E Y

>Cluster Sampling B#£E R
v'Divide into subgroups and randomly choose la number of
subgroups to study 73 /) B I BB I IE —LE/ N AH AR
v'Economic efficiency vs Statistical efficiency & BB M EAF T BN
v'Design 525t
« How homogeneous are the clusters? #&EHBZ T2
« Shall we seek equal or unequal clusters? FEZES I A EEHELE?

« How large a cluster shall we take? EfEE%K?

« Shall we use a single-stage or multi-stage cluster? I FifE S FHE —PSEREL
ZPEER B EE?
 How large a sample is needed? EE% KR A?
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Nonprobability Sampling (1)
JF MBE = M A& (1)

>Why Nonprobability Sampling? &{alJE#E = %
« Exploratory study only X =14 5E
* Lower cost B A% <
« Time constraint A& PRl

» The only feasible alternative: e.g. the list of
population is not available, high errors

IE— o] ITREE: AINADSIRACTH, SRE=

247

Nonprobability Sampling ( 2 )
JEME AR (2 )

»Convenience Sampling 77 {E B
« Unrestricted sampling PR &Il A9 BV
« Cheapest and easiest to conduct & F X &EBS 1T
« No controls to ensure precision R B IEHIERIBEE
>Purposive Sampling I =2
« Judgment sampling #Ef ik
« Quota sampling BcZEHE
»>Snowball sampling &R B K iMix

248
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What size sample is needed?

e o KR A RIE?

»>The larger sample is used when & ... EFHRENERA:
« The greater the dispersion & K9 F
» The greater the desired precision of the estimate
BAPMEREETIBE
« The narrower the interval range BR%E R & & &5 &
« The higher the confidence level in the estimate & 5tHE EKFE S
» The greater the number of subgroups of interest within a sample

EZNAEN: RS i
»If sample size exceeds 5 % , smaller size is ok

MR ABKNKELS %, ﬁ‘d\ﬂ’]?ﬁ*ﬁﬁf—]u?

249

Determine Sample Size ( 1)

RERABRN (1)

>Information needed: BEMNE;
« Precision desired & fEHIEE
« Expected dispersion in the population F8H8 A 738X
« Population Size A [#R1&
« Whether a finite adjustment is needed & EE

PRAEZE
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Determine Sample Size ( 2 )

RERBRIN(2)

>Precision desired: iHEHEIEE
* The confidence level wants in the estimate
AEEMETINEREKE
*E.g. 95 % Confidence (Z = 1.96)
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Determine Sample Size ( 3 )

RERAKRKIN(I)

>Population Dispersion A%7%
» The greater the level of dispersion, the larger the sample
needed DEEEHA, RAFTZHA
» Used standard deviation of the sample as a proxy:
5 AR ARRIEEEFE
v'Obtained from previous research L BIRATEER
v'Pilot test or pretest of data instrument ¥ 28R 8B T B
v'Rule of thumb
AIFHERA
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Determine Sample Size ( 4 )

RERAKXKIN(4)

>Population size ACJ#R&

*When the size of sample > 5 % of the
population, the finite limits of the population
constrain the size needed

BIRANARE >5 % AL, ARAAL PRSI
« Sample size Correction: n, = NnN/(N+n-1)

AR E

Calculating Sample Size - Based

on Means I ERAR/N - IRIFF 1T

Z = (i—,u)/()‘;

Ty = Estimate Population Dispersion

Sqg Root of Sample Size

a « = Level of Precision (Difference) / Z

Thus: o/~“n=D/Z = n= Zxoc/D

n=22xag2/ D=2
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Example 5l F :

1. Specify level of precision & EfEE/K¥: 0.1
2. Specify confidence level 5 E&E7K¥: 95 %
3. Determine z value JRERIZ{E: 1.96

4. Estimate standard deviation of the population
hEr ACIRIAZ#EE - Assume range from RE&E5E
1 to 6, o or Obtain from previous studies 2 Z Ail
MR BEE: o=1

Example 3 + :

5. Determine sample size R EE AR IE
n=(1x196)2/0.12
=384.16
6. Assume Population Size 5% A [ #R1%= 10,000, adjustment needed
SEFHEL: n.=nN/(N+n-1)
n, = 384.16 x 10,000 / ( 10,000 + 384.16-1)
= 369.98
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Determine Sample Size: Proportions

R E I A KN LB B

n =n(1- n) x z? / D?
= level Of precision HBEK¥(p - n)
n - Estimated from previous research

e LART R B 55 P 388

-Orassume =, fix 582 n = 0.5

Part 4b : Sources and Collection of

Data R I8 & 2 & UX &

>What type of data is needed? FEZ {1 EIEENEIE?

»What communication approach will be used?
ZRTEERGIAR?

»Should the question be structured or unstructured?
[ EF‘EZ%T%%‘JZ?E 518167

»Should the questioning be undisguised or

disguised? &l = A B B HL?
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Phase 1 : Instrument Design
%_l}}:’:‘l I,E'\ﬂxﬂ

>Select Scale Type EEREELHE
v'Nominal &%
v'Ordinal X%
vInterval & &
v'Ratio tE%l

>Select Communication Approach EEBEA T
v'Personal & A
v'Phone &3
v'Electronic &
v'Mail 2
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Phase 1 : Instrument Design
Bllz‘z'ib Eﬁ . I ,E\ nR A

>Select Process Structure E1FEBE4518

v Structured Unstructured Questlons and/or Combined questions

B, FFEBIERER | SRS
\/DISQUIsed vs. Undisguised (il 21 = A 18 &
v'Willingly shared, conscious-level information
BEENZE, AEHEENER

v'Reluctantly shared, conscious-level information
AEBEZ, BEHEERNER

v'Knowable, limited-conscious-level information

o, BRNEBERNER

v'Subconscious-level information EE BN EX =L
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Phase 1 : Instrument Design
= — B k:1LH®ES
Examples: 5+

« Willingly shared, conscious-level: Disguised FER =, BE4K: (&

v'Have you attended the showing of a foreign language film in six months? YR7E

BEeBEHBGLERAIETHNER?
* Reluctantly shared, conscious-level: Projective
AEREZ, BER: =5

v'Have you downloaded copyrighted music from the Internet without paying for it?

MBLESEOMAE N B RERNSZBRBEE?

v'Do you know people who have downloaded copyrighted music from the
Internet without paying for it? /RENGE S £ B 48 NS BRER S ZBRBTEE
15?2
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Phase 1 : Instrument Design
= — [ B : L A&t

>Knowable, limited-conscious-level: BJ%l, BRINEHEX:
v'No direct "why" 8 E B #HM" R E
v'What is it about air travel during stormy weather that attracts you?

BSRERXIEPIRITATERSIR?
»>Subconscious-level information: ;&R & ARKAVE N
v'Seeking insights by probing BB &=k B A2
v'Projective techniques? Fit the requirement by they are difficult to interpret
RARIM? FEZEK, B8 UEE
v'Would you say, then, that the comment you just made indicates you
would or would not be likely to shop at Galaxy Stores?

MEER, (BT RENERERE, REATEoEERTAERBYIE?
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Phase 2 : Constructing and Refining

Questions E_[8Ek: BEN =M E
>Aims B

« Encourage participant to provide: 5%B)< Bl 12 it
v'Accurate responses MR
v'An adequate amount of information &= I AT

- Discourage participant from £1fE £ 2%
v'Refusing to answer specific questions 1E4E [0l & 45 EE B
v'Early discontinuation of participation 12 A% | £: 6

* Leave the participant with a positive attitude

-:sa%f/_\i[ %J—F_'fJ—_EEE(]%E
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Phase 2 : Constructing and
Refining Questions

£ _PfEk:\®EHMxEE E

»Question Categories and Structure

BRERY 2 F 04518

» Administrative Questions 17X &8
v'Interviewer & &
v'Code no. RiGTREL

« Classification Questions 7> 485 &
v'Sociological-demographic variables e.g. age, gender, income

tZFEAOZEWFER, 45, WA
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Phase 2 : Constructing and
Refining Questions

%:B&.%Lﬂl = [& &

»>Target questions BRI
- Investigative questions A& &
« Structured (closed questions) #4115 ( FEARIER )
» Unstructured (open-ended questions)

JEAEEE (AT RRE)
- Affected by type of interview R FERIFE

Phase 2: Constructing and
Refining Questions

5 _ 5 Ex.%@ﬂl%%%ﬂaﬁ

>Three Key Issues 3{E EdHE:ERE

« Question Content BEREAS
» Question Wording %8 Fza)
« Response Strategy [0l & S B
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(1) Question Content & @& A &

»>Should this question be asked? E&EREIREEZRENS?
« Issue 1 : Purposeful vs Interesting 75 1 ¥ 4 E2 5 it

»Is the question of proper scope and coverage?

BEEEEESNEERES"?
« Issue 2 : Incomplete or unfocused REE T A £

« Issue 3 : Multiple questions (e.g. double-barreled question?) Z1E
B (EERERE?)

* Issue 4 : precision B2

267

( 2 ) Question Content & & A &

»Can the participant adequately answer this
question as asked? 2 E O] 7 53 B ZFiEE R =ERIS?

* Issue 5 : Time for thought B2 %]

. Issue 6 : Participation at the expense of accuracy - filtering? TEARHIEEZ Y
25 - BJE?

* Issue 7 : Presumed knowledge 1B & £0 5

+ Issue 8 : Recall and memory decay [BI138 R E=RIE

* Issue 9 : Balance (General vs Specific) %7 (—i%EB45TE)
+ Issue 10 : Objectivity ZE 4
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( 3 ) Question Content & @ A &

»Will the participant willingly answer
this question as asked?

SAXBERLEERHE?

*|ssue 11 : Sensitive information 8ELE
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(1)Question Wording & & H &3

*Issue 12 : Shared Vocabulary? 3 ?nj%’)
« Simple vs Complex words & BB 5T
- Interviewer with content knowledge 55 & %J‘W%“E%HE‘&%
« Commonly known, ambiguous words R FTE %0, &M o] iURE

« Precise words &)=
*Issue 13 : Unsupported Assumptions Az #5{RER
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(2 ) Question Wording & # H 3@

s Issue 14: Frame Of Reference 2B E ¥

+ To learn frame of reference used by the participant £ 7 i BIEHSIRE %
« To specify the frame of reference 45 EHN SR E %

«Issue 15: Biased Wordings? R RIF 55
* Adjectives 2 &7
» use famous names? EAZEZHNEF?
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( 3 ) Question Wording & & H &

*Issue 16 : Personalization vs. Projection? {Elt4{EE23% %857

«Use " you”in question? f F“/R"BYRERE?
* Be consistent —E 1

*Issue 17 : Adequate Alternatives ESHEK

272
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Phase 3 : Drafting and Refining
the Instrument

PR EFZHM>x LA

>Introduction & 77
* E.g. Good evening. May | please speak with you? ...

Bl F: M _Eif. BB ERRER A5 o] LAG?
>Participant Screening £ Bl EfE

273

Phase 3 : Drafting and Re fining
the Instrument

F—fEER: EEM5EELE

»>Measurement Question Sequencing HI=RIEHER
« Awaken interest and Motivation M5 fE Bk F) & 1
- Sensitive and Ego-involving information 8 B S EHE
=

« Simple to Complex f5 28 218 4

« General to Specific — #2245 &

» Question groups and Transition &8 48 E2 §& 7Y

* E.g. The next set of questions will ask about your ...

- g M —HHRBEE /IR .
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Phase 3 : Drafting and Refining
the Instrument.

F_fEkKR:EEZE5xE LA

>Instructions i AA

« Be simple and polite &8 K& &37H9

« Topics include: EEEE

« Termination of an unqualified participant #Z [F RS 18NS ELE
- Termination of a discontinued interview #& |F B 4% |FRY £ B
« Skip directions Pk E

« Disposition instructions Bt & 3% iR
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Overcoming Instrument Problems

=

- Build rapport with the participant 17 1 £ B E R %

- Redesign the questioning process E# &5t s 1E T2

» Explore alternative response strategies
RESNELHRE

 Use methods Other than surveying to secure the data f&
RS LISNO AR IR EUE

« Pretest all the survey elements FRRIFTBEERETHTE
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Response Strategy [E ¥ & B -

>Major Options X EiEE
v'Open-ended Questions B = & &
v'Close Questions {Fz{ &
v'Dichotomous selection _JTiEE
v'Multiple choice #E1EE
v'Checklist /B E
v'Rating 7>
v'Ranking Bt

277

Writing Question

@ Open-ended or closed-ended.

Q: Why did you purchase Headline Daily?

Q: Why did you purchase Headline Daily?
A. More entertaining. B. More colorful.
C. Better paper quality. D. Others. Please specify .

m Response categories should be mutually exclusive and collectively
exhaustive.

Q: which of the following categories best describes your total household income?
1. $10,000- $15,000 2. $15,000 - $25,000
3. $25,000 or higher

278
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Writing Questions

mDo respondents have the necessary information?
You could easily get the service you needed in the IVRS.
a) Strongly Disagree; b) Disagree; c) Neutral; d) Agree; e) Strongly Agree

aWill respondents give true answers? (Sensitive or embarrassing questions.)
- Other people approach.
1. Did you cheat in Business Statistics final exam?
2. Do you think students cheated in Business Statistics final exam?

279

Writing Questions
« Use simple words, avoid vague or ambiguous&- 83 A5 52 i words.

How often do you read newspaper?

A. More often than not% £ B. Sometimes
C. Occasionallyfi & D. Never

» Avoid complex questions.
What are the total number of minutes you spent Canteens last week?

 Avoid questions with multiple purposes.

Q1: Are you satisfied with price and convenience of 5 floor canteen of CityU?

Yes No Not Sure
Q2: Do you think that McDonalds has fast and well-mannered service?
Yes No Not Sure 280
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Choosing Response Strategies
= g H RS

*Issue 18 : Objectives Of the Study tHFEEHAY
« To classify the participant? &£ &5 $8?
« To discover opinion and degrees of knowledge 25IR 18 K AIBAEE

*|ssue 19 : Level of Information E&H K

*Issue 20 : Thoroughness of Prior Thought EEZ Al
BERHEUE

*Issue 21 : Communication Skill j&i@#%15

*Issue 22 : Participant Motivation £ &)

281

Value of pretesting

fa 5t Al &l By (8 1B

- Participant interest £ B3 4 il il

- Meaning 2%

« Question transformation REIZEEE1{E
« Continuity and flow & 4 AR 12
« Question sequence B R IEF

« Skip instructions Bki8iER

- Variability & 24

» Length and timing & & &

282
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Abstract

Mobile communication has made an impact towards interaction between people while conducting business either locally or
internationally. The expansion of mobile communication technology e.g. wireless internet, mobile phone and Global Positioning
System (GPS) are constantly evolving and upgrading as a result of consumers' changing needs and preferences. Therefore, this
paper examines about factors influencing purchasing intention of smartphone among university students. The result shows that
three variables that are product features, brand name and social influence have significant relationship except one variable,
product sacrifice that has no significant relationship with purchasing intention.
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1. Introduction

A mobile communication device is basically designed to convey traditional voice between two individuals,
sending text messaging and executing basic functions, nevertheless cell phone had undergone numerous
transformations, making its functionalities increasing tremendously against time resulted from the changing needs of
cell phone subscribers (Kushchu, 2007; Hakoama and Hakoyama, 2011).
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Research from Strategy Analytics revealed 1 billion of smartphones are being used worldwide, a penetration of
1in 7 while in Malaysia, the penetration for comparison stand at 1 in 4 and the highest percentage, 17.3 percent of
smartphone user’'s age is between 20-24 years old. In current situation, consumers no longer view smartphones just
as devices for calling and texting, instead as multi-use devices for gaming, socializing, and downloading
applications which results in a radical shift in behaviour patterns. A survey done by Ericsson, 2014 reported that
smartphones adoption is predicted to increase dramatically during the coming years with smartphone subscriptions
growing by almost five times between 2013 and 2019 which will resulted in an excess of 700 million smartphone
subscriptions in the South East Asia and Oceania.

1.1. Problem Satement

Mohd Azam Osman et al (2012), agreed that smartphone technology is changing peoples' behaviours especially
young adults however surveys that have been carried out are still insufficient. There are lacks of understandings on
the behavior and consumers’ preferences towards the smartphone usage especially for young adults. According to
Ericsson Consumer Lab (2013), 57 percent of university students use smartphone, 60 percent feel addicted to their
phone, while 75 percent of them sleep next to their phones, 88 percent texted in class, 97 percent use them for social
networking, and 40 percent utilized smartphone to study before test. In addition, the industry of mobile phone
always showed drastic and tremendous changes or development in the telecommunication market. New models of
smartphone are launched to the market from time to time in order to gain the competitive advantage in the market.
The evolution of smartphone market has affected the users especially the young generation in term of motives and
choice underlying the smartphone buying decision process.

1.2. Research Objectives

The main objective of this research is to determine the significant influence of product features, brand name,
social influence and product sacrifice on the demand for smartphones among Malaysian students particularly among
university students.

1.3 Research Questions

Is there any significant relationship influence of product features, brand name, social influence and product
sacrifice on the purchasing intention of smartphones?

1.4 Research Hypotheses

H,: There is a significant relationship between product features and purchasing intention of smartphones
H,: There is a significant relationship between brand name and purchasing intention of smartphones

Hz: There is a significant relationship between social influence and purchasing intention of smartphones

Hg: There is a significant relationship between product sacrifice and purchasing intention of smartphones

2. LITERATURE REVIEW

The first cellular network in Malaysia is being introduced by Telekom Malaysia in 1985 and the country
successfully distinguished itself by becoming one of the first countries in the Asia-Pacific region to introduce mobile
telephony. Afterwards, in 1989 Celcom the second cellular operator started introducing Automatic Radio
Telecommunication 900. Followed by adopted 2G network system in the middle of 1990 and by 2004, the company
had launched 3G high speed cellular services (Avaxx Mobile Technologies, 2011). In 2000, Celcom introduced
Wireless Data services and in March 2003, two 3G licences were issued with the first service beginning in May
2005 in certain densely populated parts in Malaysia (M2M Evolution, 2009). Recently, Malaysian Communication
and Multimedia Commission (2012) have reported that 86.3 percent Malaysian citizen own cell phone and among
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handphone users, Malays form the predominant ethnic group accounting for 66.1 percentage among all users.
2.1 Purchasing Intention

Purchase intention is planning in advance to buy certain goods or services in the future, not necessarily to
implement the purchase intention due to it is depends on individual’s ability to perform (Warshaw & Davis, 1985 in
Qun et al., 2012). According to Blackwell et al. (2001), what is cross in the customers' mind signifies intention to
purchase by them. The similar researchers state that consumers will go through the process of recognized the
product to purchase, then they will find the information about the product, evaluate, purchase and feedback.
Therefore, they will purchase a product after making research in advance so that they will purchase right product
that meet with their needs and wants.

There are many choices brands of smartphones in the market in order to satisfy the customers’ needs and wants.
Therefore, different consumers will have different tastes and preferences. Thus, the behaviour of consumers to
purchase are depending to their characteristics such as brand name, price, quality, recreation and innovation
awareness, mixed up with other choices as well as impulsiveness (Leo et al., 2005). Thus, it is important to examine
factors that lead to the consumer’s decision to purchase a smartphone. This study is to examine variables such as
product features, brand name, social influence and product sacrifice towards purchasing intention among consumers
of smartphone.

2.2 Product Features

Nowadays, there are many high technology features of smartphones in the market. Thus, different people will
choose different features of smartphones that can meet with their needs and desires. According to Oulasvirta et al.
(2011), smartphones nowadays are being featured with wireless connectivity, a built-in web browser, application
installation, full programmability, a file management system, multimedia presentation and capture, high-resolution
displays, several gigabytes of storage and location as well as movement sensors. Based on previous research, there
are five design characteristics of mobile phone being preferred by consumers such as camera, color screen, voice-
activated dialing, internet browsing and wireless connectivity (Ling et al., 2006). Based on study done by similar
researcher indicates that the respondents that mostly college students more prefer to purchase mobile phone due to
its physical appearance, size and menu organization.

Product features can be defined as the attributes of a product that can satisfy consumers' preferences through
having the product, using and applying the product (Kotler & Armstrong, 2007). According to Lay-Yee et al (2013),
hardware is the surface of device that can be physically touched such as body of the smartphone, size, weight, color
as well design. Meanwhile, software includes computer programs, procedure and documentation. In addition,
operating platform, storage or application also can be categorized as software. There are several types of operating
software such as iOS, Android, Windows, RIM Blackberry, Symbian, Bada and maemo.Hardware and software can
be categorized as product features. Based on previous research conducted by Russell (2012), consumers in Malaysia
mostly prefer Android consists of 41%, followed by 10S with 18%, RIM Blackberry and Windows recorded the
same with 6%. The users in the other countries such as Singapore, Australia, New Zealand, Thailand and Vietnam
mostly use Android operating system. Based on previous done by Lay-Yee et al (2013), 31% of users prefer
software compare to hardware only 17.6%. This indicates consumers will look more on software rather than
hardware in purchase the smartphone.

2.3 Brand Name

Organizations will always find ways to differentiate them from the others especially in smartphone industry that
keep always changing the technology. The organizations have to find new technology that not available in the
market and meet demand the customers. Brand name can be an identity and exclusivity that represent the
organization. Brand name can be as name, term, symbol and design to differentiate the organization from the
competitors. According to Cornelis (2010), most of organizations emphasize about brand name that can be as an
invaluable assets to their products and services. This can be the competitive advantage to the organization.
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Nowadays, customers prefer smartphones that have unique features such as could quickly display information
with minimal aggravation and clear graphical interface for touch screen interactions (Norazah, 2013). For example,
brand of Samsung, BlackBerry, Apple HTC, Nokia, and LG are smartphones mostly purchased by the customers.
According research done by ChangeWave Research (2010), smartphones brand of Apple has high number of
customers that loyal to the brand due to it differentiate different types of customers by selling different versions
with different amounts of storage space and different colors at different price points. Based on previous research, it
was found that product’'s brand name influence customers’ evaluation and affect to their buying decision
(Khasawneh, 2010). This also can be supported by the other research done by Norazah (2013), brand name was
found to have a significant effect on the demand for smartphones among Malaysian students'.

2.4 Social Influence

According to Rashotte (2007), social influence is about changing of feelings, attitude, thoughts and behavior,
intentionally or unintentionally influenced by the other person. It is due to the interaction with other people that
know each other such as parents and peers. Consumers would be influenced by media, parents and peers in order to
purchase the smartphones (Nelson & McLeod, 2005). Nowadays, people can develop their social network online
through social media such as Facebook, Twitter, Instagram and so on. They can find not only the information
regarding smartphones but they can also get comments and product reviews from the other users that currently or
previously used the smartphones.

According to Kotler and Armstrong (2007), consumers' action is being influenced by people surrounding them.
They would seek for suggestion, advice as well as experiences of people that already purchase and use the
smartphones. They might tend to get it from different type of people especially for those that close to them such as
friends, peers, family members and spouse. Based on previous research conducted in Malaysia by Mohd Azam
Osman et al. (2012), 35.6% of the respondents prefer to purchase the smartphones according to the trend in the
community. This can be supported by research done by Suki and Suki (2013), young generation especially students
depend highly over people surrounding them in order to purchase the smartphones. Consumers tend to get advice
and opinions from their friends and families based on features of smartphones and will purchase the similar
smartphones that their friends and families use.

2.5 Product Sacrifice

Consumers might find information regarding a product that they want to purchase based on their tastes and
preferences. The consumers also will make comparison between different types of the products so that they can
purchase their products within their budget suit with their needs and wants. Other than that, they also make
comparison in term of quality, benefits as well as price of the product. They also need to sacrifice to purchase other
things in order to get their preferable products. Product sacrifice can be said as giving up something important or
valuable to consumers in order to purchase smartphones.

Consumers can sacrifice to buy other things in term of monetary and non-monetary cost (Zeithmal, 1996 in Sok,
2005). Monetary cost can be in term of purchase price, acquisition cost, transportation, installation, order handling,
repairs and maintenance risk of failure or poor performance. Meanwhile, non-monetary costs can be in term of time
cost, search cost and psychic cost when it comes to make decision whether to purchase or re-purchase smartphone.
Therefore, consumers will sacrifice not only in term of monetary but also non-monetary costs such as time, effort
and energy in finding the information about different brand name of smartphone in advance before making decision
to purchase smartphones. This can be supported by previous research done by Sok (2005), there was positive
significant relationship between product sacrifice and purchasing intention among consumers.

2.6 Theoretical Framework
According to Sekaran & Bougie (2009), theoretical framework is the foundation on which it is a logically

developed, described and elaborated network of associations among the variables deemed relevant to the problem
situation and identified through such processes as interviews, observations and literature review.
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I
PRODUCT H1
FEATURES
H2
BRAND NAME PURCHASING
INTENTION
SOCIAL H3
INFLUENCE
PRODUCT
SACRIFICE H4
[

Fig. 1 Adapted from: (Chow M. M., Chen L. H. & Wong P. W. (2012), Conceptual Paper: Factors Affecting the
Demand of Smartphone among Young Adult, 2012)

3. RESEARCH METHODOLOGY
3.1 Samples

This study uses both types of data collection method which are primary and secondary data. This study used
survey questionnaire as the primary data source by using questionnaire, while in the secondary data collection is
from journal, articles, internet, text book, media publications, electronic library database and article. According to
Krejcie and Morgan (1970), if the population is around 7,000, the respondents needed are 364. Therefore, in this
research, 367 sets of questionnaire were distributed to diploma students who study in Universiti Teknologi MARA,
Kedah. The target population is the collection of the elements or objects that possess the information the researcher
is seeking for (Malhotra and Peterson, 2006). This research selects diploma student of Universiti Teknologi MARA,
Kedah as a main population to draw conclusion about the entire population which approximately of 6,993 students
that gathered from 7 faculties.

4. DATA ANALYSIS

According to Sekaran (2003), the objectives of data analysis are getting a feel for the data (descriptive analysis),
testing the goodness of the data (scale measurement) and testing the hypotheses develop for the research (inferential
analysis). Statistical Package for Social Science (SPSS) technique computer software version 20.0 is used to
conducted data analysis in this research. The results are then analyzed.

41 FINDINGS

The demographic characteristics of respondents are depicted in Table 1. Based on gender background, 20.2% of
the respondents are male, whereas the percentage of female respondents is 79.8%. The majority of the respondents
fall in the age group from 18-19 years old which recorded at 54.5%, followed by 42.5% for the age level from 20 to
21 and only 3% of respondents with the age above 21.
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Table 1. Demographic Characteristics

Items n %
Gender
e Male 74 20.2
o Female 293 79.8
Age (years)
e 18-19 200 54.5
e 20-21 156 425
e Above?2l 11 3.0
Budget range
e Below RM 300 56 15.3
e RM 301 -RM 600 128 34.9
e RM601-RM 900 98 26.7
e RM901-RM 1,200 41 11.2
e Above RM 1,200 44 12.0
Number of hand phone
e 1 hand phone 211 57.5
e 2 hand phones 140 38.1
e More than 2 hand phones 16 44

Meanwhile, for the price or budget range to purchase a smartphone among students, 15.3% of respondents is below
than RM 300, 34.9% for budget between RM 301 — RM 600, and 26.7% of respondents are willing to spend RM
601 — RM 900 for purchasing a smartphone. On the other hand, for the high budget category of smartphone, there is
only 11.2% of respondents are allocating expenditure between RM 901 to RM 1,200 and only 12.0% of students are
willing to spend more than RM 1,200 for purchasing a smartphone. Next, survey on number of hand phone owned
by respondents showed that most of the students (57.5%) have 1 hand phone. Only 38.1% of respondents are
reported that possessed 2 hand phones while 4.4% of respondents have more than 2 hand phones.

Table 2. Reliability Analysis Test for Dependent and Independent Variables

Variables No of Items Alpha
ALL 18 0.778
Purchasing Intention (PI) 4 0.760
Product Features (PF) 4 0.699
Brand Name (BN) 3 0.611
Social Influence (SI) 3 0.612
Product Sacrifice (PS) 4 0.729

Cronbach’s alpha coefficient is the most frequently used to test the internal reliability of the items used in the
study. Cronbach’s apha reliability coefficient normally ranges between 0 and 1. If the value of cronbach’s alpha
coefficient closer to 1.0, it means that the greater the internal consistency of the items in the scale. All 18 items used
in this study obtained Cronbach’s alpha value with 0.778 which greater than 0.6. This indicates that al | questions for
the independent and dependent variables are standardized and can be accepted as refer to the rules of thumb about
cronbach’a alpha coefficient (Nunnally & Bernstein, 1994). The cronbach’s apha of 4 items measuring purchasing
intention (PI) is 0.760 which is highest as compared to other variables used in the study. The second highest value of
cronbach’s aphais 0.729 which used to measure product sacrifice (PS) with 4 items. Next, the 4 items measuring
product features (PF) recorded at 0.699 for cronbach’s alpha. Meanwhile, the cronbach’s alpha value for the social
influence (S1) is 0.612. The lowest value of cronbach’s aphais0.611 which obtained by brand name (BN) with total
3 items.

The main focus in this study is to examine the relationship between dependent variable and dependent variables.
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The result of Person Correlation Analysis is showed at Table 3.

Table 3. Pearson’s Correlations Coefficient

Variables Pl PF BN Sl PS
Pl

PF .359**

BN .280** 494>

Sl 307** .280** .284**

PS .061 .083 163** -.045

Notes: **p<0.01

Hypothesis 1: There is a significant relationship between product features (PF) and purchasing intention (PI).

The results showed that a significant positive correlation coefficients between PF and PI (r = .359, p<.01). Rules of
thumb have been suggested to characterize the strength of the association between variables (Hair et al., 2007). The
result demonstrated that the strength of association between PF and Pl was weak.

Hypothesis 2: There is a significant relationship between brand name (BN) and purchasing intention (PI)
A significant positive correlation coefficients showed between BN and Pl with the value of .280 (p<.01). The
strength of relationship between BN and P1 was weak.

Hypothesis 3: There is a significant relationship between social influence (SI) and purchasing intention (PI).
The final findings indicated that there is a significant positive correlation coefficients between Sl and PI (r = .307,
p<.01). The correlation coefficient gained shows a weak relationship.

Hypothesis 4: There is a significant relationship between product sacrifice (PS) and purchasing intention (PI)
The results showed that there is no significant relationship between PS and PI.

Thus, H1, H2 and H3 are accepted and H4 is rejected. In summary, this results shows that there is a significant
relationship between PF, BN and Sl towards purchasing intention of smartphone among university students in UiTM
Kedah.

5. CONCLUSION AND RECOMMENDATION

The purpose of this study was to investigate the factors influencing purchase intention of smartphone among
university students in Malaysia. Specifically, this study examined the relationship between product features, brand
name, social influence, product sacrifice and purchase intention of smartphone. Data was gathered from 367
diploma students from UiM Kedah and analyzed. Four hypotheses were presented to test the relationship between
the independent variables; product features, brand name, social influence, product sacrifice and purchase intention
of smartphone. The finding indicated that three hypotheses were supported.

This study confirmed that product features was significantly and positively related to purchase intention of
smartphone. Thus, the first hypothesis (H1) is supported. The result was consistent with the findings of the previous
studies. It was found that product features was positively related to purchase intention of smartphone (Ling et al.,
2006; Lay-Yee, Kok-Siew, & Yin-Fah, 2013). The finding showed that there was a significant and positive
relationship between brand name and purchase intention at p=0.01 level. However the strength of the relationship
was weak. Hypothesis 2 is also supported. This result is consistent with the findings in previous studies which had
suggested a positive relationship between brand name and purchase intention. Lay-Yee et al. (2013) has conducted a
study among Malaysian generation Y in Klang Valley, Malaysia. The study indicated that smartphone purchase
decision of Generation Y is influenced by brand name. Smartphone manufactures could emphasize on brand name
when promoting smartphones to students. Besides, brand managers may draw a good loyalty program for their
existing customers in order to retain them.
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This study also found that there was a significant and positive relationship between social influence and
purchase intention of smartphone. Thus, Hypothesis 3 is also supported. Similar findings were reported in the study
of social influence and purchase intention (Mohd Azam, 2012; Suki & Suki, 2013; Lay-Yee et al., 2013). According
to Ibrahim et al. (2013), social influence was found to be positively related to purchase intention of smartphone and
the strength is moderate at 0.463. The study was conducted among adolescents aged 19 to 26 years in Perlis. Ting et
al. (2011) also found that university students' dependency on smartphones is influenced by social influence and
dependency is positively related with purchase behavior. Ting et al. (2011) recommended that marketer could
possibly stimulate positive word-of-mouth among friends and family to encourage more university students in using
smartphones. Social influence may be a key role in the use of smart phone since the decision to use the smartphones
isbeyond individuals' independent decision-making (Park et al., 2013)

However, we found that product sacrifice did not have a significant relationship with purchase intention, as we
hypothesized. The result in this study contradicted the findings of Sok (2005). This contradictory finding could be
attributed to the sample use in this study. Smartphone has become parts of the daily usage among university students
and they will not sacrifice something important in order to purchase smartphones.

The findings of this study have several implications for the smartphone producers. This study resulted in
information that will provide smartphone producers on factors that influence purchase intention of smartphone. This
study concludes that product features, brand name, social influence are positively related to purchase intention. The
present study was not without its limitation. First, given the cross-sectional research design of the study, no causal
relation between the variable could be inferred. To obtain further support for potential causal links between these
variables, future studies should be based on longitudinal design. The second limitation was the sample was limited
to the UiTM’s students. As such, the findings might not be applicable to the students in other universities in
Malaysia. Consequently, research is needed on different samples across university students in order to improve the
generalizability of the findings.

In conclusion, the present research helps us to understand the importance of product features, brand name, and
social influence on purchase intention of smartphone among University students. Contrary to expectation, product
sacrifice did not have a significant relationship with purchase intention. Future studies need to be carried out to
investigate other factors which may influence purchase intention of smartphone. In sum, the results of this study
suggested that it is very importance for the smartphone manufacturers to understand what determinants influencing
University students purchase intention towards smartphone because they represented the future main uses of
smartphone. Moreover, it is the key to increase their own market share within the respective market segment.
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Example for creating questions of Survey from Google Form

https://www.google.com/forms/about/
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https://www.google.com/forms/about/

Example for creating questions of Surveyfrom Google Form

~
. ’
Hong Kong Federation of Women'’s Centre
f . .
ERB Course student’s satisfaction and
student loyalty research
This survey aims at finding out how the Service Quality, Brand Image, Student Expectation by different gender to affect
Student’s Satisfaction of the ERB Training Course Service in Hong Kong.
1. lam satisfied the teaching facilities which ©
provided by Hong Kong Federation of Women's Tr
Centers (HKFWC). R
Genters (HKFWC) -
o
1 T
=
1 strongly disagree
5  strongly agfee X
e v
student loyalty research "
This survey aims at finding out how the Service Quality, Brand Image, Student Expectation by different gender to affect
Student's Satisfaction of the ERB Training Course Service in Hong Kong.
1. lam satisfied the teaching facilities which ©
provided by Hong Kong Federation of Women'’s Tr
Centers (HKFWC). =~
(HKFWC) -
> ]
-
-
1 I
1 strongly disagree
5  strongly agree
O m »E O
o v
~
1. lam satisfied the teaching facilities which provided by Hong Kong
Federation of Women's Centers (HKFWC).
) 1 2 3 4 5
strongly disat 3 strongly agree
4
2. Thetut s <{FWC have provided a reliable ©
professiona ) during the course. - Tr
6
L
1 = 7 o
8 =
9
10
® v




Example for creating questions of Survey from Google Form

Federation of Women's Centers (HKFWC). ~

strongly disagree strongly agree

2. The tutors of HKFWC have provided a reliable ©
professional training during the course. o BEEE i
n
1 5 o
-
-
1 Strogly Disagree
5  Strongly Agree
|_D i IR .
0.
2. The tutors of HKFWC have provided a reliable professional training ’ ~
during the course.
1 2 3 4 5
Strogly Disagree Strongly Agree
©
3 Gender @ == &
Prefer not to say n
Male u
Female =
D = wE o
o -
2. The tutors of HKFWG have provided a reliable profession - A
during the course. -
= =%
1 2 3 4 5
Strogly Disagree @ ==
#ER
3 Gender © tozss
Male O #=tE
Female —
HH P
mm o
M emaan T
T
7l 3 G o !
1- #15 =18
© = D
2. -
-
o v




Example for creating questions of Survey from Google Form

. , ENES
Hong Kong Federation of Women's Centre ein
ERB Course student'’s satisfaction and o
student loyalty research
This survey aims at finding out how the Service Quality, Brand Image, Student Expectation by different gender to affect
Student’s Satisfaction of the ERB Training Course Service in Hong Kong.
1% FIgET—EEE

b o -

2. The tutors of HKFWC have provided a reliable professional training * ~

during the course.

Strogly Disagree Strongly Agree

3 Gender *

Male

Female

©
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Example for creating questions of Survey from Google Form

GO RERTHAAES

. ’ & 5o
Hong Kong Federation of Women'’s Centre
, . .
ERB Course student’s satisfaction and 2w
student loyalty research O memsms
This survey aims at finding out how the Service Quality, Brand Image, Student Expectation by different gender to affect N sees
Student’s Satisfaction of the ERB Training Course Service in Hong Kong.
2 mgmE
HET—EER ™
o
-
b - o v
Hong Kong Federation of Women’s Centre ERB Course A
student’s satisfaction and student loyalty research (& prin: =)
This survey aims at finding out how the Service Quality, Brand Image, Student Expactation by different Gererl [Gptirs]
gender to affect Student's Satisfaction of the ERB Training Course Service in Hong Kong. eneral. | Options
i Select Printer
5 Canon MF8200C Series UFRI LT 5 Microsoft XPS Documen
m, Canon MF8200C UFRILLT XPS EESEHHTO OneNote 2010
Service Quality SoFax 9 E2Z Onellote 16
9 i )
1
1.1 am satisfied the teaching facilities which provided by Hong Kong Federation of Women's Status Ready it to fie
Centers (HKFWC). * Location
: ) Comment: -_Find Printer.
1 2 3 4 5 Page fange
@Al MNumber of copiss: 1 <
strongly disagree : : Selection Curert Page
) Pages: 1 Collate
2 Ertter sither a single page number ora single: i}ﬁ i}ﬁ
page range. For example, 5-12
1 2 3 4 5
Strogly Disagree o O C Strongly Agree
3

) Female




How to search Journals

! Academic Search Premier
|Business Source Complete
|Emerald Management Xtra
Factiva

JHeinOnline —
IEEE ¥plaore

CECD iLibrary

Project Muse

2aul

PsycARTICLES

Sciencelirect

SpringerLink

Wiley Online Library

WiseMews [}3
HEEEEE SR [#FLRR)

ch [ B F4E =7 B E[E China Academic Journals Fulltext Database (Beijing site)

e[ B4 S =7 By HE[E China Academic Journals Fulltext Database (English interface)
Eh[ﬁ[ﬁ%ﬂfﬁ [MFOBAMK

Arts & Humanities Citation Index

Conference Proceedings Citation Index - Science

Conference Proceedings Citation Index - Social Science & Humanities
ProQuest Dissertations & Theses A&

Science Citation Index Expanded

Scopus

|Social Sciences Citation Index h

|F'rDCJuest Databases b
GO

Some of the popular journal database

providers are:

e Business Source Complete
https://www.springer.com/gp

* Emerald Management Xtra

https://ieeexplore.ieee.org/
Xplore/home.jsp

* https://www.sciencedirect.com/

https://openlibrary.org/
publishers/Pergamon_Journals

* |nternational Journal of Information
Management
www.elsevier.com/locate/ijinfomgt

* http://www.academicjournals.org/A
JBM

* www.ccsenet.org/

* www.sjm06.com 158
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