Assignment: 
Provide a critical evaluation on a range of methodological approaches, research designs & research methods appropriate to gather data from complex work-based settings, with due consideration to research ethics & issues of insider research.
Introduction:
Research can be carried out in many ways, so it is important that before research begins, thought has gone into preparing for the research. My research is centred around a global travel retail business made up of acquisitions, creating a set of values that can be identified, understood, and actioned by all employees in all countries, at all levels. 
My reasoning and way of approaching this research was based on the current lack of consistent vision & values within the overall business. Each separate business acquired had their own set of values, making it confusing when attempting to work collaboratively. The research also needed to capture culture & values from a global perspective but with flexibility for a local feel. For example, Care (as a value) may look different through the eyes of different people from different countries and cultures. People at different levels of the business will have an opinion on what that value might mean and its’ impact on the business from their own perspective and level.
 In work-based research, language and power are key issues since:
•the workplace is a site of multiple interests and communities of practice 
•the interests of the key stakeholders – the researcher, the workplace, and the university – may well not coincide.
(Costley, Elliott, Gibbs 2010)
My opinion was based on the learning & development area of the business and focussed on how leaders could bring the values to life for their teams, coach and develop their people in a consistent way and link the values to what they do for their respective part of the business consistently.
Research design:
Using research data about the business progression over an 8-year acquisition period and qualitative data from a cross section of staff at different levels, the aim was to understand what principles and behaviours currently work in all businesses, what would create best practice and make the overall business a great place to work and grow and align to business Key Performance Indicators (KPI). 
According to Costley, Elliott, Gibbs (2010, pge 9) a search and review for a work-based project is initially undertaken (among other reasons) to:
Establish a familiarity and awareness of practitioners’ current thinking on the subject area by means of collected knowledge and information so that your expertise in the project area is evident; you have an insider’s awareness (Costley, 2010) 
The following research methods were used:
· Staff survey data – questionnaire
· 1:1 conversation with various team members at different levels 
· Focus group
A structured business survey of 6057 (approx. 20%) employees across all businesses – employees that ranged from sales assistant level to director level was sent out and helped create a blueprint in all countries. This survey was commissioned and put together by an external group to provide balance & fairness. If the survey came from the new parent company, it was felt that it could be biased in its’ view and not focused on identifying the real areas of change. It used a quantitative method (a Likert scale 0 – 4 score system) to answer questions on how people felt about working for the business, how well they felt they were developed & recognised for doing a good job, how good the leadership was within their respective areas and how the communications around business information were perceived. 
There were also more open questions that required more detail around how they would describe the culture of the business, what they liked and what they would change in terms of communication and leadership.
From this survey, the following key areas were identified within the business:
•	Inconsistent service
•	Undefined culture
•	Leadership inconsistency
•	Communication challenges
•	Lack of care and recognition
Across each Country and business area, meetings took place with appropriate business sponsors to help define:
•	How would the culture change message be best delivered? (An event)
•	Target audience? (Managers & leaders)
•	When is the best time to deliver? (Major Key performance indicator for the year)
•	What timescale? (12-month rollout of event)
•	What tools would be useful to bring key messages to life after the event?
1:1 conversation with leaders in both operations, logistics & office functions took place to identify how they would pass on the content, what tools and context was required and how they identify the goals/actions to be evaluated. From these conversations, it was established that a contextual, interactive coaching event would be most appropriate to get new messages out to the wider population of people. Inclusive discussions between leaders and their teams could forge new consistent ways of working, that demonstrate the correct values.
This also impacted on the current training sessions within the business. These also needed to be re - worded and re-interpreted to incorporate the new values.
A global team of employees at various levels were assembled as a focus group to work on looking at the feedback from the survey and identifying what values the business should work to, to improve the points raised. Through 1:1 conversation with people in their areas of work, workshops, going to other businesses to explore different visions and values, qualitative data was gathered, and the following values were identified & agreed upon by the whole business to share:
•	Care – For employees & customers
•	Showcase – Demonstrating what the people and business is good at
•	Efficiency – Actioning the above in a measured & cost-efficient way, showing R.O.I.
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The staff survey data and 1:1 conversation gave the business a blend of quantitative and qualitative data. Some of the survey focused on how people felt about working for the business & levels of satisfaction within their role, using open questions to get people to expand on why the felt the way they scored the questions. Using three different trial sites to test the information also allowed the business to observe how the information was understood, how it was used back in a real-life situation and what (if any) were the short to medium term results from the data shared.
The business was also able to look at how the coaching leadership style could be used and what benefits would come from a more two-way developmental style. Sharing the new information on culture and values was carried out as an interactive, participative session with leaders. It included a session on how coaching can support the rollout of the information and become a sustainable tool in the development of their teams. Personal development plans (PDP’s) were created in book form, so that each team member could remind themselves of the key focus areas and document with their leader, how they were progressing and to establish how their understanding of the new values could change how they could adapt their leadership style by using coaching methods with their teams.

Critical evaluation of methods used:
· Survey
The use of a survey gives important data on a wide range of different points. It can give quantitative information i.e., 6,057 participants across all business levels (around 20% of the workforce), which gives varied feedback and is useful to analyse for a truer picture of what is happening. However, if there is no way of expanding on these closed questions, the reflection of the data is only ever part of the full picture. Although surveys are a good way of collating lots of data efficiently and are quick and easy to analyse, there is no guarantee of quality. Often, surveys can be filled in quickly, without much time given to thought for the answers and the impact that has on the overall data. Ultimately, return on investment (ROI) must be balanced with a working environment conducive to growth and development of the workforce. Many business leaders focus on this balance for sustainable growth – to quote Richard Branson “Take care of your employees and they will take care of your business, it’s as simple as that” (Inc.com, Oscar Raymundo, Oct 28th, 2014) (Raymundo.O., 2014)

· 1:1 conversation with various team members at all levels
This more unstructured research is useful to back up the data from the survey. As the survey can only go into so much detail, this type of interview allows more probing questions to be asked, more flexibility in choice of questions and therefore offers more context, insight and depth to the answers given. This is especially important when there are many different levels of authority answering the same questions. It is important that this type of research is linked with the survey questions. Taken in isolation, it can re-direct focus to the areas people shout loudest about. Careful consideration is needed when preparing for the 1:1 conversation and analysing the overall data. The use of ethnography is not just about observation but also about becoming a part of a group or team for a period of time to really understand how they work, as well as observing behaviour and asking pertinent questions around why they do what they do. Alan Bryman suggests that the term “ethnography” is sometimes preferred because “participant observation” seems to imply just observation, though in practice participant observers do more than simply observe. (Bryman, 2001, pge 291)
· Focus Group
These can be especially useful in situations where large population buy-in is needed. Using focus groups of internal people who already understand a business, can create trust, and become useful when agreement on actions is required. When discussions are around subjects like values and culture, internal views from a varied audience promote healthy debate and discussion and can support the evolution of what is important. Alan Bryman talks about the original idea of focus groups being – That people who were known to have had a certain experience could be interviewed in a relatively unstructured way about that experience. (Bryman, 2001, pge 336-337). As a work-based researcher, you have at your disposal an immensely valuable resource – your own experience of the workplace. Kolb also suggests that - To turn this experience into knowledge that can be accredited, it will be necessary to create knowledge through the ‘trans -formation of experience’ (Kolb, 1984).

It can also be said that successful focus groups rely on the data that is given to them. If the data is partial, biased or the group has unclear objectives for the data, time is wasted, and discussions become fractured and not necessarily focused on the right areas. This in turn has consequences on the business giving a clear message to its’ people and faith in the data is questionable.
The results of research will depend on the data you are collating and what output is most beneficial from a business perspective. When conducting insider research, it is also important to consider the business ethics of who will be involved, in what capacity and what are the benefits/challenges to others. As an insider (member of that business) you will have thoughts around what you believe to be correct about aspects of the business and these may not always reflect what others believe.
Costley, Elliott, Gibbs (2010, pge 27) suggest that three factors should be considered when looking at research ethics and insider research.

1. To explore all the social implications of the project. For example, to whom is it beneficial and is there is any detriment to people (individuals, communities of practice, members of organizations) or other living creatures?
(In my example, this could focus on how the company values might impact general and individual roles – how is Care, as a value, demonstrated at different levels of the business for example and what does it look like so that people can see it being demonstrated).
2. To explore all the economic implications of the project. For example, is the research feasible, and will the research in some way bring about financial gain? If so, whose interests will it serve?
(How much time will be spent researching, what is the business impact of the research and at what cost? As a result of the research, where and when will results be seen, and are these results tangible or intangible)?
3. To explore the sustainability of the research. For example, is it likely to cause any detriment to the environment?
(How will any changes to processes and procedures be maintained and what measurement will be identified to celebrate success or further develop. Also looking at the global nature of the research – changes may be different in different countries)?

It is also critical to establish what results are required from the research methods chosen. For example, is the business looking to find quantitative data from case studies, interviews & data logs that give hard data (numerical or measurement) or qualitative data from surveys, experiments, or more structured interviews (non-numerical text, video, picture data or behavioural)?
A global business that wants to survey work satisfaction may want to consider how best to collate that data across many different countries with different ways of working and cultural nuances. They may wish to build a platform that mirrors their company vision & values, so that answers relate to key business indicators as part of the methodology. A structured approach such as the Likert scale (0 – 5 scale) may have advantages in speed of return from a large group of employees or gaining specific data on job engagement or retention for example. Although this may be relatively easy for employees to fill in, it does not allow room for much explanation as to why people score at the higher or lower end of the scale. This could mean that employees sense a “lip service” toward the data and that its’ agenda is not transparent.
They may take a different approach and use focus groups to identify the importance of staff well-being for example, over what period they want the research to take place (comparable data) and what method they will collate the data. This would give a more mixed method of research which can be advantageous in feeding back the results to people with different social styles/ways of learning. Tangible hard data over a period can highlight points where a focus on well-being has improved or dipped, unstructured interviews or case studies with a cross-section of employees would allow more qualitative data to form a more rounded out-put to the research, including non-tangible results.
In summary, by using a blended approach to different types of research (focus groups, surveys, interviews), the business defined three key values that everyone could understand and build into their daily working lives. Over a 14month period, these values were incorporated into all company literature, so they could be recognised and celebrated when used/demonstrated, as well as building a personal development plan for each member of the team. Recognition and reward processes were set up, some of which linked to business KPI’s, to ensure quantitative data was focused on and efficiency as a value, played an important part in measuring success. This also helped the business identify the success of the rollout of the new company values. It is important to note that this blended approach of qualitative and quantitative research helps to support the development and understanding of progression. In Social Research Methods, Alan Bryman discusses the contrasts between the two types and lays them out in the following table:
Table 13.1 Some common contrasts between quantitative and qualitative research
	
Quantitative                                              Qualitative
	
Numbers                                                     Words
Point of view of researcher                     Points of view of participants
Researcher distant                                    Researcher close
Theory testing                                            Theory emergent
Static                                                             Process
Structured                                                    Unstructured
Generalization                                             Contextual understanding
Hard, reliable data                                      Rich, deep data
Macro                                                             Micro
Behaviour                                                      Meaning
Artificial setting                                            Natural settings
(Bryman, 2001, pge 285)
This goes some way to demonstrate data from both perspectives and enables clearer and more balanced context to effectively communicate the purpose of the research and what the future might look like.
Staff survey data and 1:1 conversation continued; the qualitative data required more time to incorporate and define CARE as a value. 
Because this value was largely demonstrated in the coaching and mentoring behaviours of the leadership teams within the business, it would take longer to measure the effectiveness of the new tools incorporated into the business (coaching facilitation, workshops on the context and application of new values etc). The observation and feedback on these behaviours is critical to the buy-In of the new values. It was agreed by the business that it would take more time to see clear results and be able to evaluate the success of the tools. 
From my own perspective, the workshops/events on the context of new values and training sessions on coaching gave me greater access to more global leaders in the business and helped me to understand the differences in ways of working, the similarities often missed by leaders working in different parts of a business (and countries) and bring them closer together. It also helped to build stronger long-term relationships and clearer understanding of job roles, and why people make the decisions they make. It also highlighted areas of concern within the business that would still require careful consideration and support from senior leaders and exposed me to bigger conversations within the business. It is too easy to look at a business from your own perspective and from the position you hold in that business, without engaging different people looking at things from different perspectives with different mindsets and cultures. I believe therefore a balance of different research methods is so important when looking at a large business project that has the potential to impact many functions and people.
A large part of bringing this value to life consistently, relies on the behaviours of senior leaders. I would recommend spending more time at the early stages, considering how senior leaders would play a pivotal role in demonstrating and bringing coaching behaviours to life and embedding them as a part of everyday work life. With their consent, I would also recommend that senior leaders attend the facilitated sessions with the teams. This would be a physical demonstration that everyone plays a part in creating the environment and culture of a great place to work and grow and taking accountability for the demonstration of new behaviours that link to the company values.
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