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The Research Strategy

Your research strategy is the general approach (rather than specific tactics) you will take to try to answer your research questions (how you will achieve your objectives).  The research strategy is determined by four key issues:

1. Research questions/objectives;

2. costs or budget available to the researcher;

3. time available and target date for completion;

4. skills of the researcher.

You must have valid reasons for all your research strategy decisions.  The justification should be based primarily on your research objectives.

There are a number of alternative strategies or approaches available to the researcher, including:

· action research

· experiment

· survey

· case study

· content analysis/document review
Action research

Weaver (2004) describes action research as a strategy ‘whereby the researcher aims to add to the body of knowledge in an area by applying theory to a practical problem, and evaluating the results’.  He contends that it is by far the most common research strategy in a systems development project.  This strategy, for example, can involve using systems analysis and design techniques to identify current problems for a particular system/organisation, design and implement a computerised solution, and evaluate the design decisions, results and conclusions.
Action research can take place when the researcher actively promotes change (usually within an organisation).  It commonly involves:

a) taking a static picture of a situation (organisation); 

b) making some change (e.g. the introduction of a new computer system in the organisation);

c) taking and evaluating a second picture of the situation (monitoring the results of the change).

The researcher is not just an observer, but is an active participant in the action for change. The co-operation of company personnel will be crucial to the success of this strategy.  While the results of the action research should inform other contexts (have implications beyond the immediate project), it is highly unlikely that this strategy will be replicable.

Experiments

Experimentation sets out to examine the relationship between two factors (or variables) by manipulating one whilst measuring changes in the other.  For instance, we may test out three different e-commerce website designs and measure the effect on usability. Experiments are used to determine if a causal relationship exists - in other words, if the alteration of one variable ‘causes’ a change in another.

Before we further examine causation, it would be helpful if we explored some of the main terminology used in experimentation.

· Hypothesis – this is the ‘big question’ that your study is aimed at answering.  For instance, does the design of a website affect whether customers will use the site?  However, this must be expressed in a form that can be tested, e.g.  ‘websites that do not incorporate frames have higher customer usage than websites using frames'.
· Variables – these are the factors under investigation.  For instance, website usage and website design using frames.

· Independent variable – this is the name for the variable(s) we are manipulating or altering.  In the example given, this would be website frames, (but we might also change fonts, background colour, font colour, hyperlinks, number of pages, etc. - these would also be independent variables) and then measure the effect on website use.

· Dependent variable – this is the name for the variable(s) we are measuring.  In the example given, this would be website use (but we might also want to measure customer feelings towards the new design and other aspects of their purchase behaviour as a result of changing the website design – these would also be dependent variables).

	Student activity

For the following hypotheses, identify which is the independent variable and which is the dependent variable.

1. Men drive faster than women

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

2. Employees trained in customer care increase customer satisfaction

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

3. Washing powder ‘A’ produces cleaner clothes than washing powder ‘B’.

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

4. Raising the price of product ‘X’ by 5% will cause a decrease in sales of 2%.

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

5. A newspaper advertising campaign will increase sales by 10%.

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

6. A rolling stone gathers no moss

Researchers took ten stones varying in colour and size and rolled them down the stairs of their laboratory and then down a little slope on the laboratory grounds.  None of the stones gathered any moss.

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

7. I know which side my bread is buttered on

Researchers gave a panel of 14 volunteers whole slices of bread with butter spread on only one side.  No matter what kind of bread researchers used (white, wholewheat or pumpernickel), all of the volunteers were able to identify which side of the bread was buttered.  This was the case when the subjects were blindfolded, had their hands tied behind their backs, and had their noses pinched by clothespins.

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..

8. An apple a day keeps the doctor away

A panel of 10 volunteers was divided into two groups.  Five of the volunteers were given an apple a day for 14 days.  The other five were not given apples at all but were given other edibles.  The researchers then instructed a doctor to approach each of the 10 volunteers every day.  Researchers found that the doctor did successfully approach each of the 10 volunteers every day and that the apples did not keep the doctor away.  Whether the apples had been eaten or not, were being eaten at the moment of approach, or were hidden on the persons of the volunteers or at some distance away in metal footlockers, apples were completely ineffective in warding off the approach of the doctor.

Independent variable: …………………………………………………………………

Dependent variable: …………………………………………………………………..


Causation

In order to demonstrate causation, it is necessary to show three things:

1. We must be able to show that there is a relationship between two variables, i.e. that changing the independent variable causes a change in the dependent variable. For example, that changing the price of lager results in a change in sales figures.  However, association does not mean causation.  For example, there is an indirect association (or relationship) between the degree of sunburn and ice-cream sales but one didn’t cause the other.  Consequently, analysis must be tempered with common sense.  

Where there is a relationship between two variables:

· A positive correlation means that high values of one variable are associated with high values in the other.  For example, we might expect a positive correlation between height and weight – the taller you are, the more you are likely to weigh.

· A negative correlation means that high values of one variable are associated with low values in the other.  For example, we expect a negative correlation between age and running speed in adults.

· If there is no correlation between two variables they are said to be uncorrelated.  For example, there is no relationship between freckles and height.

	Student activity

Are the following correlations positive or negative?

A) The more bread a person buys, the more butter they are likely to buy

B) The hotter the weather, the more likely people are to buy ice-cream.

C) When the price of lager rises, sales decline

D) An increase in advertising of product Z results in a rise in sales




2. Time considerations: the independent variable (the one you will manipulate) must change before the change happens in the dependent variable (the one you measure).  For example, we would need the web design change to occur before the rise in website usage, not the other way around.

3. The elimination of other intervening (or extraneous) variables– these are those unwanted factors that ‘interfere’ with your research.  For instance, you may be trying to assess the frequency of use of a website over a particular month, when the host server is experiencing considerable problems or downtime.  In this example, the host server is the intervening variable.  Intervening variables contribute to unavoidable variations in the study which affect the accuracy with which the effect of the independent variable can be assessed. Therefore, in experimentation, much of the process involves controlling the impact of these intervening factors.  If the experiment is solely responsible for the changes in the dependent variable (i.e. that all intervening variables have been eliminated), then the experiment is said to have internal validity.

The impact of extraneous variables

· Repeated testing: this applies in experiments where the same people are tested a number of times.  As they become familiar with the testing procedure, their performances may change solely because of this familiarity.

· The impact of the researchers themselves: their very presence may influence the behaviour and actions of the subjects being tested, giving inaccurate results.

· The mortality of participants. A problem with experiments carried out over a long period of time is that some of the original participants may drop out.  There is no way of knowing whether the lost participants would have responded in the same way as the remaining participants.

· Selection errors. The participants in the experiment may be chosen in a manner that biases the results. They may not be representative of the population – for example, imagine a company wishing to launch a website selling a new range of modern, fashion clothes, testing the website on middle-aged people who may be more conservative than the group the website and its products are intended for.  The selection of the target group is wrong so the results will be distorted.

· Maturation refers to changes in the participants themselves.  People change as they get older: they may be more experienced, become bored or disinterested, etc.

· Reaction errors occur when either the researcher or the artificial nature of the experiment affects the research group.

Experimental design

There are a number of alternative experimental designs.  The design chosen will depend both on the hypothesis and practical constraints (such as time, cost and other resources).  

· Test-retest design.  A group of individuals are surveyed before the independent variable is changed, and are again tested after the change. 
· Suppose we wished to determine opinions on how well a ‘new formula’ washing powder is performing.  It would be sensible to test opinions of the washing powder before the change to the new formula as well as afterwards so that a comparison could be drawn.
· Similarly, we might gather users views on the existing CRM system before modifying/updating the CRM system and then gather their views on the new system.
· Non-equivalent control group design. This is similar to the test-retest design except that two groups are involved. One group (the experimental group) is exposed to the change (or event), the other group (the control group) is not. For example, suppose in our washing powder trial the firm split users of the original formula into two groups.  Both groups would be told that they were going to be given a pack of the ‘new formula’ powder but, in fact, only one group (the experimental group) would receive the pack containing the new powder, the other group (the control group) would be given packs containing the original powder.  In other words, the control group are fooled into thinking they are testing the new powder.  Therefore, when the results are compared, we can be more certain that any difference in opinions is really due to the powder and not any other intervening factor – this is known as a ‘blind’ trial.  If the experimenter is also unaware of which is the experimental group and which is the control group, then it is known as a ‘double blind’ trial.  Problems with this method relate to the matching of the groups.  We must be sure that the experimental and control groups are similar in all respects otherwise extraneous variables come into play.

· Classic experimental design.  This design is similar to the previous one but overcomes the problem of matching groups by randomly assigning subjects to the experimental and control groups.

· Time series design. Individuals are repeatedly surveyed before and after an event.  The aim of a time series survey is to understand how responses change over time.  The individuals tested may be the same on each occasion, as with consumer panel testing, or different as in the random sampling most commonly used in political opinion polls. 

The experimental setting

In general, experiments may be conducted as either:

1. Laboratory studies – these are studies carried out under artificial, controlled conditions such as in a computer laboratory or other ‘mock-ups’.  Because they tend to eliminate extraneous variables, lab studies tend to be high in internal validity.  However, because they may not be replicated in the real world, they are said to suffer in terms of external validity. 

2. Field studies – these studies are carried out in the ‘real world’ of the computing environment and are therefore said to have external validity.  However, the results may be influenced by intervening variables (competitors, environment, etc.) and so the internal validity may suffer. 

Surveys
The survey method of obtaining information is based on the questioning of respondents.  Respondents are asked a variety of questions regarding their behaviour, intentions, attitudes, awareness, motivations, and demographic and lifestyle characteristics.  These questions may be asked verbally, in writing or via computer, and the responses may be obtained in any of these forms.  However, all involve designing an appropriate questionnaire/schedule of questions.

Survey methods

Survey questionnaires may be administered in four major modes:

1. Personal (face-to-face) interviewing (in-street, in-home, etc).

2. Postal interviewing 

3. Telephone interviewing (traditional and computer-assisted)

4. Electronic interviewing (via CAPI, the internet and e-mail)

1. Personal (face-to-face) interviewing

Most surveys in UK marketing research take place as face-to-face interviews.  An interview is a social encounter, where the personal interface between interviewee and interviewer is crucial.

There are five main styles of personal interview, classified according to where they occur.

a) Street surveys take place typically in busy town centres, with the interviewer approaching individuals as they pass by.  They need to be brief (5 minutes is too long for most people in their lunch break or going to or from work)) and should not require too much concentration from the interviewees, so getting them to consider show material should be avoided.  A survey taking place in a shopping centre requires the centre manager’s permission, and a fee may be payable.

b) Shop surveys take place inside or just outside a particular shop, with the shop’s permission.

c) Hall surveys take place in a pre-booked location such as a hotel, where people are invited to attend to answer a few questions, usually being recruited from the street and being enticed by a give-away or refreshments.

d) Home interviews are held in the interviewee’s home (or doorstep), with the interviewer recruiting simply by knocking doors.  They can be pre-arranged by phone or by dropping a note through the door.

e) Business surveys take place on the interviewee’s business premises and are always pre-arranged.  They are prone to interruption and/or last minute cancellation.

The advantages of face-to-face interviews include:

· Respondent suitability can be checked at the outset by asking quota questions or, more effectively, by assessment of the respondent (young man, woman shopping with children, etc.).

· The interviewer can explain questions that the interviewee does not understand, encouraging respondents to answer as fully as possible and thus the interview is usually completed.

· Procedures are standardised and specific.

· Respondents can see, feel, hear and taste.

· Quick to receive responses.

· Response rates are higher than for other forms of survey.

The disadvantages of face-to-face interviews include:

· Interviewer bias may affect the outcome, e.g. voice intonation when asking questions, selecting respondents who look ‘nice’ rather than a reasonable cross-section – special interviewer training is required.

· Time pressure – those in a hurry can be difficult people to question.

· The day of the week and the time of day affect the demographic profile of respondents, e.g. teenagers are more likely to be in a shopping centre at weekends, the elderly midweek; the ‘working’ population is less likely to be at home midweek during the day, etc.

· People are less likely to answer ‘sensitive’ questions.

2.  Postal surveys

Postal surveys are methods in which the questionnaire is given to the respondent and returned to the researcher without personal contact.  Such questionnaires could be posted but might also be left in pigeonholes or on desks.

Postal questionnaires have the following advantages over face-to-face interviews:

· Questionnaire length - it is usually possible to ask more questions because the people completing the forms can do so in their own time.

· Questionnaire scope - ‘sensitive’ questions can be asked more easily. 

· There is no possibility of interviewer bias.

The disadvantages include:

· Low response rates - large numbers of postal questionnaires may not be returned. 

· People who do reply tend to be those most interested or with extreme opinions. This can mean that there is not a representative cross-section of people.

· Those questionnaires that are returned may be incomplete or late.

· Can’t ‘probe’ interesting responses.

· Dependent on the quality of the postal list – is it up to date, etc.

3.  Telephone surveys

Telephone surveys are a widely used interviewing method.  Increasingly popular is computer assisted telephone interviewing (CATI) where the interviewer reads questions from a computer screen and enters the responses directly into the computer.  In this way, results can be analysed rapidly.

Advantages of telephone interviewing include:

· The response is rapid.

· Easy to obtain telephone numbers (local and national directories are usually in libraries)

· People have a compulsion to answer the telephone so response rates can be high.

· Interaction between interviewer and interviewee makes question modification possible.

Disadvantages include:

· A biased sample may result from the fact that about 5% of people do not have telephones, and many of those who do are ex-directory.

· It is not possible to use illustrations, pictures, etc.

· The growth of ‘junk’ phone calls and telesales is increasing refusal rates.

· The interview must be short – people will otherwise terminate the interview early.

4.  Electronic interviewing

a) In computer assisted personal interviewing (CAPI), the respondent sits in front of a computer terminal and answers the on-screen questionnaire by using the keyboard, mouse or touch-screen.  Often used at shopping malls and trade fairs.

b) To conduct an e-mail survey, a list of e-mail addresses must be obtained.  The questionnaires are sent in the body of the e-mail and respondents are asked to type the answers to the questions at designated places and click on ‘reply’.

c) Internet surveys are posted on a web site.  Those who visit the web site are invited to participate, but respondents may also be recruited from other web sites or via traditional methods (post, telephone).

Reliability and Validity
Surveys are very structured so are highly replicable, therefore they are usually highly reliable.  However, they may be low in validity so you must ensure that the questions are derived from the expert literature and have been piloted.

Case studies
A case study is an extensive examination of a single instance of a phenomenon of interest and is an example of a phenomenological methodology (an interpretative or qualitative methodology).  

The importance of the context is essential and Eisenhardt (1989, p.534) refers to the case study as:

‘a research study which focuses on understanding the dynamics present within a single setting’.

Thus, a case study approach implies a single unit of analysis, such as a company or a group of workers, an event, a technology, a process or even an individual.  It involves gathering detailed information, often over a long period of time, with a view to obtaining in-depth knowledge.  Examples of a case study strategy might include:
· To investigate the results of implementing an intranet within an organisation.

· To track the development of IS strategy within an organisation

· To analyse the implementation of an ERP system in a manufacturing organisation

· To evaluate the impact of e-CRM systems on customer loyalty in the airline industry
Types of Case Study

Case studies are often described as exploratory research, used in areas where there are few theories or a deficient body of knowledge.  However, this is not their only form.  Scapens (1990) adds the following types:

· Descriptive case studies where the objective is restricted to describing current practice.

· Illustrative case studies where the research attempts to illustrate new and possibly innovative practices adopted by particular companies.

· Experimental case studies where the research examines the difficulties in implementing new procedures and techniques in an organisation and evaluating the benefits.

· Explanatory case studies where existing theory is used to understand and explain what is happening.

· Otley and Berry (1994) add another type.  This is a case study which arises by chance; circumstances occur which give the researcher access and the opportunity to examine a phenomenon.  Although such a study may be limited to just a few aspects of organisational life, the results can be extremely stimulating and original.

Characteristics of Case Study Research

Yin (1994) identifies the following characteristics of case study research:

· The research aims not only to explore certain phenomena, but to understand them within a particular context.

· The research does not commence with a set of questions and notions about the limits within which the study will take place.

· The research uses multiple methods for collecting data which may be both qualitative and quantitative.

The Case Study Research Process

The main stages of the research process are as follows:

1. Selecting the case.  It is not usually necessary to find a representative case or set of cases because it is not necessary to attempt statistical generalisations, i.e. to show that the sample represents a larger population.  However, a theoretical generalisation may be attempted, where a theory applied in one set of circumstances can be generalised to another.

2. Preliminary investigations. This has been referred to as drift (Bonoma, 1985) and is the process of becoming familiar with the context within which the research is to be conducted.  Some researchers believe that it is best to keep free of any prior beliefs and to learn from the naturalistic evidence at this stage.  Others disagree with this approach and consider that the researcher approaches the project with either explicit or implicit theories.

3. The data stage.  It is necessary to determine how, where and when to collect data.  It is best to ‘combine data collection methods such as archive searching, interviews, questionnaires and observations.  The evidence may be qualitative (e.g. words), quantitative (e.g. numbers) or both’ (Eisenhardt, 1989, p. 534). Denzin (1970) argues that by combining methodologies (using both qualitative and quantitative methods of data collection - triangulation), if the conclusions are the same, there is greater validity and reliability than a single methodological approach.
4. The analysis stage.  At the analysis stage there is a choice between within-case analysis or cross-case analysis.  When using within-case analysis it is essential that the researcher is totally familiar with the material in order to build up separate descriptions of events, opinions and phenomena which can be used to identify patterns.  When using cross-case analysis, the researcher may wish to identify the similarities and differences which help identify common patterns.
5. The report stage.  There can be considerable difficulties in writing up case study material, both in determining an appropriate structure and demonstrating that the analysis and conclusions can be linked to the data collected.  Students often find a chronological structure is the easiest to adopt since this means they can relate the unfolding of events as they occur.  When using qualitative case studies, it is essential to quote extensively from the data collected through interviews and other means.  Diagrams are often useful for explaining emerging patterns.

Weaknesses of Case Studies

Although a case study approach can be a very satisfying methodology, there are some weaknesses.

· Access to a suitable organisation is often difficult to negotiate;

· The process of the research can be very time consuming;

· It is difficult to decide where to place the boundaries of the study (delimitation);

· Although focusing on a particular organisation or group of individuals, they do not exist in a vacuum, but interact with the rest of society: they have a history and a future which influences the understanding of the present.  It may be difficult to understand the events in a particular period of time without knowledge of what went before and what may follow.

Reliability and Validity of Case Studies

As with most phenomenological approaches, the reliability of case studies may be low and the validity high.

Reliability is concerned with the findings of the research.  If a research finding can be repeated, it is reliable.  Repeating a research study to test the validity of the results is known as replication and is very important in positivistic (quantitative) studies where reliability is usually high.  However, under a phenomenological (qualitative) approach such as a case study, the criterion of reliability may not be given so much status, or it may be interpreted in a different way.  It is not important whether qualitative measures are reliable in the positivistic sense, but whether similar observations and interpretations can be made on different occasions and/or by different observers. Furthermore, as case studies tend to combine methodologies (using both qualitative and quantitative methods of data collection - triangulation), if the conclusions are the same, there is greater validity and reliability than a single methodological approach (Denzin, 1970).

There are three common ways of estimating the reliability of the responses to questions in questionnaires or interviews:

· Test re-test method. The questions are asked of the same people, but on two separate occasions.  Responses for the two occasions are correlated and the correlation coefficient of the two sets of data computed, thus providing an index of reliability.  However, this method suffers from the considerable disadvantage that it is often difficult to persuade respondents to answer questions a second time and, if they do, they may think more deeply about the questions on the second occasion and give different answers.

· Split-halves method.  The questionnaires or interview record sheets are divided into two equal halves, perhaps by putting the responses to the odd numbered questions in one pile and the responses to the even number questions in another.  The two piles are then correlated and the correlation coefficient of the two sets of data computed as above.

· Internal consistency method.  Every item is correlated with every other item across the entire sample and the average inter-item correlation is taken as the index of reliability

Validity is the extent to which the research findings accurately represent what is really happening in the situation.  Research errors, such as faulty research procedures, poor samples and inaccurate or misleading measurement, can undermine validity.  Because quantitative approaches focus on the precision of measurement and its reliability, there is always a danger that the validity will be low.  However, a phenomenological approach such as a case study is aimed at capturing the essence of the phenomenon and extracting data which is rich in its explanation and analysis, and consequently validity is high under such a paradigm.

Content Analysis

Content analysis (also called textual analysis) is a standard methodology on the subject of communication content. Babbie defines it as ’the study of recorded human communications, such as books, web sites, paintings and laws’. 

Harold Lasswell formulated the core questions of content analysis: ‘Who says what, to whom, why, to what extent and with what effect?’ Ole Holsti (1969, p. 14) offers a broad definition of content analysis as ‘any technique for making inferences by objectively and systematically identifying specified characteristics of messages’.

Content analysis enables the researcher to evaluate large amounts of textual information and systematically identify its properties, e.g. the frequencies of most used keywords. This textual information must be categorised according to a theoretical framework, which will inform the data analysis, providing at the end a meaningful reading of content under scrutiny. 

It is generally viewed as a positivist method. 
· Quantitative content analysis starts with word frequencies, space measurements (column centimeters/inches in the case of newspapers), time counts (for radio and television time) and keyword frequencies. 

· Qualitatively, content analysis can involve any kind of analysis where communication content (speech, written text, interviews, images ...) is categorized and classified. 

While methods in quantitative content analysis in this way transform observations of found categories into quantitative statistical data, the qualitative content analysis focuses more on the intentionality and its implications.
Content analysis references above are available at http://en.wikipedia.org/wiki/Content_analysis, accessed 29th November 2006
Using Multiple Methods

Rather than using a ‘mono’ method, research strategies and approaches can be ‘mixed & matched’, and it is beneficial to do so:

1. Different methods for different purposes (e.g. interviews to get a feel for the issues, then questionnaires to address the important issues – or vice versa)

2. Enables triangulation to take place (the use of different data collection methods in a study to evaluate the extent to which findings are consistent, may be trusted and inferences made).
Multi-methods:

It is possible to use more than one method, but not to mix quantitative and qualitative data collection and analysis procedures.  For example:

· More than one quantitative data collection and analysis method (e.g. questionnaires and structured observation)

· More than one qualitative data collection and analysis method (e.g. in-depth interviews and diary accounts)

Mixed methods:

· Mixed method research uses both quantitative and qualitative data collection & analysis techniques in the same study but does not mix them. For example
· collect quantitative data and analyse it using quantitative techniques of analysis

· Mixed model research combines quantitative and qualitative data collection & analysis techniques. For example: 

· collect quantitative data then qualitise it in analysis (convert into narrative). Or,

· collect qualitative data then quantitise it in analysis (convert into numerical codes to analyse statistically)
Using a multi-method qualitative study
Darren wanted to establish how new supervisors learned to do the job.  In order to do this he thought it essential that he should have the clearest possible grasp of what the supervisor’s job entailed. It involved him in:

· shadowing a new supervisor for a week (qualitative data); 

· interviewing a day and a night shift supervisor to establish any differences in approach (qualitative data); 

· interviewing the managers to whom these two supervisors reported (qualitative data).

This gave Darren a much better grasp of the content of the supervisor’s job.  It also did much to enhance his credibility in the eyes of the supervisors.  He was then able to draw on the valuable data he had collected to complete his main research task: interviewing new supervisors to discover how they learned to do the job.  This provided further qualitative data.

Mixed-method research
Phil conducted an employee attitude survey in a small insurance company using mixed method research.   Two of his choices were qualitative and one was quantitative.  The research consisted of four stages:

1. In-depth interviews with senior managers in order to get a picture of the important issues he was likely to encounter in the research.  These were essential contextual data.

2. Discussion groups with six to ten employees representing different grades and occupations in the company.  This was to establish the types of issues that were important to staff.  This would inform the content of the questionnaire.

3. A questionnaire that was administered to 100 of the 200 head office employees.  Steve wanted to get the sort of data that would allow him to compare the attitudes of different employee groups: by age, gender, length of service, occupation and grade.  This was particularly important to the company.

4. Semi-structured group interviews with further representative employee groups to clarify the content of some of the questionnaire results.  This was essential to get at the meaning behind some of the data.

Time horizon: longitudinal versus cross-sectional research

· Longitudinal research extends over a substantial period of time and involves studying changes over time.
· Cross-sectional research takes a 'snapshot' of a situation in time. 
The research purpose

There are three kinds of research purpose:

1. Exploratory research is often undertaken in order to collect preliminary data to help clarify your understanding of a problem or identify a problem, rather than for generating problem solutions.  The purpose is to make an initial assessment of the nature of a problem, so that more detailed research work can be planned appropriately. 

2. Descriptive research aims to provide the researcher with a better understanding of a particular issue or problem, ‘to portray an accurate profile of persons, events or situations’ (Robson, 2002, p.59, cited by Saunders et al, 2007). For example, assessing the search behaviour of users of a particular website and the reasons behind the behaviour exhibited.

3. Explanatory (causal or predictive) research seeks to establish cause and effect relationships.  The emphasis here is on studying a situation or problem in order to explain the relationships between variables using quantitative or qualitative data.
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	Experiments - Student activity: solution

For the following hypotheses, identify which is the independent variable (the one you change) and which is the dependent variable (the one you measure).

1. Men drive faster than women

Independent variable: …gender………………………………………………………

Dependent variable: ……driving speed………………………………………..

2. Employees trained in customer care increase customer satisfaction

Independent variable: …employees trained in customer care………………………

Dependent variable: ……customer satisfaction………………………………..

3. Washing powder ‘A’ produces cleaner clothes than washing powder ‘B’.

Independent variable: …washing powders…………………………………………

Dependent variable: ……cleanliness of clothes……………………………………..

4. Raising the price of product ‘X’ by 5% will cause a decrease in sales of 2%.

Independent variable: ……price……………………………………………………

Dependent variable: ………sales…………………………………………………..

5. A newspaper advertising campaign will increase sales by 10%.

Independent variable: …advertising campaign………………………………………

Dependent variable: ……sales……………………………………………………..

6. A rolling stone gathers no moss

Researchers took ten stones varying in colour and size and rolled them down the stairs of their laboratory and then down a little slope on the laboratory grounds.  None of the stones gathered any moss.

Independent variable: ……stones……………………………………………………

Dependent variable: ………moss………………………………………………..

7. I know which side my bread is buttered on

Researchers gave a panel of 14 volunteers whole slices of bread with butter spread on only one side.  No matter what kind of bread researchers used (white, wholewheat or pumpernickel), all of the volunteers were able to identify which side of the bread was buttered.  This was the case when the subjects were blindfolded, had their hands tied behind their backs, and had their noses pinched by clothespins.

Independent variable: ……bread……………………………………………………

Dependent variable: …identification of which side the bread is buttered……………..

8. An apple a day keeps the doctor away

A panel of 10 volunteers was divided into two groups.  Five of the volunteers were given an apple a day for 14 days.  The other five were not given apples at all but were given other edibles.  The researchers then instructed a doctor to approach each of the 10 volunteers every day.  Researchers found that the doctor did successfully approach each of the 10 volunteers every day and that the apples did not keep the doctor away.  Whether the apples had been eaten or not, were being eaten at the moment of approach, or were hidden on the persons of the volunteers or at some distance away in metal footlockers, apples were completely ineffective in warding off the approach of the doctor.

Independent variable: ……apples………………………………………………………

Dependent variable: ………the approach of the doctor…………………………..
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