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[bookmark: _Toc58037666]Introduction
The main aim of this report is to critically compare and contrast two different research articles, based on the chosen methodology, approaches, and strategies involved with conducting the research. The strategy employed in this report involved selecting two different articles from two different journals based on initial search conducted in the Chartered Association of Business Schools. The report essentially examines these two journal articles, evaluate the chosen methodology from a critical point of view, and compare them for the practices different authors have followed in achieving the outcomes. Additionally, this report will also analyse and compare alternative approaches the authors could have taken, and what would have been the results in such approaches. Overall, this report is based on theoretical knowledge of research methods, and how quantitative researches are conducted in business research practices.
[bookmark: _Toc58037667]Choosing the Articles
As per the requirements of the assessment, the articles were chosen based on their relevance and placement in the Chartered Association of Business Schools’ Academic Journal Guide 2018 rankings. Research journals with a score of 1 were examined for interesting subject areas. As information systems, e-commerce, marketing and social media were primary interest in this case, research articles specific to these subject areas were examined. Even though the initial searches were focusing entirely on information systems and e-business/ e-commerce models, due to difficulties in obtaining required papers, searches were later conducted in areas of marketing and social media, as well as consumer behaviour areas, which lead to finding relevant journal corresponding to modern marketing techniques and models. The two journals taken for the Academic Journal Guide 2018 were the Journal of Research in Interactive Marketing, and Journal of Consumer Marketing, both representing new branches of marketing in contemporary business contexts. 
Further research in these journals also revealed two journals of potential interest. An article published by Weydert, Desmet & Lancelot-Miltgen (2019) was taken from the Journal of Consumer Marketing and an article published by Mukherjee & Banerjee (2019) was taken from the Journal of Research in Interactive Marketing. The first article, published by Weydert et al. (2019) examined ways through which consumers can be convinced for sharing their personal data, and the double-edged effect of offering money for such actions. On the other hand, the second paper examined in this report, authored by Mukherjee & Banerjee (2019) examined if social media users have a positive attitude towards social networking advertisement models and strategies, and how brands can leverage this attitude to enhance customers’ purchase intentions. The topics examined by both the journal articles have contemporary relevance in business research and have a strong place in contemporary marketing research and studies.
In addition to these, choosing these two articles were mainly based on their contemporary relevance. At present, marketing research has become more interested in the use of, and implications of digital marketing models and techniques, especially in areas of social media-based marketing and advertising models. This means, issues of contemporary relevance, such as data privacy, data safety, ethical issues in marketing, and emerging changes in consumer behaviour and attitude requires more focus especially for business research students. Hence, the rationale for choosing these two articles were primarily their contemporary relevance. Secondly, both these articles used on the most popular methods of quantitative data collection instrument, by implementing questionnaire surveys. This meant, it was more direct and explicit in terms of how quantitative data was collected and analysed, and thereby making the comparison and critique more meaningful and effective.
[bookmark: _Toc58037668]Comparison and Analysis of Methodology and Research Design
Both the articles examined in this report made use of quantitative methods, which was expected since this was one of the requirements for choosing the articles in the first place. As per the evaluation, the choice of quantitative methodology has been primarily on the basis of how these studies were carried out by the authors. It can be seen that both the articles are trying to understand what customers/participants think of performing certain actions and what their behaviours/ attitudes are. While Weydert et al. (2019) was trying to understand how customers would respond to offering cash and related benefits in exchange for their personal information, Mukherjee & Banerjee (2019) was trying to make sense of customers’ attitudes towards social media advertisements. Hence, in both cases, the authors aimed at gathering evidence related to customers’ or participants’ attitudes and behaviours, and how they would respond to different scenarios at different settings. 
This is one of the key areas that quantitative research methodologies master. The primary foundation of quantitative research is that it helps in quantifying and analysing variables, and thereby explore strengths and weaknesses of different proposition. In most cases, quantitative researches are concerned with the basic questions of who, what, how much, where when, and how many and o so on (Kothari, 2004). This pattern is also visible in the studies examined here. Additionally, quantitative methodologies are concerned about developing a preliminary idea of the research problem and further expand this understanding to make propositions, which are then analysed through quantification techniques, including statistics and empirical analysis models (Apuke, 2017). Being business researches, both the papers explored in this report has a strong significance in different areas. 
This pattern can also be seen in the articles examined in this report, where both the papers have defined the problem, examined existing literature and knowledge in the field of study, and came up with potential hypotheses for testing. From a theoretical point of view, both these patterns are promising, especially while considering the nature of quantitative studies in business researches, and how they are expected to add value to business decision-making. From this point of view, both studies have approached the research from a similar point of views, which is also because of the fact that they remained on a similar type of data collection technique/instrument for gathering information from participants.
[bookmark: _Toc58037669]Research Designs
Even though the research designs employed in these articles are seemingly similar, both are fundamentally different in their approaches and nature. The first article by Weydert et al. (2019) relies on an experimental design, while the second article by Mukherjee & Banerjee (2019) relies on a descriptive research design. Quantitative researches can either be descriptive or experimental designs in nature (Monsen & van Horn, 2007). While descriptive research is the most popular form of research under the quantitative work, experimental is more accepted in terms of scientific views. While descriptive researches are mostly concerned about fact finding and establishing casual relationships between different variables, experimental researches are more thorough in examining subjects and measuring them before and after the experiment. In the hindsight, and primary evaluation of both the research papers, and their background and rationale, it is possible to agree that the choice of methods or research designs have been true to the point in both the papers. Some observations were made in this part.
Observations and experimental research designs are concerned about using experimental strategies and designs in order to evaluate and report on the hypothesis developed in a study, and in most cases, these strategies also involve case control models to control variables and their exposure to the experiment, so that generalised conclusions can be drawn (Monsen & van Horn, 2007). Even though Weyder et al. (2019) employed such an experimental design, there is very limited evidence on the experiment conducted and how control and experimental groups were developed to conduct the study. Even though the paper went on to discuss more about the strategies they have followed in conducting the study, there has been little effort done by the researchers in creating a control group to rest their analysis on and testing out the validity of the experimental design. Comparing between experimental groups and a control group is a foundational activity in most experimental research designs (Ross & Morrison, 2003). 
This also plays a very strong role in determining the internal validity of the data and the study itself. Only when the internal validity of the study is high, the outcome or the difference between the experimental and the control groups can be confidentially attributed to the experiment, or the treatment claiming, an action leads to a specific response or a reaction (Ross & Morrison, 2003). The application of such techniques in experimental designs should be considered universal, especially in understanding the effects of specific interventions or actions on a specific response from the participants, argue Monsen & van Horn, 2007). From this point of view, the strategy employed by Weydert et al. (2020) could have improved or might have been different altogether. Hence, there is some level of confusion as to the research design and strategy employed by the authors have been clearly though about, and though through. However, from a general sense, and point of view, the strategy employed by the authors has been largely straight to the point, which developed a case study based on initial research in the form of a literature review. 
This experiment was based on a sound strategy and understanding of the research problem, and what the research was trying to achieve. This meant, the strategy was sound and clear. The devilment of the experiment shows strong adherence to the hypothesis and initial literature review analysis conducted in the paper. Authors however, tried to achieve and maintain internal validity by implementing control variables in the form of age and gender. At the same time, the authors have failed to recognise and recommend a sound strategy in terms of samples and recruitment of participants. The paper does not mention about how participants were recruited and how sample size was determined or developed. The research article only says that “... questionnaire was administered to a sample of French consumers recruited on social media...”. This clearly indicates a lack of focus on the quality of the article produced in the paper, which also questions the validity and reliability of the results. The sampling strategy followed in a research has much to do with the research quality, reliability, and validity (Taherdoost, 2016). 
In order to achieve strong validity, a research must be able to produce a sample that is a true representation of the subject population in a research context or field of study. However, Weydert et al. (2020) have not made an effort in giving a clarification on this direction, and thereby making it difficult to observe and just the final results of the research paper with very limited details. Therefore, it is difficult to argue how truly the results made by Weydert et al. (2020) actually represent the sample selected for the analysis, the population initial covered by the research in the first place. Hence, this can be seen as a major drawback. Firs, in terms of addressing the research design in the appropriate manner, and second, in addressing the sampling requirements in a scientific manner. Contrary to these practices, the research design followed by Mukherjee & Banerjee (2019) was entirely different. To start with, the research design employed by Mukherjee & Banerjee (2019) was a descriptive research design. 
When it comes to the sampling strategy employed by Mukherjee & Banerjee (2019), shows a clear definition of who these surveys have focused and targeted on, but it also lacks a clear scientific strategy behind it. Based on the analysis, it can be argued that the sampling strategy employed by Mukherjee & Banerjee (2019) were primarily a combination of convenience and snowball sampling. The duo implemented a system where they have posted the questionnaire in social media channels and groups, and also requested potential participants to forward these links to their friends, and thereby asking for participation, which clearly shows the nature and characteristics of a snowball sampling technique. Naderifar et al. (2017) suggest that such practices can be highly purposeful to a great extent, because there is a strong understanding of the target population, their strong attributes and characteristics, and features of the participants in the stud. In this case, all these aspects are visible since the authors have a clear understanding of what they are trying to achieve, and who their target audience are, both for data collection and reading ends.
Even though authors and the paper have a clear illustration of the strategy they have followed and the methods they have implemented, it does not equate to an effective model, because of the non-randomised nature of the convenience and the snowball sampling techniques. The biggest benefit of following a randomised technique is that it ensures there is a strong generalisation of the participants through implementing equal distribution of subjects based on their basic characters and specific features. This means, researchers will be able to ensure groups of people involved in the study have similar features and characteristics, and thereby future studies, trying to replicate the research model and strategy would also achieve the same result, mostly. Sampling decisions can also suffer from selection effects and consequences. This means, researcher or the research biases are unlikely to have any influence on the study outcomes, and the samples would also be free from such biased thinking, resulting in producing good quality research papers (Hoffman et al. 2009). Hence, in the case, a randomised technique would have resulted in much better representation, even though the strategy followed by the authors were able to produce good results.
When it comes down to the descriptive research design employed by Mukherjee & Banerjee (2019), this is an appropriate strategy in this case, especially because the research was trying to customers’ attitudes towards advertisements through social media networks. Here, the authors were evidently trying to establish casual relationships between the pre-set variables, following a strong theoretical underpinning that defined the entire study and supported the hypothesis. From a theoretical viewpoint, these strategies are sound. Hence, trying to understand these relationships and reporting them through the research is also a sound strategy. Hence, the descriptive research design decision taken by Mukherjee & Banerjee (2019) can be appreciated in this regard. Since the research was clearly trying to understand a specific phenomenon of customers’ response to social network advertising, a descriptive strategy is more appropriate, especially because the research is aimed at formulating a strategic foundation for further analysis where the study methods implemented by Weydert et al. (2020) can make a significant difference. 
While the research conducted by Mukherjee & Banerjee (2019) was able to establish specific relationships through the descriptive research design and the non-randomised sampling technique involving a convenience sampling and snowball sampling, application of a randomised technique, supposed by a controlled group and experimental group in the form of an experimental study can be game changing in understanding which type of customers have a specific type of attitude and behaviour, even though this is not clear whether Mukhejee & Banerjee (2019) had implemented such a strategy and technique later on further build on the initial developments they have in this area, in the context of the Indian subcontinent. If Mukherjee & Banerjee (2019) had employed a randomised technique, the results would have been different; instead of discussing who made what choices and how social media advertisements influenced customer attitudes, the authors would have been able to make sense of how people of different ages and social classes, or job groups and this knowledge on specific interests would only lead to companies developing better strategies and innovations. 
Another key area examined in this report is the data collection instruments used in the research papers. Both the papers have made use of questionnaire surveys, to collect data from the participants. Both the reports have followed somewhat similar strategies in terms of collecting data. While Mukerjee & Banerjee (2019) in the second report followed a direct method through posting links and surveys on social media networks and thereby forwarding it to peers of the participants, Weydert et al. (2020) had a more detailed approach that defined and discussed the scenario developed by the researchers for the experimental study. Hence, only a few differences can be seen in this aspect. While Mukherjee & Banerjee (2019) made use of Likert scale response models, Weydert et al. (2020) did not discuss about such decisions and strategies, making it a vague understanding of the research strategy and methodology employed. Since both the research papers are published under Emerald, and have similar styling and formatting, and reporting strategy, it can be argued that the decision to omit such details may have some influence on how people or readers understand the result and respond to the findings. However, despite using Likert scale, the questionnaire survey employed by Mukhejee & Banerjee (2019) has been far too simplistic in nature, and both papers failed to provide a questionnaire attached to the report.
When it comes down to the data analysis part, this is an important area, that is also corresponding to the original research design and strategy employed by a research. The choice of the research strategy and analysis model can determine the quality and outcome of a research project (Morita et al. 2006). In this case, Weydert et al. (2020) mentioned vaguely about using an experimental model and analysis, Mukherjee & Banerjee (2019) clearly defined an analysis strategy and the methods they have followed in analysing the data and reporting it. While both the studies have explored and implemented experimental models, ANOVAs, and structural equation modelling techniques, the validity of the outcomes can be judged on the basis of the face value of these techniques and the final outcome produced by these researches. On the one hand, the research produced by Mukherjee & Banerjee (2019) is more comprehensive and detailed in nature, with a clearly articulated discussion of the findings, but Weydert et al. (2020) had a very brief section discussing bout the final outcomes and output of these studies.
[bookmark: _Toc58037670]Conclusion
In many ways, it is possible to argue that the end results would have been different if both the papers have followed struct systematic methods and scientific approaches to designing the research, collecting the data, and analysing the same. While both the research papers have their own strengths in many areas, especially since one paper being an experimental model and the other being a descriptive model, their lack of focus on sampling strategy and technique, and the choice of strategic knowledge in addressing business challenges use be noted. Overall, the sampling strategy and the data analysis parts remain the most challenging and conceding aspects of these researches, whereas both the data collection strategy, the initial conceptualisation of business problems and strategies, as well as a research design, and the overall approaches taken by the researchers can be appreciated. The differences between the two papers are seemingly evident, especially in terms of the choice of the research design, data collection and analysis models, and it is very evident that the defence between the research problems explored by these papers demanded different research approaches. This also reminds that a one size fits all approach in research projects may do more damage than good.
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