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PREFACE

This third edition of Qualitative Research in Business amd Maragement has been updated
with some of the more recent developments in gualitative research, such as an increased
focus on social media, big data and the Internet. This edition also contains many new
examples of qualitative research. Like the previous edition, the book is almed primarily at
graduate and postgraduate students in business and management. It is especially appro-
priate for research Master's and PhD students who are intending to conduct their first
qualitative research project. Additionally, the book might be helpful for faculty members
who have been trained in guantitative research methods, but want to learn more about
the potentlal of qualitative research. For instructors and lecturers, online resources for
the book are available at itips:/ Sstudysagepub.com/myersie.

This book is relevant for students in almost all of the business disciplines, Including
accounting, employment relations, finance, human resource management, informa-
tion systems, international business, management, marketing, operations management,
ocrganization development and strategic management,.

The content of the book is derived from over 25 years of teaching qualitative research
to postgraduate students in information systems at the University of Auckland, Mew
Zealand. | have also taught qualitative research workshops for PhD students and faculty
members in many countries, including Australia, China, the Czech Republic, England,
Finland, Malaysia, Portugal, South Africa and the United 5tates. These workshops have
varied in length from half a day to five days. Additionally, | have published many quali-
tative research articles In academic journals and books and have served as a senior editor
of four excellent research journals in information systemns (European Journal of Information
Systems, Information and Organization, information Systems Research and MIS Quarterly). For
all these journals [ have handled qualitative manuscripts only. [ am also on the Editorial
Advisory Board of Qualitative Research in Organizations and Mamagement.

In addition to this experience within the field of information systems, In 2003 I
was appointed as the Associate Dean (Postgraduate and Research) at the University of
Auckland. My five years of experience in this role enabled me to familiarize myself with
the research being conducted in all of the business disciplines. [ began to realize that many
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of the issues that qualitative researchers face In information systems were remarkably
similar to those being faced in every other business discipline. Although some busi-
ness disciplines are further ahead than others in thelr acceptance and use of qualitative
research, all have followed a fairly similar path. Whereas most business disciplines
favoured quantitative research in the 19805, from the 1990s there was an increased inter-
est in qualitative research. Today many articles using qualitative research are published
in the top peer-reviewed journals of virtually every business discipline. It Is now gener-
ally recognized that both qualitative and quantitative research have their strengths and
weaknesses, and both are needed to study business and management.

The structure of this book, as a geneéral rule, follows the ane [ developed for my welb-
site entitled ‘Cualitative Research in Information Systems’ at wiww.qual.auckland.ac.nz.
This particular work was accepted for publication by MISQ Discovery in 1997 and Is avail-
able as part of Aisnet.org (a collection of resources sponsored by the Association for
Information Systems). This website received the Value-Added Site Award sponsored by
the Academy of Management’s Organizational Communication and Information Systems
Division and AlSWarld in 1996-7, the AlSWorld Challenge Award from the Association
for Information Systems in 2004, and the AlS Technology Challenge Award in 2013. A
similar structure was also used for an edited book providing a collection of gqualitative
research readings in the information systems field (Myers & Avison, 2002).

Of course, this particular book is substantially different from those two earlier works
in that the present work is concerned with qualitative research in all of the business
and management disciplines {in contrast to the earlier one which focuses solely on the
field of information systems). Also, this book is a sole-authored work representing an
expanded treatment of my own views about qualitative research rather than a collection
of readings.

I hope you find the book interesting and helpful.

———— e —
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Learning Outcomes

YOUR GUIDE TO THIS BOOK

By the end of this chapter, you will be able to:

Understand the purpose of qualtative research

Appreciate the benefits of Gualtative rezearch

Recognize what counta as rezearch and what does not

Distnguish batween quanttative and qualitative research

Decice whother or not to L trianguiation

See how qualitative research can contribute to the rigour and relevance of
research

Learning Qutcomes boxes outline what you can

expect to learn from reading a chapter.

Further Reading

Articles

An articie by Dubé & Paré (2003) discusses how positivist case study research can be evak-
uated. Wa'sham (1995) discusses how nterpretive case studes can be evaluated whvie the
artcie by Klein & Myers (1990) suggesta a sot of principles by which interpretive fleid studies
(oot case studes and ethnographies) can bo evaluated. Myers & KGein (2011) suggest a set
of principles for evakiating critical case study research (along with ethnographic hield studies).

Books

One of the best books on case study research is C: Dosi
andMetnods by Yin (2018). This book, now in i3 6th edition, provides an exceient introduction
10 the case study research method. However, you shou'd keep in mind that Yin, by and large,
adopts a positivistic approach 10 case study resoarch.

‘urther Reading provides suggestions of books
nd articles which will help you to further explore
he important ideas from the chapter.

[@ Exercises

1 Conduct a brief Iterature search using Google Scholar or some other biblographic
database and see If you can find both quaitative and quantitative articies in your
chosen fleld. What kinds of topics appear?

2 Looking at some of the articles you found in more delail, can you describe the
research probiem and the research questions? Can you describe the research
maethod(s) that the author(s) used? Did any of them use triangutation?

7 Looking at these same articles, would you describe some of them as more rigorous
or relevant than the others? Why?

Exercises will help you to test your knowledge and
understanding of the key topic areas. These can be found

at the end of each chapter and are ideal for revision.

Websites

Here are a few useful websites on grounded theory:

The Wikipedia entry on grounded theory is useful at hitps//enwikipedia org/wiki/
Grounded_theory

‘The Grounded Theory Institute is dedicated to Glaser's view of grounded theory at
www.groundedtheorycom/ it is a very usetul site and provides additional relerences
and materials

A short introduction to grounded theory is provided by Steve Borgatti at www.analytict-
ech.comymb870/introtoGThtm

More references on grounded theory are available at www.qualauckland.ac.nz

To access these links, as well as additional suggestions for further reading online, visit
https://study.sagepub.com/niyers3e.

=

Weblinks offer a varied selection of useful websites
related to the main themes of the book.



ONLINE RESOURCES

GO ONLINE

The third edition of Qualftative Research in Business and Maragement s supported by a
selection of online resources for students and lecturers. Visit https:/study.sagepub,
com/ miyersde for to access the following:

FOR STUDENTS

»  Further Reading - A selection of free SAGE journal articles related to each chapter, to
further develop and support your understanding.

s Waob Links = Helpful suggestions of where you can explore the themes of each
chapter onling. These can be accessed directly from the website by clicking on the
links provided.

FOR INSTRUCTORS

« PowerPoint slides — a suite of PowerPaint slides highlighting the main points in each
chapter. Customisable to suit your lecture style and learning objectives,



PART I

Introduction

Part [ provides a general introduction to quaditative reseacch in business and man-
agement. Chapter 1 suggests how you can use this book to best advantage. Chapter 2
provides an overview of qualitative research. It discusses the motivation for doing
qgualitative research, the differences between qualitative and quantitative rescacch
and how qualitative research can contribute to the rigour and relevance of research in
business and management,
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HOW TO USE THIS BOOK

I decided to write this book for several reasons. First, there are few textbooks that deal
specifically with qualitative research in business and management. Often, professors and
teachers of qualitative research in business schools use books that are written for a much
wider audience, such as the social sclences more generally.

Second, of the few books that are available for students of business and manage-
ment, mast ténd to be somewhat narrow in their treatment. They focus on just one
of two rescarch methods (such as action research and/or case study rescarch)
and often fall to appreclate the potentlal of different underlylng research philosophies
{e.g. interpretive rescarch), or of different ways of analysing qualitative data.

Third, I have noticed a tendency for writers of qualitative books in business and man-
agement to be somewhat defensive about the use of qualitative research. The tone is one
of lamenting the current lack of acceptance of gualitative research in business. Often
there are complalnts about how difficult it is to get qualitative research articles into the
top joumals.

The purposes of this book, therefore, are as follows:

= o provide a qualitative textbook that focuses specifically on business and management;

= to provide a broad, reasonably comprehensive discussion of the various qualitative
research methods (and their philosophical underpinnings) that researchers can use;

= o provide a qualitative textbook that is enthusiastic and positive about the use of quali-
tative research in business and management.

With regard to the last point, this book provides examples of qualitative studies drawn
from many business and management disciplines. Almost all of the examples have been
drawn from the top journals in the disciplines concerned, e.g. Academny of Management
Jourmal in management, MIS Quarterly in the ficld of information systems or ol of
Consumer Research in marketing. This third edition contains over 60 examples of qualita-
tive research articles from these top journals! This selection of examples from some of the
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top research journals shows that qualitative researchers in business no longer need to be
apologetic or defensive about thelr research. [t seems obvious to me that both qualitative
and guantitative research methods are needed to study business phenomena.

In the remainder of this short chapter 1 will outline the structure of the book and
highlight some of its significant features.

Part | provides an introduction to the book and an overview of gqualitative research. A
key theme is the contribution that qualitative research can make to research in business
and management.

Part Il provides an overview of some fundamental concepts in qualitative research.
It looks at various approaches to research philosophy, research design and research
cthics. | believe it is important for research students to be aware of the different
underlying assumptions and research designs that can inform qualitative research. All
gualitative researchers should make their research designs and underlying philosophi-
cal assumptions explicit.

Part 11l deals with the most common research methods that are used in business
and management today. | define a research method as a strategy of enquiry or a way of
finding cmpirical data about the (social) world. Chapter & deals with action research,
Chapter 7 case study research, Chapter 8 ethnographic research and Chapter 9
grounded theory, A key feature of this part of the book is that it cutlines the advan-
tages and disadvantages of the various research methaods,

In Part IV, | discuss the use of qualitative techniques for data collection. In business
and management, the maost important qualitative technique is the use of intervicws
{Chapter 10). However, participant obxervation and Geldwork are discussed in
Chapter 11 and the use of documents in Chapter 12,

Part V fecuses on analysing and interpreting qualitative data. The tremendous vari-
ety in approaches is reviewed in Chapter 13, whereas the following three chapters
discuss three specific approaches in more detail. These are hermencutics (Chapter 14),
seenniotics (Chapter 15) and narrative and metaphor (Chapter 16).

In Pant VI, | look at writing up and publishing qualitative research. Chapter 17 focuses
solely on the process of writing up (mostly for a thesis or dissertation) whereas Chapter 18
focuses on getting published. As journal articles tend to count much maore than books
in all the business and management disciplines, | provide some practical guidance with
respect to getting qualitative research work published in peer-reviewed conferences
and academic journals. This is one of the distinguishing features of the book.

Fart V1l is the concluding section. Chapter 19 looks at qualitative research in per-
spective. This is followed by a glossary of some of the most commonly used terms in
qualitative research.
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OVERVIEW OF QUALITATIVE
RESEARCH

| Learning Outcomes

By the end of this chapter, you will be able toc

»  Understand the purpose of qualitative research

«  Appreciate the benefits of qualitative research

» Recognize what counts as research and what does not

»  Distinguish between guantitative and qualitative research

= Decide whether or net to use triangulation

« See how qualitative research can contribute to the rigour and relevance of
research

2.1 WHY DO QUALITATIVE RESEARCH?

Qualitative research methods are designed to help researchers understand people and
what they say and do. They are designed to help researchers understand the social and
cultural contexts within which people live.

One of the key benefits of qualitative research is that it allows a researcher to see and
understand the context within which decisions and actions take place. [t is often the case
that human decisions and actions can only be understocd in context = it is the context
that helps to ‘explain’ why someone acted as they did. And this context (or multiple
contexts) Is best understood by talking to people.
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Cealitative researchers contend that it is virtually impossible to understand why
someone did something or why something happened in an organization, without talk-
Ing to people about it. Imagine if the police tried to solve a serious crime without being
able to talk to the suspects or witnesses. If the police were restricted to using only quan-
titative data, almost no crimes would be solved. Imagine if lawyers and judges were not
allowed to question or cross-examine witnesses In court. The validity and reliability of any
court decision would be thrown into serious doubt. So, likewise, qualitative researchers
argue that if you want to understand people's motivations, thelr reasons, their actions,
and the context for their beliefs and actions in an in-depth way, qualitative research is
best. Kaplan & Maxwell (1954) say that the goal of understanding a phenomenon from
the point of view of the participants and its particular social and institutional context is
largely lost when textual data are quantified.

One of the primary motivations for doing qualitative, as opposed to guantitative,
research comes from the ohservation that, If there Is one thing which distinguishes
humans from the natural world, it is their ability to talk. It is only by talking to people,
or reading what they have written, that we can find out what they are thinking, and
understanding their thoughts goes a long way lowards explaining their actions.

Types of Questions Using Qualitative
Research

The guestions that a qualitalive researcher might typically ask are what, why, how and
when questions:

+  What is happening here?

= Why s it happening?

= How has it come to happen this way?
= When did it happen?

2.2 WHAT IS RESEARCH?

In a university setting, research Is deflned as an original investigation undertaken In
order to contribute to knowledge and understanding in a particular field. Research 15 a
creative activity leading to the production of new knowledge. The knowledge produced
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is new in the sense that the facts, the interpretation of those facts or the theorles used
to explain them might not have been used In a partloular way before In that specific
discipline.

Research typically involves enquiry of an empirical or conceptual nature and is
conducted by people with specialist knowledge about the subject matter, theorles and
methods in a specific fleld. Research may involve contributing to the intellectual infra-
structure of a subject or discipline (e.g. by publishing a dictionary). In some flelds, such
as engineering, computer science, or information systems, research can also include the
experimental design of new artefacts. Engineers often try to develop new or substantially
improved materials, devices, products or processes.

Of course, as more research Is published, the subject matter, theories and methods
used in a particular field may change over time. For this reason, scholars in many dis-
ciplines will write a literature review of previous relevant research to show that they
understand and are up-to-date with the latest thinking.

But how do we know that the research results are new? How do we know that the
findings are original? How do we know that the research was conducted In a rigorous
manner?

The only way to tell if the research findings are both sound and original is if those
findings are open to scrutiny and formal evaluation by experts In a particular fleld. That
is, the findings must be evaluated by those who are experienced and ‘qualified’ to do so.
If these experts, in evaluating the research, find that the results are sound and that the
findings are new to thedt, then we can say that the research project represents an original
contribution to knowledge.

This way of evaluating the quality of research In sclence 1s called the peer review
systemn. The peer review system exists In all sclentific disclplines and is what distin-
guishes sclence from most other human endeavours, It is a system of quality assurance,
Of course, the peer review system is a social system and as such it has its drawbacks, but it
does ensure that only résearch of a certain standard is published. [ discuss the peer review
systemn and the publication process in more detail in Part V1.

It should be clear from the above discussion that some activities do not count as
research in a university setting (Tertiary Education Commission, 2005). Some of these
activities are as follows: '

+ The preparation of teaching materials. Teaching materials are excluded since they
are nat normally formally evaluated by experts in the field as a whole. For example,
case study books written for teaching purpeses are written primarily for students, not
researchers. As Yin describes, 'For teaching purposes, a case study need not contain
a complete or accurate rendition of actual events; rather, its purpose is to establish
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a framework for discussion and debate among students' (2003: 2). The distinction
between producing case studies for teaching and research is discussed more fully in
Chapter 7.

«  The provision of advice or opinicn, e.g. consulting work,

. Feasibility studies [where the culput is a recommendation to a client).

s+ Routine data collection (where there is no attempt to contribute to new knowledge in
the field as a whola).

+  [Routine information systems development (where the output is a new or improved prod-
uct for a client, rot the experimental design of a new product or service).

« Any other routine professional practice.

2.3 QUANTITATIVE AND QUALITATIVE RESEARCH
COMPARED

There are many different ways to classify and characterize different types of research.
However, one of the most common distinctions is between qualitative and quantitative
research methods (Table 2.1).

Table 21 Examples of qualitative and quantitative research

Crualitative research: A focus on text Quantitotive reseorch: A focus an numbars
Action research Surveys

Case study research Laboratory experiments

Ethnograpiy Simulation

Grounded theory Mathematical medeliing

Semiotics Structured squation modelling

Digcourse analysis Statistical anatysis

Hermeneutics Econometrics

Marrative and metaphor

Quantitative research methods were ariginally developed in the natural sciences to
study natural phenomena. Examples of gquantitative methods now well accepted in the
social sciences include survey methods, laboratory experiments, formal methods (e.g.
econometrics) and numerical methods such as mathematical modelling. All guantitative
researchers emphasize numbers more than anything else. That is, the numbers represent
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values or levels of various theoretical constructs and these numbers are viewed as strong
sclentific evidence of how a phenomenon works. Most quantitative reseaechers use sta-
tistical tools and packages to analyse their data.

Cualitative research methods were developed in the social sclences to enable
researchers to study social and cultural phenomena. Examples of gqualitative meth-
ods are actlon research, case study research and grounded theory. Qualitative data
sources include observation and participant observation (fieldwork), interviews and
questionnaires, documents and texts, and the researcher's impressions and reactions.
Qualitative data are mostly a record of what people have said. For example, inter-
views (the most common technigue for collecting qualitative data) record what one of
your Informants said about a particular topic; ficld notes record what the researcher
experienced or thought about a particular topic or event; and documents record what
the author of the document wrote at the time. In all cases, these qualitative data can
help us to understand people, their motivations and actions, and the broader context
within which they work and live.

In the 19805 most business disciplines favoured quantitative research. In the 1990s,
however, there was an increased interest in qualitative research in almost every business
discipline. The quality of this research Improved over time such that many articles using
qualitative research have now been published in the top peer-reviewed journals of virtu-
ally every business discipline.

My view is that both quantitative and qualitative research approaches are useful and
necessary in researching business organizations. Both kinds of research are Important
and both kinds of research can be rigorous. Most of the resources and readings cited in
this book have been peer reviewed by leading experts and published in the top journals
in the various business disciplines. However, there are advantages and disadvantages in
each approach.

Generally speaking, quantitative research is best if you want to have a large sample
size and you want to generalize to a large population, In this case the objective is to study
a particular topic across many people or many organizations. You want to find out trends
or patterns that apply in many different situations. Various statistical techniques can be
used to analyse your data.

A major disadvantage of quantitative research is that, as a general rule, many of the
soclal and cultural aspects of organizations are lost or are treated in a superficial man-
ner. The ‘context’ 15 usually treated as ‘noise’ or as something that gets in the way. The
quantitative researcher trades context for the ability to generalize across a population.

Qualitative research 1s best If you want to study a particular subject in depth {e.g. in
one or a few organizations). It is good for exploratory rescarch when the particular
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topic is new and there is not much previously published research on that topic. It is also
ideal for studving the social. cultural and political aspects of people and organizations. A
spevial section of the Acadeny of Management Joumal was devoted to the ‘power of rich’
research (see Bymes, 2007,

A major disadvantage of qualitative research, however, Is that It is often difficult to
generalize to a larger population. You can generalize from gqualitative research, but not
by using sampling logic. For instance, if you conduct three in-depth case studies of three
organizations, a sample size of three does not count for much in statistical terms. Three
cases are no better than one. Therefore it is normally impossible for qualitative research-
ers to make generalizations from a sample to a population.

However, you can generalize from qualitative research to theory and you can gen-
eralize from just one case study or one cthnography (Klein & Myers, 1999; Lee &
Baskerville, Z003; Yin, 2018). How you can use qualitative research to make generali-
zations and how the contributions and quality of qualitative research studies can be
evaluated is discussed in each of the chapters in Part 111,

Although the gualitative/quantitative distinction In research methods is by far the
most common, there are other distinctions which can be made. Research methods have
variously been classified as objective versus subjective (Burrell & Morgan, 1979), as being
concerned with the discovery of general laws (nomothetic) versus being concerned with
the uniqueness of each particular situation (idiographic), as aimed at prediction and con-
trol versus aimed at explanation and understanding, as taking an outsider (etic) versus
taking an insider (emic) perspective and so on. Considerable controversy continues to
surround the use of these terms (Myers & Avison, 2002). However, a discussion of these
distinctions is beyond the scope of this book. For a fuller discussion see Luthans & Davis
(1982) and Morey & Luthans (1984). See also Chapter 3 which discusses the various
philosophical perspectives that can inform research.

2.4 TRIANGULATION

Triengulation is the idea that you should do more than just one thing in a study.
That is, you should use more than one research method, use two or more techniques
to gather data, or combine qualitative and quantitative research methods in the one
study. Triangulation is an excellent idea If you want to look at the same topic from
different angles. It allows you to gain a ‘fuller’ picture of what is happening. It allows
you 1o triangulate data from interviews with data from documents, or data from two

different research methods (e.g. a gualitative case study with quantitative data from
a survey).
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Triangulating Case Study Data

Daing marketing research, Fournier (1998) conducted three In-depth case studies look-
ing at the relationships consumers form with brands. She triangulated data within her
case studies.

She used mulliple stories from the same person, interviews conducted with the same
persons at multiple points in time, and information from other data sources, such as
grocery lists, shelf contents, stories of other household members and so forth, In addi-
tion, researchers who had mulliple encounters with informants in previous stages were
emploved. Thus interpretations were triangulated across researchers and authors as wall

it is relatively common for qualitative researchers to triangulate data within a study using
just one research method. For example, a researcher conducting a case study of one organiza-
tion might triangulate interview data with data from published or unpublished docurnents
or an ethnographer might triangulate data from interviews with data from her fieldwork.
Many qualitative research methods require the triangulation of data in some way or other.

Much less common, however, and much more difficult, is when researchers try to combine
two or more research methods in the one study. The idea is to trlangulate data and findings
on the same topie, but to use different methods. Triangulation is especially challenging if the
research methods are substantially different in thelr underlying philosophy or approach, e.g.
when researchers try to combine qualitative and quantitative research metheods.

Triangulating Qualitative and Quantitative Data

An excaetient example of triangulating data obtained from the use of qualitative and guantita-
tive research methods is Markus's (1594a) study of how and why managers use email. Her
study questioned the assumptions of media richness theory (that ‘richness is better) and
demonstrated how a ‘lean’ medium such as email could be used for compilex communication.

To answer her research question, ‘how and why do managers use email?” Markus used
two research methods, First, she used a quantitative method, a statistically analysed sur-
vey. The survey was sent to a large sample of managers. Second, she used a qualitative
mathod called analytic induction, The data were purely textual - mostly she used email
messages that were sent by managers. She also obtained data from interviews.

Using both quantitative and qualitative research methods meant that Markus had
quantitative data (e.g. frequency of email use) and qualitative data (transcripts of email
message exchanges). Her findings and conclusions are rigorous and convincing.
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1 believe it can be difficult for most people to do this kind of triangulation well. This is
because you need to be well trained and become an expert in multiple research methods,
not just one. Also, each method has its own underlying perspective and invelves the use
of certain techniques. It can take months, if not years, for someone to become proficient
in the use of just one particular method, eg. ethnography, However, if you have the
inclination, enthusiasm and time, this is certainly a worthwhile and viable option. [t is
something that can be done (Mingers, 2001).

A slightly easier way to achieve the triangulation of research methods is for a single
study to include multiple researchers. In this case, each researcher brings to the table
his or her own method of expertise and experience. Having multiple researchers and
multiple perspectives on any research topic can be positive. A key requirement for the
project o be successful, however, Is for the researchers concerned to respect each other’s
expertise and methed. There must be mutual respect for any real dialogue to take place,
In such cases, the research findings can be truly outstanding.

2.5 RESEARCH IN BUSINESS AND MANAGEMENT

All research in business and management focuses on a toplc that is of relevance to one or
more of the business and management disciplines. This disciplinary area is actually very
broad and, depending upon your background and institution, may include the follow-
ing: accounting and finance, commercial law, economics, human resource management,
logistics and supply chain management, organizational behaviour and organizational
development, information systems, management strategy and international business,
marketing and operations management. Of course, these business and management dis-
ciplines often build on research from other disciplines, such as statistics, psychology or
sociology. The list of potentially relevant disciplines is very large.

A key feature of a qualitative or quantitative study, as opposed to a purely conceptual
study, 15 that it Is an empirical Investigation, i.e. it relies on empirical data from the
natural or social world. The empirical investigation seeks to contribute o the body of
knowledge in a particular field. A simple model of the process of empirical research in
business and management is represented in Figure Z.1.

As can be seen in the figure, a researcher finds a topic or a research prablem that is
relevant to the body of knowledge in a particular discipline. Normally, the research ques-
tions are derived from the research literature, but they could come from current business
practice or your own intuitive hunches (Marshall & Rossman, 2016). In order to answer
the questions ralsed by the problem, the researcher subsequently uses a research methed
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Figure 21 A model of research in business and management

to find some empirical evidence. These findings are hopefully significant enough to be
published and hence add to the body of knowledge. A new researcher then comes along
and starts the process once more.

2.6 RIGOUR AND RELEVANCE IN RESEARCH

A perennial issue for researchers in business and management s the apparent trade-off
between rigour and relevance (Table 2.2). It has become a common complaint over the
past decade or so that research In business schools has become more rigorous at the
expense of relevance.

Table 2.2  Rigour and relevance

Rigerous scicntific research Relevant practical rescarch

Relevant to academics Relevant to business practitioners

Emphasis on meeting scientific standards Emphasis on being immediately relevant to

such as validity and reliability practice

Subject to academic peer review Subject to minimal if any review, possibly
editorial review

Published in academic journals Published in consulting reports or magazines

Thecretical contribution Practical contribution

Rigorous research s usually defined as research that meets the standards of ‘sclentific’
research; It 1s research that has been conducted according to the scientific model of
research, subject to peer review and published in an academic journal. Unfortunately,
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much of the research that is published in academic business journals is often seen as
being too theoretical and of little practical relevance to business professionals.

Relevant research is usually defined as research that is of immediate relevance to busi-
ness professionals. The research results can be used right away. This kind of research is
usually seen as more akin to consulting. Unfortunately, much of this kind of research is
difficult, if not impossible, to get published in academic journals in business and man-
agement. The lack of a theoretical contributien almost guarantees rejection.

In my own field of information systems, the issue of rigour versus relevance seems to
be discussed at almost every conference. Most academics tend to agree with the notlon
that research in information systems and business schools more EE’!‘I.H'E]I}-' Shﬂu!d be
more relevant to business professionals. In practice, howewver, they are faced with the
need to gain tenure and promotion. In order to galn tenure, most business schools in
research universities require faculty members to have a record of publication in reputable
academic journals. This job requirement means that most faculty members end up post-
poning indefinitely their desire (if they have one) to conduct ‘relevant’ research.

As an example of this debate in the management literature more generally, Bennis &
OToole (2005) argue that business schools focus far too much on what they call ‘scientific’
research. Writing In the Hanvard Business Review, they claim that business management
is not a scientific discipline but a profession. They lament the fact that business schools
have followed a scientific model of research rather than a professional model (as found,
for example, in medicine and law). They say that graduating business students are ill
equipped to wrangle with the complex, ungquantifiable issues that are the reality of busi-
ness, As most decisions in business are made on the basis of messy and incomplete data,
they are particularly critical of statistical and quantitative research which they believe
can blind rather than illuminate (Bennis & OToole, 2005).

| must admit that | do not entirely agree with Bennis and O'Toole’s argument. In
my view, the focus on research in business schools has transformed them from having
a mostly vocational focus to being proper scholarly institutions. Faculty members have
become scholars rather than consultants. Also, while most academic research may not be
immediately relevant to business professionals, It may become relevant over the longer
term. In fact, | would argue that one of the failings of contemporary management prac-
tice is the predilection to seek “silver bullets’, Le. quick fixes, or magic solutions to more
deep-seated problems. Few silver bullets turn out to be of any long-lasting value.

However, 1 do agree that research In business and management could be much more
relevant than it is right now and that it should be able to deal with complex, unguan-
tifiable issues that are the reality of business. And this Is where the value of qualitative
research lies.
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It Is my view that qualitative research is perhaps the best way for research in busi-
ness and management to become both rigorous and relevant at the same time. It allows
scholarship and practice to come together. Qualitative researchers study real situations,
not artificial ones (as, for example, in a laboratory experiment). To do a good qualitative
study, qualitative researchers need to engage actively with people in real organlzations. An
in-depth field study, in particular, needs to look at the complexity of organizations, including
the ‘complex, unquantifiable issues’ that are the reality of business. A case study researcher
or an ethnographer may well study the social, cultural and political aspects of a company.

Hence, if you are trying to decide whether to do qualitative or quantitative research
in a business discipline, the choice should not be made on the basls of whether one
approach is more rigorous than the other. This would have been a valid question in
the 1980s and early 19905, but it i3 no longer a valid question today. Rather, the cholce
should be based on the topic, on the research question you want to ask, on the basis
of your own interest and experience, and how relevant you want to be to practice. It is
also important to consider the expertise of your supervisor or faculty members in your
institution. If you want to use qualitative research but there is no one with the gualifica-
tions, interest or experience to supervise you at your university, then It 15 probably best
to choose a different topic and methoed or change university.

2.7 EXAMPLES

1. Demonstrating the Value of Qualitative Research:
A Hermeneutic Interpretation of a Controlled
Laboratory Experiment

Lee & Dennis (2012) demonstrate the value of qualitative research by reinterpreting the
findings of a previously published quantitative study. The original quantitative study
(a laboratory experiment) sought to demonstrate the decision-making benefits of a group
support system, but the findings turned out to be contradictory. The experiment yielded
results that were altogether unexpected by the researchers who conducted it. Using a
qualitative analysis approach called hermeneutics, Lee & Dennis (2012) relnterpret the
findings of the original study. Instead of using just the quantitative data, they take the
perspectives of the experiment’s human subjects and the original researchers them-
selves as the basis on which to interpret what happened in the experiment. They show
that the subjective meanings held by the human subjects and the researchers them-
selves played a significant role in shaping the experimental outcomes. For example, the
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original researchers simply assumed a ‘rational man’ theory of human behaviour (like
the rational man theory in microeconomics), However, by using a qualitative analysis
approach, Lee and Dennis reveal that the human subjects brought their socially con-
structed world of personal friends, histories and even their popular culture Into the
laboratory. This Is consistent with what one would expect using qualitative research but
unanticipated by the quantitative experimenters.

2. Triangulating Qualitative and Quantitative
Research: Investigating the Nature and
Consequences of Brand Love

Batra et al.'s (2012) article is an excellent example of triangulation. The article Improves
our understanding of the consumer experience of brand love, which Includes both a love
emotion and love relationship with a particular brand (e.g. Apple, Samsung). The authors
conducted two qualitative studies followed by a quantitative study. The first study con-
sisted of 70 structured telephone interviews followed by 10 in-depth Interviews, where
respondents were asked to compare loved and not-loved items, as well as interpersonal
and non-interpersonal love. The second study focused specifically on loved brands and
included 18 detailed interviews. The authors used a qualitative research method called
grounded theory to uncover the different elements of brand love, In the third study, the
authors used a quantitative method called structured equation modelling to develop a
model of brand love. They say that their model is able to predict brand loyalty, word of
mouth and brand resistance, and helps provide a greater understanding of brand love.

@ Exercises

Conduct a brief literature search using Google Scholar or some other bibiographic
database and see if you can find both qualitative and quantitative articles in your
chasen field. What kinds of topics appear?
2 Looking at some of the articles you found in more detall, can you describe the
research problem and the research questions? Can you describe the research
method(s) that the author{s) used? Did any of them use friangulation?
Locking at these same articles, would you describe some of them as more rigorous
or relevant than the others? Why?

[
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Further Reading

Books

There are two books which | recommend for anyone wanting to do qualitative research at Php

level; both these books are required or recommended texts in many doctoral-level courses in l.'_j
business,

+  First, The Sage Handbook for Qualitative Research (Sth edn) (Denzin & Lincoln, 2018) pro-
vides a collection of readings with authors selected from many disciplines. It examines
the varicus paradigms for doing qualitative work, the strategies developed for studying
people in thelr natural setting, and a variety of techniques for collecting, analysing, inter-
preting and reporting findings.

+  Second, Quaitative Data Analysis: A Melhods Sourcebook (3rd edn) (Miles et al, 2014) is also
very useful

« A third book that is an excellent primer for novice researchers is Doing Quakitative
Research (5th edn) (Silverman, 2018).

Wehsites
Here are guite a few useful websites on qualitative research: @Z

+«  The AlSWorld Section on Qualitative Research is at www.gual auckland ac.nz/

s  Qualitative Research in Organizations and Management is published by Emerald Publishing
and available at wwwemeraldinsight.comyjournal/grom

« The Qualitative Report is an online journal dedicated to qualitative research and critical
enquiry at https/nsuworks novaedu/tqr/

« Sage Publications is widely regarded as the leading publisher of qualitative methodol-
ogy texts at www.sagepublications.com

« Narrative Psychology is an excellent rescurce on narrative and related areas at hittpf
weblemaoyneedu/-hevern/narpsych/narpsych.htmi

« The Association for Qualitative Research has useful information at wiwaw.agr.org.ukf

« QualPage includes calls for papers, conferences, discussion forums and publishers at
www.gqualitativeresearchuga.edu/QualPage

+«  The international Journal of Social Research Methodokogy is a cross-disciplinary journal
designed to foster discussion and debate in social research methodology at www.land-
fonline.com/toc/tsrm20/current ",.-""' -

»  Forum: Qualtative Social Research s a bilingual (English/German) online journal lqr qua‘_ifa_i- "‘\\
tive research edited by Katja Mruck. The main aim of the forum is to promote-diselasign =71/ 50 T L N
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and cooperation batwean qualitative researchers from different nations and social sci-
ence disciplines at httip:{fqualitative-research.net/fqs/fgs-eng htm

«  Ewvaluation and Social Research Methods has links to books, manuals and articles on
how to do evaluation and social research at hitp:fgsociclogyicaaporg/methods

To access these links, as well as additional suggestions for further reading online, visit
https: i study.sagepub.com/myors3e.



PART II

Fundamental Concepts
of Research

Part 11 provides an overview of some fundamental concepts relating to qualitative
research. Chapter 3 discusses research design and provides a model of qualitative research,
This medel is used as the structure for the entire book. Some advice 15 also given about
writing a research proposal. Chapter 4 looks at the various philosophical perspectives
that can inform qualitative research, namely positivist vescarch, interpretive research
and eriticnl research. Chapter 5 reviews some of the most important ethical prinei-
ples relating to qualitative research in business and management.
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RESEARCH DESIGN

Learning Outcomes
| By the end of this chapter, you will be able to:

+«  Appreciate why you need a research design

Work out how to choose a topic

Understand the essential features of every qualitative research design

Be more confident in writing a research proposal

See how various research designs have been used In business and management

- & ® &

3.1 INTRODUCTION

A research design is the plan for an entire qualitative research project. This plan should
b written in a research proposal that says what you are going to do. Research design
involves deciding upon all the various components of a research project: your philo-
sophical assumptions, your research method, which data collection technigues you will
use, your approach to qualitative data analysis, your approach to writing up and, if appli-
cable, how you plan to publish your findings.

The main purpose of research design Is to provide a road map of the whole research
project. It should include clear guidelines and procedures with regard to what you intend
to do and when. Howewver, as most qualitative research is lterative, you should never
regard your research design as final. Your research proposal should not become a chain
around your neck. Rather, you should be flexible and willing to change your plan as the
research project progresses, However, even though things might change, it 15 still worth-
while writing a research proposal and spending time on the research design. You should
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not change your research design every five minutes. You still need to have some plan for
what you want to do.

Another (but equally important) purpose of a research design is to convince your
potential supervisor(s), advisory committee, department, school andfor research fund-
ing committee that you are capable of doing the research and that your research project
Is viable. A proposal is essentially an argument intended to convince the reader that the
proposed research is substantive and will likely contribute to the field, that it is well con-
celved, and that the researcher is capable of carrving it through' (Marshall & Rossman,
2016: 12). A well-written proposal can make all the difference between being accepted or
rejected as a student. If the literature review in your research proposal is inadequate, your
potential supervisors are unlikely to be Impressed. Likewise, If your proposal is poorly
structured and not well written, you may have difficulty in finding supervisors and may
be seen as a potentially ‘high-maintenance’ student. On the other hand, a well-written
proposal that is convincing and compelling is bound to be more favourably received.

Therefore, it is always a good idea to spend the extra time and effort designing your
research project. You might also be able to use parts of your research proposal later (such
as in some sections of the literature review in your thesis).

3.2 CHOOSING A TOPIC

One of the first things you need to do, before you even start designing a qualitative
research project, is to decide upon a topic. You should be able to describe your topic
in just a few sentences. For example, if you are a student studying human resource
management (HRM]), your topic might be related to HRM practices and organizational
performance; if you are a student in information systems, vour topic might have some-
thing to do with the business use of soclal networking systems; if you are a student
in marketing, your topic might be related to consumers’ perceptions of brand value,
Obviously, the topic will depend upon your previous experlence and training in a
particular subject. It will also depend upon your familiarity with the Hterature in that
subject. A literature review that critically evaluates relevant previous research will help
you o formulate a good topic.
There are three important requirements in deciding upon a topic:

«  Youare interested in the topic. | consider it to be absolutely essential for you to be inter-
ested in the topic. If you are bored by a potential topic, | suggest you choose something
else. As most qualitative research projects take time and effort, realistically you will only
do a good job if you are interested in it,
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= A faculty member is prepared to supervise you. If your research project will be com-
plated as part of the requirements for a degree, then it is essential to have a faculty
member at your institution who Is prepared 10 supervise you. Hopefully this person will
have some expertise in qgualitative research and the topic, and at a minimum be sup-
portive of your proposed research project.

= 'You can obtain relevant qualitative data on the topic. Thena is little polnt in choosing a topic
redated 1o, ket us say, softwara start-up companies in Latin America if you have no passibility
of funding to obtain any quaktative data from Latin America. On the other hand, if you can
travel easily to Latin America and you speak Spanish or Portuguese, then a topic related to
Latin America might be ideal (as long as requirements 1 and 2 can be met as well).

Once you have declded upon a topic, the next task is to develop one or more research
questions. These questions should be framed in such a way that they are answerable
empirically, i.e. by obtaining qualitative data. The questions should also be relevant to
a particular issue that is (or potentially is) of concern in your chosen fleld of study. The
questions should be designed to solve a research problem.

Although it is possible to develop research questions from business practice, [ find that
most of my students develop their research questions from the research literature. From
the literature you might be able to identify "gaps’ and these gaps might be a fruitful avenue
for further research. When you are writing an essay or a literature review on a particular
topic, you will find that most articles have a section near the end in which the authors
make suggestions for further research. In other words, their particular research project
has answered some research questions but raised a few new cnes. Their suggested future
research questions might well be viable research questions for your own research project,

One of the best ways to improve the quality of your research questions and the litera-
ture review as a whole is to make sure that you cite mostly from the top journals in your
particular discipline. Mot all sources are created equal. As a general rule, the top academic
journals in every field publish the best research and they like to be the first to publish a
new idea. Hence, these journals should be the ones that you cite the most. You can find
information about journal rankings in business and management as follows:

+« Journal-Ranking.com is a general purpose website devoled to journal rankings. This
site includes or provides links to other rankings.

= The Financial Times uses a list of 50 journals to compile the Business School research
rank. See ftoom

« The UT Dallas list of the 24 top academic journals in business is used in many North
American schools for tenure and promotion. See http:/lindalutdallas.edu/

= The Association of Business Schools (ABS) in the UK provides a st of top journats
at wwwscholarsindex.com/newuploads/Chartered-ABS-Journal-Guide-2018.pdl. The
ABS ranking is from 1 to 4* with 4° being the top.
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«  The Australian Business School Deans' Council (ABDC) provides a list of top journals
at wwwabdc.eduau/master-journal-ist.php, The ABDC ranking is from C to A® with A
being the top.

In addition to these general purpose lists, there might be university-specific or discipline-
specific lists of top journals. For example, the Senior Scholars of the Association for
Information Systems (the premier organization for all academics in information systems)
provide a list of what they consider to be the best journals in Information systems (see
htips:/falsnet.org/pagefSenioricholarBasket).

Of course, none of these lists is perfect, since there are various criteria that can be used
to produce a ranking list. Some of the criteria that are used include submission rates,
acceptance rates, impact factors, faculty surveys, review procedures and/for the perceived
quality of the editorial board, However, no matter which list or set of lists you use, make
sure that you cite papers from those that are at the top of the list used by your school and/
or discipline. 1t is definitely not a good idea to ignore the top journals in your particular
field! | am not suggesting that you should limit your literature review to these journals,
since specialist journals tend not to appear in these lists, Mevertheless, these lists give you
some idea of what are generally regarded as the top journals in a particular field.

Collis & Hussey (2003) suggest a useful procedure for starting the process of research
design. This is summarized In Figure 3.1.

Move on to next stage ol
research design
1 Read literature, raflect,
& discuss, and identily
fgaps ]
" v
Yes No 2 Gonerate fist of
= interastng polental
6 Doas a suitable problam ;
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Figure 31 How toidentify a research problem (adapted from Collis & Hussey, 2003)
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As you can see, the first step Is to read the research literature on a particular topic
in a business discipline. After going through the other steps, such as generating a list
of potential research questions, you are then ready to move on to the next stage of
research design.

3.3 THEORETICAL FRAMEWORK

After you have chosen a topic and generated a list of potential research questions, the
next stage of research design is to choose a theoretical framework. Of course, this is the
next stage from a logical point of view, but in practice many qualitative researchers
change their theoretical framework or choose their theoretical framework much later on.
This is especially the case with research methods that emphasize the iterative nature of
qualitative research, such as grounded theory.

There are many different theoretical frameworks that can be used, from grand sociolog-
ical theories, such as structuration theory or actor network theory, through to mid-range
or lower-level theories, such as transaction cost theory or the theory of planned behav-
iour. These theoretical frameworks can be at the individual, group, organizational or
societal level. 1 will not discuss these various theories here, since most theories deal with
substantive matters rather than research methods. Suffice 1t to say, however, that all
qualitative research projects need to have some kind of theoretical framework, which
may be developed before you begin the empirical research, during the project or after (as
in grounded theory).

Like your research questions and research toplc, usually the best place to find a suitable
theoretical framework is from the research literature. In my own fleld of information sys-
tems, people commonly construct theoretical frameworks drawing on several ‘reference’
disciplines. Many theories from disciplines such as economics, psychology or sociology
are relevant (or can be adapted to be relevant) to information systems phenomena. The
key is to find or create a theoretical framework that matches or fits the research problem
that you have decided to investigate. This theoretical framework, as a product of your
literature review, then drives how the research project is carried out.

Although it is commonly assumed that gualitative research Is more sulted to
theory-building, qualitative research methods can be used to test theory. Admittedly,
theory-building studies are more commen In the exploratory phase of a new topic or
subject area. In the exploratory phase, researchers are simply trylng to figure out what is
going on and it is for this phase that qualitative research Is particularly suited. However,
qualitative research can be used In theory-testing studles when researchers have a better
idea of what to test.
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An important distinction here — with respect to whether you are doing theory-testing
or theory-building - is between dedrrctive and fnductive reasoning. Using deductive
reasoning, a researcher starts ‘top-down’ so to speak and begins with a general theory
about the topic. This theory might be operationalized into one ar more hypotheses, which
are then tested by collecting empirical data. Once the data are analysed, the hypotheses
and the theory are confirmed or not, as the case may be. Using Inductive reasoning, a
researcher starts ‘bottom-up® and begins by collecting data about the topic. After analys-
ing these, hopefully some patterns will begin to emerge, leading to one or more tentative
hypotheses, These hypotheses are then developed into a more general theory.

Both deductive and inductive reasoning can be used in qualitative research, although
the latter is more commen. Inductive reasoning is more open-ended and exploratory,
where the main purpase is theory-buillding. Deductive reasoning is narrower and more
constrained, where the purpose is to test or confirm a theory. The differences between
both types of reasoning are summarized in Table 3.1.

Table 31 Deductive or inductive reasoning in qualitative research

Deductive reascning Inductive reasoning

The researcher starts "top-down’ The researcher starts Dolom-up”

The researcher starts with a theory or some The researcher starts with empirical data
hypotheses that he or she wants to lest from which he or she wants to build a theory
Confirmatony Exploratory

Az well as inductive and deductive reasoning, a third type of reasoning is called
abductive reasoning. Abductive reasoning emphasises the creative aspect of theory devel-
opment. Qualitative researchers sometimes use intelligent guesswork as they develop
their theoretical concepts. Hence abductlon involves piecing together all the evidence
and coming up with a probable solution.

3.4 A MODEL OF QUALITATIVE RESEARCH DESIGN

Assuming that you have decided to do qualitative research to answer your research ques-
tions {or at least conduct some qualitative research) and that you have some idea of your
theoretical framework, every completed gualitative research project consists of the fol-
lowing essential building blocks or steps:

s+ aset of philosophical assumplions about the social worid,
«  aresearch method;
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= oneor more data collection technigues;
+«  oneor more approaches to qualitative data analysis;
a written record of the findings.

This model of a qualitative research project is represented in Figure 3.2,

[ Written record

1

Data analysis approach

1

Data collection techniqua

i

Research mathod

[
|

[ Philosophical assumptions }

| S

—

—
S

Figure 3.2 A model of a qualitative research design

Philosophical Assumptions

Every research project is based on some philesophical assumptions about the nature of
the world and how knowledge about the world can be obtained. Often these assump-
tions are taken for granted and are implicit in a researcher's mind; howewver, 1 believe
every qualitative researcher should make their philosophical assumptions explicit. These
assumptions provide the foundation for everything that follows. Three philosophical
perspectives or “paradigms’ are discussed in Chapter 4 — these are the positivist, interpre-
tive and critical perspectives.

For example, if you are intending to conduct a positivist study, then most likely you
will think of your research design as one involving the testing of one or more hypoth-
eses. If ywou are intending te conduct an interpretive study, however, then most likely
you will think of your research design as involving the exploration of a research topic or
theory, rather than being a test of it.
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Along with one's chosen philosophical perspective, all researchers need to think about
their ethical stance in relation to thelr own research project. Ethical principles relating to
qualitative research are discussed in Chapter 5.

Research Method

All qualitative researchers need to decide how they are going to investigate the social
waorld, How are you going to answer your research questions? For example, do you need
to study organizations in the public sector, consumers or managers? Do you want to
study one case of many?

Although there are various definitions in the literature, | define a research method asa
strategy of enguiry. A research method is a way of finding empirical data about the world.
Each research method builds on a set of underlying philosophical assumptions and the
choice of research method influences the way in which the researcher collects data.
Specific research methods also imply different skills and research practices.

The four research methods that are discussed in Chapters 6-9 are action research, case
study research, ethnography and grounded theory. There are other research methods;
however, the four methods discussed in this book are the ones that are most commonly
used in business and management.

Each research method can be used with any of the philosophical perspectives dis-
cussed in Chapter 4. For example, an action research study can be positivist, interpretive
or critical, just as a case study can be positivist, interpretive or critical,

Royer & Zarlowskd (1999) suggest a few useful guidelines for choosing a research method:

* Iz the method appropriate to my research question?
+  Will the method enable me to arrive at the desired type of result?
+  What are the conditions for use of this method?
+  What are the limitations or the weaknesses of the method?
+  What other methods could be appropriate to my research guestion?
=I5 the methed better than other methods? If 5o, why?
+  What skills does this method require?
+ Dol possess these skills or can | acquire them?
+  Would the use of an additional method improve the analysis?
+ I yes, is this second method compatible with the first?
(. 120)

It is also Important Lo decide upon the unit of analysis. OF course, this will depend upon
the research problem and research questions, but you should be able to decide whether
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or not the unit of analysts is an individual, an event, an object (e.g. a service), a relation-
ship (e.g. buyers and sellers) or an aggregate such as a group, organizatlon, or industry
(Collis & Hussey, 2003).

Another important decision relates to site selection. Your research questions should
be the primary gulde to site selection (Marshall & Rossman, 2016). Site selection is dls-
cussed in more detail in Chapter 11.

Data Collection Technique

Onee you have decided upon a research method, the next step is to declde upon which
qualitative data collection technique (or collection of techniques) you are going to use.
The ones that are discussed in this book are interviews, feldwork (participant observa-
tion) and using documents.

All three data collection techniques can be used singly or Iin combination In any
qualitative research project, although some research methods tend to rely on some more
than others. For example, case study researchers in business and management tend
to rely mostly on Interviews, whereas ethnographic researchers make extensive use of
participant observation and fieldwork. However, an ethnographer might use all three
techniques for gathering data, just as a grounded theorist might. The choice of one or
more data collection techniques will depend upon your choice of a research topic, your
research method and the availability of data. The avallabllity of data is crucial to the
successful outcome of any research project (Collis & Hussey, 2003). Your data collection
methods should enable you to collect all the information needed to answer your research
questions (Royer & Zarlowskl, 1999),

Data Analysis Approach

Once you have collected your data, the next step is to analyse them. As most qualitative
research projects generate lots of data, you will need to have a plan with regard to how
you are going to deal with them.

There are literally dozens of ways to analyse qualitative data and some of these are
mentioned briefly in Chapter 13, Three of the most commonly used qualitative data
analysis approaches in business and management are discussed in Chapters 14-16: these
are hermeneutics, semiotics and narrative analysis.

Although data collection and data analysis are logically different steps, in an actual
qualitative research project they often go hand in hand. The data collection and analysis
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often proceed in an iterative manner (especially If you are using an iterative approach
such as grounded theory).

Written Record

The last step in a qualitative research project is to write it up. Your findings can be writ-
ten up in the form of a thesis, a book, a conference paper or a journal article and so forth.
There are also various writing styles or genrees that can be used.,

In qualitative research the process of writing up your research is just as important as
doing the research itself. When you write up your findings, you are deciding what story
you are going to tell. Chapters 17 and 18 discuss the issues surrounding the writing up
and publishing of qualitative research.

The Model in Perspective

Although 1 have presented the five steps of the model in a logical order, in any qualitative
research project there is usually much iterative activity between them. For example, while
the data analysis phase logically follows the data-gathering stage, in practice your analysis
of the data might prompt you to gather more data later. You might suddenly realize that
you need to interview another person or relnterview somecne once again. Likewise, when
you are writing up your findings, you might suddenly realize that you need to change the
title and abstract of your thesis or even your theoretical framework. The iterative nature
of gualitative research means that you can never plan everything perfectly from day one.
However, it is still better to have some plan - even if it changes later - than none at all.

Various possibilities for designing a qualitative research project are summarized in
Figure 3.3

What you will notice from Figure 3.3 is the tremendous variety of possible research
designs. Here are some examples:

= A positivist case study might use interviews and documents as the main source of data.
The data analysis approach might be analytic induction. The findings are written up for
a paper published in a refereed conference and also in a journal article.

+« An interpretive action research study might use mostly interviews and participant
observation (fieidwork). The data analysis approach might be semiotics and the find-
ings written up in & thesis and subsequently published in a book.

+ A critical ethnography might use interviews, fieldwork and documents. The data analysis
approach might be a combination of narrative analysis and hermeneutics. The findings
could be published in a book chapter and a journal article.
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Figure 3.2 Possibilities for qualitative research design

The choice of which design to use Is not one that can be made on purely ‘rational’
grounds. Rather, the cholce often has more to do with your experience and the expe-
rlence of your supervisorfadvisory committee and what Is consldered to be acceptable
within your own institution and discipline. However, what counts as a legitimate deslgn
may change over time. Hence, it is not necessary simply to go along with what everyone
has done beforehand. It may be possible to try something new, depending upon how
much support you are able to muster.

3.5 WRITING A RESEARCH PROPOSAL

Mow that you understand the building blocks that comprise a qualitative research design,
it §s time to start thinking about writing a research proposal. | suggest every qualitative
research proposal in business and management should include at least ten items. The
items are summarized in Table 3.2. Mote that these ten items do not need to be in ten
separate sections of the proposal, as some can be combined into fewer sections; also, the
ten items do not need to be in exactly the same order as the table. However, all ten items
should appear somewhere in the proposal,
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Table 3.2  Iltems of a research proposal

5
]

A title

An abstract

Anintroduction

A literature review

A topic

A theoretical framewark

A research mithod

A gualitative data analysis approach
A timefine to completion

A fist of references

0 m =~ @ ;M oA W M=

=]

1. A Title

Every restarch proposal should include a provisional title for the research project, the
names of the author(s) and contact details. | suggest you try to come up with a short, inter-
esting title, one that captures the focus or topic of the study. It is probably a good idea to
indicate here who your supervisorfadviscr(s) are or potenitial supervisorn(s) (if appropriate).

2. An Abstract

The abstract should succinctly summarize the main point of your research project, how
you plan to conduct the research and the expected findings.

3. An Introduction

The introduction should clearly state the purpose of and motivation for the research
project. Why is this project important? What new knowledge will be gained? Who is the
intended audience? The intreduction sets the scene for what follows,

4. A Literature Review

The literature review should demonstrate your knowledge of the literature relevant to the
subject and the topic area. A literature review should be more than just a summary of
the relevant literature; it should alse include your own critical and analytical judgement
of it. The literature review provides the context for your research topic and bulilds on
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prior research, You should be aware that, in most business and management disciplines,
research published in highly ranked academic journals tends to be much more influen-
tial than research published in conferences and books. Hence, “You should quote from
the experts, the leading commentators who write in key academic journals’ (Collis &
Hussey, 2003: 132), I find that one of the easiest ways to Identify the experts in a chosen
topic is to search Google Scholar using the appropriate keywords. Google Scholar lists
the most highly cited articles/books along with the author names on the first few pages.
If you are planning to use grounded theory, some grounded theorists advocate that
you should leave your literature review until later (after you have collected and analysed
your data). Howewver, the injunction not to conduct a literature review early on is mostly
to ensure that a researcher keeps an open mind when analysing his or her data. When
you are analysing your data using grounded theory, the idea is that the codes, categories
and themes should emerge from your analysis of the data, not from your earller reading
of the literature (which almost defeats the point of doing grounded theary). Hence, if
you will be using grounded theory, it is up to you and your supervisor to decide how
comprehensive your literature review needs to be. However, my personal view Is that
there should be some review of the literature, so that the topic and research questions
are clearly defined, even if this review 15 not as comprehensive as It might be later on.

5. A Topic

Your research proposal should have a clearly defined topic or research problem along
with one or more suggested research questions. This topic should be described in just
One or twa sentences,

If you are planning to use some other research method besides grounded theory, you
might want to indicate your proposed theoretical framework for the research project. A
theoretical framework might include a set of concepts, constructs, hypotheses, proposi-
tions or models. In positivistic studies, this usually involves expressing a relationship
between varinbles. In interpretive and critical studies, the theories tend to be larger
meta-theories that are used more as a sensitizing device, Theories are seldom tested in
interpretive and critlcal research projects but tend to be used in an exploratory fashion.

6. A Theoretical Framework

Your research proposal should include a description of your proposed theoretical frame-
work. Depending upon the research method you plan to use, this framework may be
more or less developed (in grounded theory studies, for example, one might expect the
framewaork to be developed in an iterative fashion later on).
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7. A Research Method

Your research proposal should include a description of the research method along with
the underlying philosophical approach you plan to take. The most common quali-
tative research methods used in business and management are action research, case
study research, ethnography and grounded theory. You should specify how you plan
to gather your qualitative data, As | mentioned earlier, the three data collection tech-
nigues that are most commonly used in qualitative research are interviews, fleldwork
and using documents.

8. A Qualitative Data Analysis Approach

You should specify how you propose to analyse your data. Various data analysis
approaches are mentioned in Chapters 13-16, such as analytic induction, hermeneutics,
semiotics and narrative analysis.

9. A Timeline to Completion

Your research propesal should include a timeline indicating the due date for the
final version of the written report. Once you know the deadline (e.g. the due date
for submission of your thesis), then I suggest you work backwards. For example, can
you suggest dates for the first drafts for each of the chapters? Can you set a date
by which the data gathering phase needs to be completed? As a general rule, you
should allow at least 25 per cent of the total time for the writing-up phase of a thesls
or book.

In working out a reasonable timeline | think it is a good idea to draft an outline
of the thesis along with an extended table of contents. For some people, a thesis or a
book can seem so daunting that it is hard to see how it can possibly be done. They pro-
crastinate getting started simply because they have not broken the project down into
manageable segments. On the other hand, some people seem to think that a thesis or a
book is relatively easy to complete and that it will not take them long to finish it once
they get started. The danger of over-confidence is that, when you finally get started
writing, the project suddenly seems a lot bigger than it appeared from a distance. It
can end up taking so much longer than anticipated. Hence, for both these reasons, |
recommend writing a draft outline of the thesis in your research proposal so that you
have a clearer understanding of what lies ahead.
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10. A List of References

Lastly, every research proposal should include a list of references at the end. This list
shows your advisory committee which academic sources you have used in developing
your ideas. Make sure that the spelling and details of your references are 100 per cent
accurate,

Optienal ltems

As well as the ten items that | consider to be essential, some institutions may require
additignal iterns to be present in your research proposal. For example, some may require
you to include a budget and a description of possible funding sources (e.g. scholarships
or research grants). The budget may include the anticipated costs of various expenses
such as travel, accommodation and transcription costs. Other institutlons may require
proof of an ethics committee approval, a statement of resources required to complete the
project or a statement of support from a referee and so forth.

3.6 DEFENDING A RESEARCH PROPOSAL

If you are defending a research proposal, make sure that you have good answers to any
likely questions or objections. Quantitative researchers will oftén ask about sample slze,
the reliability and validity of the findings and so forth. Over the years, | have found that
a two-pronged approach to defending a qualitative proposal works best.

First, make sure that you réfer to influential qualitative works in the first-tier journals
in your field (from your literature review). | have found that all scholars, no matter
what type of research they do, respect work that is published in their own top journals
{whether this work is qualitative or quantitative). If the scholars in the audience believe
that yvour proposal builds on this earlier work, you will find that their objections tend to
melt away.

Second, point out why qualitative research is needed to address your chosen topic or
answer your résearch questions. A qualitative researcher should emphasize the quality,
depth and richness of their research findings (Marshall & Rossman, 2016).

if possible, however, | strongly recommend presenting your proposal to a sympathetic
audience first, particularly if you are new to qualitative research. There is nothing worse
for a young researcher than having a proposal shot down by academics who do not prop-
erly understand the method or the planned approach. You want constructive critical
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feedback, not destructive feedback which questions the validity of your chosen qualita-
tive research method and approach. OF course, if you are a faculty member or a doctoral
student nearing the end of your studies, you should be able to explain and defend your
qualitative research project o anyone. But at the start, try to make sure that you have a
reasonably sympathetic audience (i.e. sympathetic to qualitative research, not necessar-
ily to your particular project).

At my own unlversity (the University of Auckland), we started a ‘Qualitative Research
Group’ precisely for this reason. Although the group was started from within the business
school, we saw it grow in membership to include scholars from non-business disciplines
such as anthropology, sociclogy and medicine. This group used to hold regular seminars
for both senior and junior scholars. Our postgraduate students, in particular, appreciated
the nurturing aspect of the seminars. If you think this kind of activity might be useful
and you have sufficient numbers of people, | suggest starting something of a similar
nature within your own institution. At my own business school, this group is currently
in recess, probably because the goals of the group have now been achieved, i.e. most
faculty now accept the value of qualitative research and any antipathy to qualitative
research methods that used to be there earlier seems to have disappeared.

Another alternative is to try to present your résearch proposal to a sympathetic audi-
ence at a conference. Although some conferences have peer-reviewed papers, not all
do, and sometimes there are informal workshops before or after the conference. For
example, in information systems the International Federation of Information Processing
(IFIP) Working Group 8.2, concerning the relationship between information systems
and organizations, tends to have a workshop immediately before the International
Conference on Information Systems (ICIS) every year. This informal workshop is espe-
cially designed for PhiD students or junior faculty to present thelr work In its early stages
and get feedback from more senior researchers in a friendly environment.

Yet another alternative is (o present your proposal to a doctoral consortium. Although
most doctoral consortia tend o accept students later on when they are reasonably close
to completion, sometimes it is possible to go earlier,

3.7 EXAMPLES OF VARIOUS RESEARCH DESIGNS

1. A Positivist Grounded Theory Study in
International Business

Danis & Parkhe’s (2002) topic concerns international cooperative ventures (ICVs)
between Hungarian and Western partners. The authors used grounded theory in
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which the underlying philosophical perspective was positivism. They developed a
set of propositions about ICVs and subsequently proposed a theoretical model to
explain their findings. They suggest that this model provides testable questions for
future research projects. They used a number of analysis techniques (e.g. pattern
matching) to ensure construct validity, internal and external validity and the relia-
bility of the results. The data were obtained mostly from semi-structured interviews
with managers and were analysed using a qualitative data analysis software package
(NUD*IST) in which they looked for common patterns across the various ICVs.

2. An Interpretive Grounded Theory Study
in Marketing

Flint et al.’s (2002) topic is concerned with how customers perceive value from suppli-
ers. The authors used grounded theory as their research method. They used interviews,
participant observation and documents as their data sources, although they relied
mostly on interview data. To analyse their data, they used standard grounded theory
coding techniques (open, selective and axial coding). Their analysis was facilitated
by NUD*IST, a qualitative data analysis software package (Flint et al., 2002).

3. A Critical Ethnography in Information Systems

Lin et al. (2015) conducted a critical ethnographic study of a project that was
intended to improve the education and social welfare of the indigenous aboriginal
people in Taiwan. Multiple qualitative data sources were collected to ensure an in-
depth understanding of the phenomenon, including documents, field notes, videos
and photos. In addition to these fieldwork materials, the first author conducted 46
semi-structured interviews and participated in numerous informal conversations.
The ethnography revealed two completely different stories: on the one hand, the
project was seen by the mainstream media and government as tremendously suc-
cessful; it became a showcase on national radio and TV showing how information
and communications technology could be used to support underprivileged chil-
dren. On the other hand, the aboriginal people themselves felt marginalized and
without much of a voice. This alternative story was only revealed to the first author
during the second year of fieldwork (since the aboriginal people were reluctant
to express any criticisms of the project earlier). The authors use concepts from
postcolonial theory to make sense of these two contradictory stories. They found
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that the interrelationship between the macro socio-political context and the local
organizational context of the project was the key to understanding what went wrong,
something which would have been very difficult to discover if they had used a different
{less intensive) method.

4, Combining Qualitative and Quantitative
Data in Management

Researchers in management had assumed that employee support programmes culti-
vate affective organizational commitment by enabling employees to receive support.
However, Grant et al. (Z008) show that support programmes cultivate stronger affective
organizational commitment not only by enabling employees to receive, but also by ena-
bling employees to give.

The authors used a combination of qualitative and quantitative data from a
Fortune 500 retail organization. The first study was qualitative, in which they con-
ducted semi-structured interviews with store managers and store associates. The
second study was quantitative, in which they collected surveys from 249 employees
at the same company.

By using both gualitative and quantitative research methods, they were able to build
and test theory. The authors’ theoretical perspective = called ‘prosocial sensemaking” —
contributes to our understanding of how and why organizational commitment develops
and how managers can cultivate commitment in their employees.

5. Developing a Theoretical Framework on New
Market Category Emergence Using Qualitative and
Quantitative Data

Mavis & Glynn (2010) investigate how new market categories emerge and are legitimated.
A market category is defined as ‘an economic exchange structure among producers and
consurners that is labeled with a meaning agreed upon by the actors and audiences who
use it" (p. 441). Using qualitative and quantitative data, they studied the evolution of the
LIS satellite radio market over the first 16 years of its existence.

The gualitative phase of the project involved the authors looking at the process
of meaning construction, legitimation and identity formation in order to develop a
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historlcal narrative of satellite radio. They then coded their qualitative data using
MVivo, a software package for qualitative data analysis. The qualitative insights they

developed from the narrative history of satellite radio were then used as a basis for the

quantitative (hypothesis-testing) phase of the project.
This article contributes to institutional theory by showing how market catego-

ries become institutionalized through the sense-giving and sense-making activities of

relevant actors. The article alse contributes to theories of crganizational identity and
entrepreneurship. The authors succeed In coming up with an integrated theoretical
framework on new market category emergence and legitimation.

Exercises

@

10,

Conduct a literature search using Google Scholar and some other biblicgraphic
database such as Emerald Insight or ABL/ProQuest and see if you can find articles
relating to a topic in which vou are interested. | suggest you try a few different data-
bases and search terms.

If you are having difficulty locating relevant articles, ask a librarian for help or a
faculty member who does work in your chosen subject area.

Read a few of the research articles that you find. Analyse them using Figure 3.3 as
a guide. Can you identify all five building blocks?

. Looking at the same research articles, are there any suggestions for future research

towards the end?

Write a more comprehensive literature review on this same topic. Can you find any
gaps in the literatura?

If you have identified a gap in the literature, does a suitable research prob-
lem exist? If o, can you draft ane or more research questions related to the
problem?

Evaluate the feasibility of vour topic and research questions, Can you obtain the
necessary data? Do you have access to the required resources? Is there someone
with the appropriate interests and expertise able ta supervise you?

. Write a research proposal, making sure you include all ten items listed in

Table 3.2,

Think of all the possible objections to your research proposal. What might a quanti-
tative researcher say about it? Write out your answers to these objections.

Present your proposal to a class or group of fellow students. Use the feedback to
IMprove your proposal.
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Further Reading

Books

*  The bock by Marshall and Rossman (2016) provides a very useful summary of all the
various issues that need to be considered in research design. The book by Punch (2016)
is a comprehensive guide to wriling a research proposal,

Webhsites

Meost universities have a website or resources related to the writing of a research proposal. The
following website is useful as well;

«  The Proposal Writer’s Guide by Don Thackrey and updated in 2014 by Christine Black
is hosted at the University of Michigan. See hitps:forspumich.edu/proposal-writers-
guide-overview

To access these links, as well as additional suggestions for further reading online, visit
hitps:ffsiudy.sagepub.com/myers3e,
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PHILOSOPHICAL PERSPECTIVES

Learning Qutcomes

+  Understand underlying assumptions in research
= ldentify the differences belween positivist, interpretive and critical research

| By the end of this chapter, you will be able to:

|

i

! = Understand the perspective of critical realism

i i e e e

4.1 UNDERLYING ASSUMPTIONS IN RESEARCH

As [ mentioned in Chapter 2, one of the most common ways to classlfy research meth-
ods Is to make a distinction between quantitative and qualirative research. However,
another useful way to classify research methods is to distingulsh between the underly-
ing philosophical assumptions guiding the research. All research, whether quantitative
or qualitative, Is based on some underlying assumptions about what constitutes ‘valid®
research and which research methods are appropriate, Hence, in order to conduct and/
or evaluate qualitative research, [ believe it is important to know what these (sometimes
hidden) assumptions are (Myers, 1997c).

For our purposes, the most pertinent philosophical assumptions are those that relate
to the underlying epistemology which guldes the research. Epistemology comes from
the Greek word epistémé, which means "knowledge’. It refers to the assumptions about
knowledge and how It can be cbtained (Hirschheim, 1992). Eplstemnology Is defined in
the Concise Oxford English Dictiomary as ‘the theory of knowledge, especially with regard
to its methods, validity and scope’ (Soanes & Stevenson, 2004). Clearly, it is important
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for all these who are intending to use qualitative research methods that they should
understand the grounds of their knowledge, especlally with reference to the validity and
scope of the knowledge that they obtain. They alzo need to understand the limits of that
knowledge.

Guba & Lincoln (1994) suggest four underlying ‘paradigms’ for qualitative research:
positivism, post-positivism, critical theory and constructivism. Orlikowskl & Baroudi
(1991), following Chua (1986), suggest three categories, based on the underlying research
epistemology: positivist, interpretive and critical. This threefold classification is the one
that is adopred here, as illustrated in Figure 4.1. However, it needs to be sald that, while
these research epistemologies are philosophically distinct (as ideal types), in the practice
of social research these distinctlons are not always so clear-cut (e.g. see Lee, 1989). There
is considerable disagreement as to whether these research ‘paradigms’ are necessarily
opposed or can be accommeodated within the one study (Myers, 1997c).
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Figure 41 Qualitative research design

It should be clear from the above that the word ‘qualitative’ s not a synonym for
‘interpretive’. Qualitative research may or may not be Interpretive, depending upon
the underlying philosophical assumptions of the researcher. Qualitative research can
be positivist, interpretive or critical (see Figure 4.2), or even some combination (e.g.
critical realism). It follows from this that the cholce of a specific qualitative research
method {such as the case study method or ethnographic research) is independent of the
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underlying philesophical position adopted. For example, case study research can be posi-
tivist (Yin, 2018), interpretive (Walsham, 1993) or critical (Myers, 19935), Just as action
research can be positivist (Clark, 1972), interpretive (Elden & Chisholm, 1993) or critical
{Carr & Kemmis, 1986). These three philosophical perspectives are discussed below.

research

L]
/ Inllmnmlls.l'gulﬂﬂs

Positiviat ‘ ‘ Interprative Critleal 1
]

Qualitative J

Undarlying apistemology

Figure 4.2 Underlying philosophical assumptions

4.2 POSITIVIST RESEARCH

Positivism Is the dominant form of research in most business and management discl-
plines. It Is the style of research with which most business and management scholars are
familiar.

Positivist researchers generally assume that reality Is objectively given and can be
described by measurable properties, which are Independent of the observer (researcher)
and his or her instruments. Positivist studles generally attempt to test theory, in an
attempt to increase the predictive understanding of phenomena. In practice it is often
assurned that the units of analysis which make up reality can be classified objectively
into subjects and predicates (subjects are also often referred to as entities or abjects).

Positivism has been described as the natural science model of secial research (Lee,
1994), The research methods and tools of the natural sclences are seen as appropriate for
studying soclal and organizational phenomena. Positivist researchers typically formulate
propositions that portray the subject matter in terms of independent variables, depend-
ent variables and the relationships between them.

Hence, in thelr analysls of the research literature in information systems, Orlikowski
& Baroudi (1991) classified 15 research as positivist If there was evidence of formal prop-
ositions, quantifiable measures of variables, hypothesis testing and the drawing of
inferences about a phenomenon from the sample to a stated population.
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The article by Benbasat et al. (1987) is a good example of a positivist approach to
doing case study research in information systems. The article by London & Hart (2004) 1s
a good example of a positivist approach to theory-building in international business. The
authors develop a number of propositions relating to how multinational corporations
can successfully enter emerging markets,

Sampling strategies

If you are going to conduct a positivist research study, then most likely you will need
to justify wihy you chose a particular case or research site at some point (no doubt the
reviewers will ask you this question if you submit a paper for publication in a journal).
Hence, it is wise to think about your sampling strategy early on. There are three sam-
pling strategies: convenience sampling, snowball sampling and purposeful sampling.
Convenience sampling is where you chose a particular case or research site simply
because it was readily available. It was chosen because it was convenient and relatively
easy to access. Snowball sampling is where the previous case or research site led you
to study another. The choice of the second site followed logically from the first and
so on. Purposeful sampling is where a case or research site was chosen based on your
theoretical framewaork or for some other explicit reason. Although convenience sam-
pling is often accepted by reviewers, snowball and especially purposeful sampling are
much easier to justify.

Positivist Case Study Researt.fh in
International Business

A good example of a positivist approach to case study research is the article by Wong
& Ellis (2002).

Looking at the area of inlernational joint wenture research in international business,
the authors’ research guestion is concerned with how investors come to identify potential
alliance pariners. The authors used multiple case study research to study 18 China-Hong
Kong joint ventures.

Their key findings are that, as well as being mechanisms for minimizing transaction
costs and pooling complementary assets, international joint venlures are also vehicles
for transferring knowiedge between firms. Their study highlights the role that social ties
play in the early stages of the knowledge transfer process (Wong & Ellis, 2002).
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4.3 INTERPRETIVE RESEARCH

Interpretive (or ‘interpretivist”) research is not as common as positivist research in
business and management, but has gained ground over the past 20 years. Interpretive
research articles are now generally accepted in the top journals of virtually every business
discipline.

Interpretive researchers assume that access to reality {given or soclally constructed)
is only through social constructions such as language, consciousness, shared meanings
and instruments. Interpretive researchers do not predefine dependent and independent
varlables, but focus Instead on the complexity of human sense-making as the situation
emerges (Kaplan & Maxwell, 1994); they attempt to understand phenomena through the
meanings that people assign to them (Boland, 1991; Orlikowski & Baroudi, 1991).

Generally speaking, the research methods and tools of the natural sciences are seen as
being inappropriate for the study of soclal and organizational phenomena. The reason
for this is the human phenomenon of subjective understanding, something that has no
counterpart in the subject matter of the natural sciences (Lee, 1994). Many social sclen-
tists claim that the social scientist does not stand, as it were, outside the subject matter
looking in; rather the only way he or she can understand a particular social or cultural
phenomenon is to look at it from the ‘inside’. In other words, a social researcher must
already speak the same language as the people being studied (or, at the very least, be able
to understand an interpretation or translation of what has been sald) if he or she is to
understand any data at all. The ‘raw data’ for a social scientist include words that already
have a meaning to the people being studied. The various meanings of these words can
usually be found in a dictionary.

This feature of social sclence is sometimes described as the ‘double hermeneutic',
Giddens (1976) describes the double hermeneutic as follows:

Sociology, unlike natural science, stands in a subject-subject relation toits 'field of study’,
not a subject-object relation; it deals with a pre-interpreted world; the construction of
social theory thus involves a double hermenautic that has no paraliel elsewhere. (p. 146)

What the double hermeneutlc recognizes Is that social researchers are ‘subjects’ and are
just as much interpreters of social situations as the people being studied.

Hence, Interpretive researchers tend to focus on meaning in context. They aim to
understand the context of a phenomenon, since the context is what defines the meaning
of a word and the meaning of a particular event or situation.

Let me illustrate the importance of context. What does the following question
mean: ‘Did you watch the football last night?" I have asked this question in many
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different countries and 1 get a different answer depending on the context. To understand
the question correctly, you need to understand the context within which the question is
put. What do | mean by the word ‘football'? And what does the audience think | mean?
The only way to understand the question correctly 1s to figure ocut the context, i.e. who
is being asked, where they are being asked and who is asking. If 1 ask this question in
England and there are some supporters of Manchester United in the audience, then the
audience will immediately think that 1 am talking about soccer. The meaning of the word
‘football® is obvious, Howewer, if 1 ask this question in the USA and there is an ardent
fan of the Chicago Bears in the audience, then hefshe will think that | am talking about
American football, Again, the meaning of the word ‘football’ is obvious. But if ask this
question in New Zealand, most will think that [ am talking about rugby football. A slight
complication in figuring out the correct meaning of this question, however, is the author
of the question, i.e. me. Since [ am from New Zealand, where rugby is the national game,
some people will modify their answer to suit me. Even though | might be in England,
they will think this is a trick question and hence assume that [ am talking about rughby.

The key point here is that the meaning of a particular word Is not necessarily
obvious at all: its meaning depends upon its context within a sentence, paragraph or
culture. Without an understanding of this broader context it is impossible to under-
stand the correct meaning of a single piece of data (in this case, the meaning of the
single word ‘football’). Similarly, then, the meaning of a soclal phenomenon depends
upon its context, the context being the socially constructed reality of the people
being studied.

Interpretive Research in Information
Systems

An excellent example of an interpretive approach to ethnographic research is the article
by Orlikowski (1981).

Orlikowski examined the extent to which information technology deploved in work
processes faciitates changes in forms of control and forms of organizing, She con-
ducted an ethnographic field study in a large, multinational software consulting firm,

Her findings indicate that information technology reinforced established forms of
organizing and facilitated an intensification and fusion of existing mechanisms of control,
Her paper shows that when information technology mediates work processes, it creates
an information environment which, while it may facilitate integrated and flexible opera-
tions, may also enable a disciplinary matrix of knowledge and power (Orlikowski, 1991).

(]
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The differences in episternological assumptions between positivist and interpre-
tive research are summarized In Table 4.1. This table is mostly adapted from Bernstein
{1983), who summarizes Hesse. In the original context, Bernsteln reviews the commonly
assumed differences between the natural and social sciences and argues that all of the
epistemological assumptions which supposedly distinguish the human sciences apply
equally well to the natural sciences. Bernstein points out that there is a necessary herme-
neutical dimension to all science. Kuhn's historical analysis of the nature of paradigm
shifts in science supports this view (Kuhn, 1996).

As can be seen from Table 4.1, the first row is concerned with the nature of objectivity
and empirical reality. In positivism, empirical data ("the facts) are assumed to be objec-
tive; the data are used to test a theory. In interpretivism, however, the correct meaning
of data Is determined by the context (the theary).

Table 41 Differences between positivist and interpretive epistemology (adapted from
Bernstein, 1283)

Epislomological assumplions of

positivism Epistemalagical assumplions of interpretivism
Experience is taken o be objective, Data are not detachable from theory, for what counts
testable and independent of theoretical as data is determined in the ight of some theoratical
explanation interpretation, and facts themselves have to be
reconstructed in the Bght of interpretation
Theories are held to be artificial in the human sciences, theories are mimetic
constructions or models, yielding reconstructions of the facts themselves, and the
explanation in the sense of a logic of criterion of a good theory is an understanding of
hypothetico-deduction (if T is true, meanings and intentions rather than deductive
phenomenon X follows) explanation
Generalizations {law-like relations) The generalizations derived from experience are
are derived from experience and are dependent upon the researcher, his or her methods
independent of the investigator, his or her  and the interactions with the subject of study. Tha
methods and the object of study validity of the generalizations does not depend upon

statistical inference ‘but on the plausibility and cogency
of the logical reasoning used in describing the resulls
from the cases and in drawing conclusions from them'
{Walsham, 1983 15)

The language of science can be exact, The languages of the human sciences are irmeducibly

formalizable and literal equivacal (because of multiple, emargent meanings)
and continually adapt themselves to changing
circumstances

Meanings are separate from facts Meanings in the human sciences are what constitute
the facts, for data consist of decuments, intentional
behaviour, social rules, human artefacts, ete. and these
are inseparable from their meanings for agents
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The second row in the table is concerned with the nature of theory. In positivism,
theory takes the form of hypothetico-deductive logic; a good theory is one where the
hypotheses are tested and found to be supported by the data. In interpretivism, a good
theory is one that helps the researcher to understand the meanings and intentions of the
people being studied.

The third row is concermed with the nature of scientific generalization. A positivist
researcher looks to develop law-like generalizations, ones that apply regardless of the con-
text. An interpretive researcher, by contrast, looks to develop generalizations that are more
context bound, ones that are more closely related to the researcher and his or her research
methods (for a more detailed discussion of generalizability, see Lee & Baskerville, 2003).

The fourth row is concerned with the language of science. Positivist researchers try
to develop exact, formal and literal definitions of a phenomenon {(e.g. a variable or
construct); it is important for such definitions to be as precise as possible. Interpretive
researchers, on the other hand, tend not to be so concerned about precise definitions.
Rather, they assume that meanings are emergent and depend on the context — it is these
emergent meanings that they seek to elucidate,

The fifth row of the table is concerned with the nature of data. In positivism, ‘facts
are facts’; it Is assumed that the facts are neutral and that they speak for themselves. In
interpretivism, it is assumed that the facts already inscribe certain meanings. The facts
are what a particular social community says they are,

Examples of an interpretive appreach to qualitative research include Walsham's work
in information systems (1993) and Kozinets's work in marketing (2001).

Klein and Myers (1999) suggest a set of principles for the conduct and evaluation of
interpretive research. These principles are summarized in Table 4.2,

Takle 4.2 The seven principles of interpretive research as suggested by Klein and
Myers (1999)

1 The Fundamental Principie of the Hermeneutic Circle

Suggests that all human understanding is achieved by iterating between considering the
interdependent meaning of parts and the whobe that they form. This principhe of human
understanding is fundamental 1o all the other principles.

Exampée Lee's (1994) study of information richness in email communscations. It iterates between the
separate message fragments of individual email participants as paris and the global context which
determings the Tull meanings of the separate messages to interpret the message exchange as a whole,

2 The Principle of Contextualization

Requires critical reflection on the social and historical background of the research selting, so that
the intended avdience can see how the current situation under investigation emerged.
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Table 4.2 (Continued)}

Exarple: After discussing the historical forces which led to Fiat establishi

: . a new assemibly
plant, Ciborra, Patriotta, and Erlicher (1996) show how old Ferdist production concente st nad a
significant influence despite radical changes in work organization and operalions,

3 The Principle of Interaction between the Researchers and the Subjects

Requires eritical reflection on haw the research materials (or ‘data’) were soclally constructed
through the interaction between the researchers and participants,

Example: Trauth (1997) explaing how her understanding improved as she became self-conscious and
started o question her own assumplicns.
4 The Principle of Abstraction and Generalization

Requires relating the idiographic details revealed by the data interpretation through the application
of Principles 1 and 2 o thecretical, general concepts that describe the nature of human
understanding and social action.

Esarnpie: Montelre and Hanseth's (1996) findings are discussed in relation to Latowr's actor-network theory,
5§ The Principle of Dialogical Reasoning

Requires sensitivity to possible contradictions between the theoretical preconceptions guiding the
resgarch design and actual findings (‘the story which the data tell) with subsequent cyches of revision.

Example: Lee (1991) describes how Nardulli (1978) came several times lo revise his preconceplions
of the role of case load pressure as a central concagpt in the study of eriminal courts.

B The Principle of Multiple Interpratations

Requires sensitivity to possible ditferences in interpretations among the participants as are typically
expressed in multiple narratives or stories of the same segquence of evants under study. Similar to
multiple witness accounts even if all tell it as they saw it

Example: Levine and Rossmore's (1983) account of the conflicting expectatiens for the Threshold
system in the Bremerton Inc. case.

T The Principle of Suspicion
Requires sensitivity to possible 'blases’ and systematic ‘distortions’ in the narratives collected from
the participants,

Exarmple: Forester (1992) looks at the facetious figures of speech used by city planning statf to
negatiate the problem of data acquisition.

4.4 CRITICAL RESEARCH

While both positivist and interpretive forms of research are fairly well known In most
business and management disciplines, the same cannot be sald of critical research.
Critical research 1s much less common. However, there are signs that critical research
may be on the increase. For example, the Critical Management Studies Conferences in
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the UK have become fairly well established in the field of management. In informa-
tion systems, three special issues of journals have been devoted to critical research since
2001 (Brooke, 2002; Kvasny & Richardson, 2006; Truex & Howcroft, 2001). 1 believe that
eritical research has much to offer the business and management disciplines, but its full
potential has yvet to be realized.

Interpretive research and critical research are similar in many ways. For example, both
kinds of research explicitly recognize the double hermeneutic in social research (i.e. that
social research stands in a subject-subject relation to its field of study). To a large extent,
the epistemological assumptions of interpretivism, as described In Table 4.1, apply
equally well to critical research. However, critical research is a distinct paradigm from
interpretive research, as | will now explain,

Critical researchers assume that social reality is historically constituted and that it
is produced and reproduced by people. Although people can conscicusly act to change
their social and economic circumstances, critical researchers believe that thelr ability to
do s0 is constrained by various forms of social, cultural and political domination. Hence,
not all interpretations are given equal weight in any given social situation. Some inter-
pretations are preferred over others (and are sometimes imposed by one person or group
of people upon another).

The main task of critical research is thus seen as being one of social critique, whereby
the supposedly restrictive and alienating conditions of the status guo are brought to
light. 1t is assumed that the current social conditions prevent the achlevement of
enlightenment, justice and freedom. Rather than simply describing current knowledge
and beliefs (as an interpretive researcher might do), the idea is to challenge those pre-

vailing beliefs, values and assumptions that might be taken for granted by the subjects
themselves,

Habermas's Model of Societal Development

Myers & Young (1987) applied Habermas's model of societal development to information
systems development.

Using ethnographic research, they looked at how hidden agendas, power and other
taken-for-granted’ aspects of social reality can be deeply embedded within informa-
tion systems development projects. The authors examined the introduction of market
principles into healthcare and saw the introduction of a new information system as an

attempt by management to colonize the lifeworld of the clinicians in a hospital (Myers
& Young, 1997).
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Connerton (1976) defines this kind of soclal critique as follows:

Critque (in this sense) ‘'denctes a reflection on a system of consiraints which are humankhy
produced: distorting pressures to which individuals, or a group of individuals, or the
human race as a whole, succumb in their process of self-formation’, (p. 18)

Of course, If one I3 going to critique the currént social situation, a critical researcher
needs to have some basis for doing so. Hence almost all eritical researchers have an
explicit ethical basis that motivates thelr research work, Critical researchers advocate eth-
ical values such as open democracy, equal opportunity and environmental sustainability.

As well as performing a critique of the current social sltuatlon, critical researchers
might also suggest improvements. The extent to which critical researchers suggest social
improvements varies considerably, but the concept of emancipation has been developed
the most by a group of scholars from the Frankfurt school. The verb “to emancipate’
is defined by the Concise Oxford English Dictionary as to ‘set free, especlally from legal,
social, or political restrictions”. To be ‘free from slavery’ s the first example given of
the meaning of the word in the dictionary (Soanes & Stevenson, 2004). As developed by
the critical researchers of the Frankfurt school, the concept of emanclpation refers to the
emancipation of people from false or unwarranted beliefs, assumptions and constraints
(Mgwenyama & Lee, 1997),

[Emancipation] describes the process through which individuals and groups become
freed from repressive social and ideclogical conditions, in particular those that place
socially unnecessary restrictions upon the development and articulation of human con-
sciousness. (Alvesson & Willmott, 1992: 432)

The most well-known member of the Frankfurt school is Jirgen Habermas. Habermas
developed a theory of communicative action that he argues is the basis of modern soci-
eties (Habermas, 1984).

Another critical theorist 15 Fierre Bourdieu. Bourdieu was a French sociologist who
facused on the power of symbolic systems and their domination over the construction
of reality. Bourdieu ploneered concepts such as social, cultural and symbaolic capital.
Symbolic capital, for example, refers to the resources available to an individual on the
basis of honour, prestige or recognition (Bourdien, 1977, 19590).

Michel Foucault is another well-known critical theorist. His work lecked at the rela-
tionships between power, knowledge and discourse (Foucault, 1970, 1972). He described
himself as a ‘specialist in the history of systems of thought' (Macey, 2000: 133).

A good overview of the critical approach to research in business and management
is Alvesson and Deetz's book (Alvesson & Deetz, 2000). Barratt (2002) provides an
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overview of the contribution that scholars using the ldeas of Foucault have made
to human resource management. Cooper (2002) draws upon the work of Bourdieu
to look at the role of critical accounting academics In Scotland. Examples of a
Habermasian approach to critical research In information systems are the articles by
Myers & Young (1997) and Ngwenyama & Lee (1997). Myers & Klein (2011) suggest a

set of principles for the conduct of critical research. These principles are summarized
in Table 4.3.

Table 43  The six principles of critical research as suggested by Myers and Klein
{2011)

1 The Principle of Using Core Concepts from Critical Social Theorists

This principle suggests that critical researchers should organize their data collection and analysis
around core concepts and ideas from one or more critical theorists.

Example Ngwenyama and Lee (1387) use core concepis from Habermas to critique information
richness theary,

2 The Principle of Taking a Value Position

Critical theorists advocate values such as open democracy, equal opportunity, or discursive ethics.
These values drive or provide the basis for principles 4-8.

Example: Adam (2005) laoks at how ethics may be mese ellectively integrated into critical
information systems research.

3 The Principle of Revealing and Challenging Prevailing Beliefs and Soclal Practices

This principle sweggests that critical researchers should identify important beliefs and social
practices and challenge them with potentially conflicting arguments and evidence,

Eample: Doolin (2004) considers how a medical information system was supposed to help
administralors 1o ensure elficiency and financial viability, but he challenges the underlying befiefs
and assumptions of the system using concepts from Foucault,

4 The Principle of Individual Emancipation

Alesson and Wilmon (1902) say that all eritical social theory is oriented towards facilitating the
realization of human needs &nd potential, critical self-reflection and associated seli-transformation.
Example: Kanungo {2004} shows how a field labourer in an Indian village was able to receive

cridit and training using the data available in the local knowledge centre to improve her
standard of living.

& The Principle of Improvements in Society

This principle suggests that improvements in society are possible. The goal is not just to reveal the
current forms of domination, bul (0 suggest how unwarranted uses of power might be overcome
(@ltnowgh the critical theorist should not assume any special position of authority), Most critical
theeorisis assume that social improvemnents are possible, although 10 very differing degress.
Exampie: Kvasny and Keil (2006) make recommendations with regard 1o how the provision of social
services lor historically disadvaniaged groups might be improved.
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Table 4.3 (Confinued)

& The Principle of Improvements in Social Theories

All critical thesorists beleve that cur theories ang falible and that improvements in social thedrias ame
possible, Critical researchers entertain the possibsty of competing truth clams arsing from alternative
theoretical categories, which can guide eritical researchers in their analyses and interventions,
Example: Habermas modified his ideas in response to debates with Foucault and Gadamer,
Conversely, Foucault and Gadamer modified their positions.

4.5 CRITICAL REALISM

Although I consider the three philosophies of science that [ have discussed to be the
main ones in the social sciences and business schools, critical realism has emerged in
recent years as a fourth alternative. Critical realism, originally proposed by Bhaskar
(1978, 1979, 1986, 1989), holds to a realist ontology where the world is seen as existing
independently of our knowledge of It. In other words, there is a real world out there.
Howewer, human access to this world is limited and always mediated by our percep-
tions and interpretations. Hence it combines some element of positivist and Interpretive
research, but despite its name is not critical in the sense of critical research.

Cualitative researchers using critical realism usually try to identify generative mech-
anisms that produce social events. They try to find out the contingent processes or
structures which caused a certain event to occur. For example, a researcher in market-
ing might ask: what caused the service quality for a particular firm to decline? Since the
cause of this problem might not be able to be directly observed, critical realists often use
abductive reasoning. As I explained in Chapter 3, abductive reasoning involves piecing
together all the evidence and coming up with a probable solution. Of course, we can
never know for certaln if our solution is correct, but critical realism acknowledges that
our knowledge is always fallible (Mingers et al, 2013).

The goal of a critical realist study is to develop a theory that identifies the probable
causes of an event. The best explanation is the one that Is the most consistent with the
data (Easton, 20100,

4.6 EXAMPLES OF VARIOUS RESEARCH PHILOSOPHIES
1. A Positivist Study of Institutional Change

Dunn & Jones (2010} used both qualltative and quantitative data in their positivist
study concerned with institutional change and In particular with how institutional
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logics change over time. Institutional logics are cultural beliefs and rules that shape
the cognitions and behaviours of actors. They suggest that professions that operate In
multiple institutional spheres often have plural logics.

The authors chose to study medical schools because of the profound changes in
the medical profession aver the last four decades. Looking at medical education, they
identify two logics central to the profession that have persisted over time: care and
science. A science logic focuses on knowledge of diseases built through research and
innovative treatments, whereas a care logic highlights physicians® clinical skills used to
treat patients and improve the health of the community’ (Dunn & Jones, 2010: 116).

The first phase of their study was qualitative. The authors analysed 39 years of
archival data using the keywords ‘care’ and ‘sclence’ and developed an analytical
narrative of these two logics in medical education over time. From this narrative, the
authors generated some hypotheses to test the influence of professional and exog-
enous forces on these two logics. The second phase of the study was quantitative.
The authors used content analysis in which they looked at the frequency of certain
kevwords by vear in certain key texts. They focused their analysis on changes in care

and science logics over time. The authors performed regression analysis to test their
hyvpotheses.

Their study shows that plural logics of care and science in medical education are sup-
ported by distinct groups and Interests, fluctuate over time and create dynamic tensions
about how to educate future professionals. This study Is a nice example of a positivist
study that triangulates qualitative and quantitative data,

2. An Interpretive Study of Virtual Teams

Bjern & Ngwenyama (2009} conducted an interpretive case study of virtual teams. They
say that managing international teams with geographically distributed participants is a
complex task. The risk of communication breakdowns increases due to cultural, language
and organizational differences.

The authors examined the communication breakdowns that occurred in two globally
distributed virtual teams. The two teams were part of a global transportation company
with over 100,000 employees located in Europe, Canada, the USA and Asla. They con-
ducted interviews with the participants and project managers of each team. The authors
also obtained their data from organizational documents, transcripts of email correspond-
ence, work documents, field notes and participant observations. These methads allowed
the authors Lo access the participants’ interpretations regarding actions, events and the
organizational context. An interpretive approach was appropriate because the authors’
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goal was to understand how geographically distributed team participants try to make
sense of thelr collective practice.

The article contributes to the literature by suggesting that shared meaning and trans-
lucence are important for virtual team collaboration. Shared meaning is the background
knowledge that guldes actors in organizing and shaping their interpretations of events.
Translucence is the triangulation of visibility, awareness and accountability,

3. A Critical Study of Management Accountants

Lambert & Pezet (2011) examine the practices through which the management account-
ant is constructed as a knowing subject and becomes a producer of truthful knowledge.
They draw on a case study of a company in which management accountants play a
central role.

The authors conducted a field study of one of the world's leading automobile equip-
ment manufacturers. The data were obtained mostly from interviews with the firm's
management accountants, but the authors also used data from secondary sources includ-
ing the organization’s website and annual reports.

Using critical concepts from Foucault, the authors argue that accounting is not only a
technigue of producing data for decislon-making, but s also an instrument of continuous
survelllance that disciplines organizational members by creating knowledge about them.
In the company they studied, the management accountants had become the “official
producers of truthful knowledge’. They say that the truthfulness of this accounting dis-
course is determined through rituals for selecting and making management accountants
and through the enforcement of rules for producing this knowledge.

Exercises

1. Conduct a brief iterature search using Google Scholar or some other bibliographic
database and see if you can find two or three gualitative positivist articles in your
chosen field. What kinds of topics appear? What hypotheses or propositions are
tested?

2. Conduct another brief literature search but in this instance look for interpretive
and critical articles in your chosen field. What kinds of topics appear? Which
theories are used?

3.  Ganyou find any articles that use critical realism?
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Further Reading
Books

= A good overview of the critical approach to research in business and management is
Alvesson and Deetz’s book [Alvesson & Deetz, 2000). A good book explaining the inter-
pretive perspactive as it relates to information systems is the book by Walsham (1993).

Websites

Here are a few useful websites:

. The AlSWorld Section on Qualitative Research at wwwqual.auckland.ac.nz provides
many references on positivist, interpretive and critical research articles in information
systems

+  The Oualiathve Report website lists many resources for gualitative researchers including
some related o philosophical parspectives: https:fnsuworks nova.edu/tar/

To access these links, as well as additional suggestions for further reading online, visit
hitps:/fetudy.sagepub.com/myers3e.
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ETHICS

Learning Quicomes

By the end of this chapter, you will be able to:
[ :
*  Appreciate the importance of ethics

*  Understand important ethical principles related to research

+  Recognize ethical dilemmas thal can arise in the practice of research
|

3.1 THE IMPORTANCE OF ETHICS

Mowadays most universities or research Institutions require all researchers, including
graduate and postgraduate students, to obtain permission from their own institutional
review board or human subjects’ ethics committee if they are planning to conduct a
research project that involves people. However, many students and even some faculty
members say that the process of filling out an application form for ethics approval Is just
more bureaucracy. They complain that the process adds unnecessary work and time to
the research project.

I think this kind of response is short-sighted. [t Is absolutely vital that you take ethics
seriously as there are many important ethical considerations that arise as soon as you
start doing research involving real people. The ethical procedures required by your own
institution could be vital to protecting yourself as well as the research participants, not
to mention the reputation of the university. Often these procedures are also mandated
by national law. The process of applying for ethics approval also provides you with an
opportunity to explain your research design to others. Therefore I think all qualitative
researchers should appreciate the importance of ethics and take their own Institution’s
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ethics procedures seriously. This chapter discusses some of the most important ethical
principles that are relevant for qualitative researchers, while recognizing that there are
ethical dilemmas that can arise from time to time.

Ethics Is defined by the Condise Oxford English Dictiorarny as "the moral principles govem-
ing or infleencing conduct’ or ‘the branch of knowledge concerned with moral principles’
(Soanes & Stevenson, 2004). The first meaning is the one that is most relevant for us. Hence
research ethics can be defined as the application of moral principles ‘in planning, conduct-
ing, and reporting the results of research studies. The fundamental moral standards involved
focus on what Is right and what is wrong’ (McMNabl, 2002: 36), This chapter focuses on moral
principles as they apply to qualitative researchers in business and management.

For qualitative researchers, ethical practice is usually defined as a moral stance that
involves ‘respect and protection for the people actively consenting to be studied’ (Payne
& Payne, 2004: 66). However, while we might be able to agree on some general prin-
ciples, in practice there can be many ethical dilemmas. For example, sometimes there
might be a conflict between protecting the rights of the people you studied and the
wishes of your sponsors or funders. At other times there might be a conflict between your
responsibilities to your university and the wider public.

Most qualitative researchers would probably say that where there is an ethical con-
flict, the researcher's primary responsibility is to the people being studied, The American
Anthropological Association says that an anthropologist's paramount responsibility is
to those he or she studies. If there is a conflict of interest, these people must come first
(Spradley, 1980).

However, Westmarland (2005) raises the question of how to balance one’s responsibil-
ity to the people being studied versus one's responsibility to the wider public. In her case,
she came across unnecessary force being used by the police during her study of police
behaviour. The altermatives were (a) colluding through inaction when unnecessary force
was used or (b) “blowing the whistle’ (Westmarland, 2005). She says it is difficult to pro-
pose a set of ethical guidelines and rules for such cases, Myers and Venable (2014) argue
that, for information systems researchers conducting design science research, the public
interest should come first. This is similar to the ethical guidelines adopted recently by
the Association for Computing Machinery (ACM), which says that the first responsibil-
itv of computing academics and professionals is to ‘contribute to society and to human
well-being, acknowledging that all people are stakeholders in computing’ (ACM, 2018).

McNabb (2002) says that four practical ethical principles are most relevant to research
in public administration. These four principles are truthfulness, thoroughness, objectiv-
ity and relevance. Trsthfiilness means that it is unethical for researchers purposefully to
lie, deceive or in any way employ fraud. Thorougheess demands that researchers should
be methodologically thorough and not cut corners. Objectivity means that researchers,
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especially In positivist studies, should not allow their
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evant purposes (McNabb, 2002). or frivolous, wasteful ar jrrel-

5.2 IMPORTANT ETHICAL PRINCIPLES R
TO RESEARCH R

There are many important ethical principles related to research St

th
be discussed in more detall. e will now

The Golden Rule

The golden rule is perhaps the most fundamental ethical principle of all. The golden rule
states that you should do unto others as you would have them do unto you. Applied to
research, this means that if you are unsure about the ethics of a particular action on your
part, then it is a good idea to put yourselfl into the other person's shoes (Jackson, 1987). How
would you feel if someone was taking notes about your activities? How would you feel If they
published something about you without having the opportunity to review it beforehand?

Maylor & Blackmon (2005) translate the golden rule for researchers in business and
management as follows:

Treat others as you yourself want to be treated and provide benefit to the organization
and individuals invalved in your work. (p. 281)

Most of the following rules build on this fundamental ethical principle.

Honesty

Honesty Is fundamental to all research. Without honesty, the entire edifice and stock of
knowledge on which a particular discipline is built would come crumbling down.
Imagine if a researcher was able to publish a paper that contained fictitious data and
lies about the research methods. What would this do to the reputation of the journal In
which the paper appeared? As soon as It became public knowledge, the reputation of the
journal in question would be in tatters. It is also very likely that the fleld itself would be
brought into disrepute, The fact that such a paper was able to be peer reviewed and yet
still be accepted would cast doubt on the expertise of the editorial board of the journal.
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More far-reaching questions would probably be asked about the reliability of the knowl-
edge in that particular discipline - can the stock of knowledge in this field be trusted?

Hence honesty Is absolutely essential. All researchers should be honest about their
data, their findings and their research methods. Without honesty, all our claims to
creating original knowledge or discovering important Insights go out of the window.
However, this does not mean that we cannot disagree about the meaning of our data and
our findings. As Payme & Payne (2004) point out:

The requirement for proper conduct in the production of knowledge does nof mean that
what is published should be regarded as absolute ‘truth’ . . . ‘Findings’ are not self-evident:
it is entirely legitimate to debate the strength of evidence {Reliability and Validity), or its
interpretation, (p. 67)

Plagiarism

Plagiarism is considered to be one of the worst possible sins in academia. Plagiarism
is the deliberate copying of someone else's work and presenting It as one's own. The
whaole peer review system of conference and journals and the awarding of diplomas and
degrees at universities is based on the principle that scholars only claim credit for what
they themselves have done. If material has been copied or referenced from somewhere
else, then these sources maist be properly acknowledged.

Unfortunately, the Internet has made It easy to plagiarize material from someone else.
While we tend to think of this happening only with student essays, there are instances
where the qualitative data for theses, conference papers and even journal articles have
subsequently been shown to have been plagiarized.

However, the Internet also makes it relatively easy to check for plagiarism. For exam-
ple, Turnitin {(www.tumnitin.com) is a software preduct that can check papers and theses
against (as for January 2019) 67 billion web pages, 929 million student papers and vari-
ous library databases and publications. Many universities use this software product to
prevent plagiarism. 1 routinely put all of my graduate students’ work through Turnitin.

Informed Consent

Informed consent is an important ethical principle In qualitative research. Informed
consent means thal potential informants should, as far as possible, ‘be enabled freely to
give their inforned consent 1o participate, and advised that they can ferminate their fnvolve-
ment for ary reason, at any time* (Payne & Payne, 2004: 68). Of course, if you are dolng



ETHICS 81
fieldwork, 1t s unrealistic to ax;

pect that vou can
meet. However, 2

obtain the conse
i it of everyone you ht
- You are studying a company, You should obviously obtaln 4 nn!mlfm
Ate manager to conduct the re i

search, Al
then your interviewees should be o lf}'ﬂumintmdmg e

asked for their Inf before
Some qualitati e s i
q ative researchers argue, however, that informed CONSLNL prevents research

ers from uncovering corrupt. §
For example, * Fr]suiery ﬂpgt;:ll\:ﬁ:ni::ryﬂ; ?::{;P;f:::ﬁmvemm1 s
SOMEone wants to do research on prisons, In effect, authuﬂﬁﬁt:arﬁ::::m;i
under the guise of protecting the subjects’ (Punch, 1985 38). Punch argues, therefore
that some deception might be acceptable in some ciroumstances if it ena'tll-les you H;
obtain data that are not obtainable by other means (Punch, 1986).

Hence 1 think there can be a trade-off in certain situations between informed consent
and finding out Inconvenient truths for the public good. Such trade-offs are perhaps best
evaluated on a case-by-case basis and in discussion with a supervisor or colleague.

interviews,

Permission to Publish

Often some of the data you collect will be owned by the people or company. In this case
it is essential to ask permission from the appropriate person to use the material in your
own work. In the case of the data that you have collected yourself, this is not so straight-
forward. If you are planning to use real names for the peaple and the organization, then
| believe It Is a common courtesy to let them know and have an appropriate person
from the organization read and comment on your work before it Is published. | realize
that journalists will often refuse to provide a copy of an article before publication, but [
believe we, as qualitative researchers, should aim for a higher standard. If you prefer not
to seek any comments from the people or organization concerned (perhaps because your
article or thesis might be seen by them as too critical), then another solution is to use
pseudonyms and change some of the other details to disguise their id.enutlu.; think II:
is important to maintain confidentiality If that was assumed or requir!-”-"ﬂ:j by lb; ::IFH
being studied. The identity of the organization s;o:::n I:E :;ﬁlszd: perhaps E
ha any identifying information (Payne ' ;

" onthe st you migh it s g S O
to withhold consent to the publication of ycr; ::‘:f f:l % it Wi
palitically unwelcome. In this case you have O gs ot whis o Copaiar 0
the request not to publish, or do you publish Yﬂ“me oions the rights of the public
the greater public good? | would think that in 5: i e o itasthon Whsice you
to know can sometimes override the rights of the
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conducted your research. However, deciding the rights and wrongs in any particular case
is tricky and has to be carefully thought through.

The Research Report

Mavlor & Blackmon (2005) suggest three ethical issues should be considered In relation
to the write-up of a research project. These are:

= Maintaining privacy - make sure that confidentiality is preserved,

= Representation of data - make sure that you report and analyse your data honestiy.

=  Taking responsibility for your findings - make sure that vou are prepared to stand behind
your results, particularly if your findings are unfavourable,

(Maylor & Blackmon, 2005)

Action Research

Action research raises a number of ethical concerns (Clark, 1972; Rapoport, 1970). One of
the key issues relates to whose interests are being served in an action research project. If
the goals of the researcher and client differ significantly, there could be difficulties. Hult
& Lennung (1980) suggest that a minimal ethical requirement is for an action researcher
to state clearly the value premises of his or her work,

Another key Issue relates to the issue of payment. If a researcher is paid by the sponsor-
ing organization, to what extent does this influence the researcher to favour the client?
At a minimum, | would suggest that an action researcher should disclose any financial
support from the sponsoring organization.

Interviews and Fieldwork

If you decide 1o conduct interviews, participant observation or fieldwork, you always
need to tell people at the start what you are doing, why you are deing it and what
you will de with the findings. Obviously It would be unethical to say one thing but
do another. For example, if you promise informants that you will keep any informa-
tion they share with you confidential, then publishing any information from them later
would constitute a breaking of your promise. If you misrepresent the purpose of your
research, this too s an ethical breach. Deception and misrepresentation should really
have no place in research in business and management.
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One contentious issue In the lterature o qualibEeveE e
observation. Some researchers believe thay e nbﬂrvat:hms is covert participant
glven that it appears to violate ethical principies related to i:'h is wrong on principle,
of privacy and the obligation to avold b"'ﬂging R suby Ormed consent, invasion
researchers, however, argue that it can be used if it is the nnlﬂtu (Miller, 2006). Other
The only way to study crime or corruption, for e ¥ way to obtain the data.

xample, jg
argues in favour of covert abservation in some circumstan::sy covert means. Miller
entirely ‘places artificial boundaries on seience and prevents m;‘;‘:":dl'ls t:athh: ban It
y of what poten-

tially may be very important and consequential activities In society’ (Miiler, 2006: 17)
My own view Is that covert observation is unlikely to be needed in mmtrquam;t[w:-
studies in business and management. However, If there is a good scientific argument
for its use, then | tend to agree with Miller that the ethical considerations should be
evaluated on a case-by-case basis (Miller, 2006). [ would not ban it cutright but instead
use it with caution - and make sure that you discuss your project with your supervisor
or a trusted colleague.

Online Ethics and Social Media

As it is becoming more commaon for researchers to gather qualitative data via the Internet,
it Is Important to consider the ethical principles that might be relevant to the online
world. Consider the following exam ples:

+ Yousend out a large number of unsolicited emails, but the emails might be considered
to be spam.

«  ‘Youcopy a website from the Internet for a legitimate research purpose; however, failing
to get permission to do so might be considered a breach of copyright by the owner,

«  You surreplitiously enter an onling community in order to gather data on community
activities: however, some might accuse you of spying.

This last scenario highlights the point that we need to be careful when gathering data
from the Internet. As a general rule, the institutional review boards of most universi-
ties and academic associations allow researchers to gather data from sites where the
data are in the public domain. For example, the guidelines published by the American
Educational Research Assoclation (AERA) state that education researchers may conduct
research in public places or use publicly avallable information about Individuals without
obtaining consent. If you do not need a username and password to access the data, then
the data are considered to be public. However, if you need a username and password for
access, then ethics permission is usually needed.
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In the situation where a website or social networking site allows anyone to read or view
material but requires you to complete some type of registration to contribute, post or com-
ment then the situation is not as clear. Salmons (2016) describes this grey area as follows:

These [enline environments that require registration] might include biogs, magazines,
news, of e-commaerce sites that offer free content and encourage participation or feed-
back by consumers. Because the public can read any posts one might assume that
pecple who make comments expect wide readership. These sites are in the gray area
because in some cases sensitive subject matter may be discussed and, while pseu-
dormyms may be used, typlcally a reply to the perscn making a post may be relayed by
email. This means personally-identifiable inlormation is conveyed, Also in the gray area
are sites that are free bul require membership and approval of the owner of the con-
tent before visitors can access the material. Such online communication includes most
subscription email ists and social networking sites. (Salmons, 2016: 86)

In this sitwation I think it is best to check the policies of your own institutional review
board. Likewise, 1 think it is advisable to check with your review board when people who
post online are identifiable, even if the post is publicly available. And even if the data are
already anonymized and it is impossible to obtain informed consent, then it might pay to
check if permission is required from the owner of the site, It s better to be safe than sorry.

The Cambridge Analytica scandal involving Facebook in 2018 demonstrates the back-
lash than can occur when people’s social media data are used unethically. Cambridge
Analytica collected the personal data of millions of people's Facebook profiles without
their consent. As a consequence Mark Zuckerberg, the CEQ of Facebook, was grilled by
members of the US Congress about Facebook's privacy policles for two full days. And
given the public outcry, governments in the U5, Europe and elsewhere began investigat-

ing Cambridge Analytica's practices. This Is the kind of publicity that all universities and
research institutions would like to avoid!

Ethical Codes

Many academic and professional associations have ethical codes that define what Is or
is not ethical behaviour in a certain field. For example, the Academy of Management's
{AOM) Code of Ethics sets forth principles that underlie the professional responsibilities
and conduct of the AOM's membership:

The principles are guidelines for everyday professional activities. They constitute nor-
mative statements for academicians, researchers, and managers and provide guidance
on issues that AOM members may encounter in their professional work. (Academy of
Management, 2008)
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Taking a contrary view
2 g ary view, Lincoln (2005) argues that institutional review boards can exer-
se unwarranted constraints on qualitative research, Fo
e Wikiets oF sessaicly . - For example, such boards can limit
g earch that qualitative researchers are allowed to do, In some circumstances
can pose a threat to Institutional autonomy and can sometimes make inappropriate decl
slons. There is a dan _
- ;d : ger that such review boards may silence eritical research projects that
are oriented towards opposing oppression and supporting social justice (Lincoln, 2005).
Rubin & Rubin (2005) take a slightly more pragmatic stance. They suggest that quall-
tative researchers should attempt to deal with the checklist requirements of instituticnal
review boards as best they can. However, qualitative researchers "ought to keep in mind
that mindlessly following the rules of the IRB (institutional review board) can lead to
conducting poor and inadequate research without increasing any protection to those
being studied’ (Rubin & Rubin, 2005: 108). Where there are conflicting ethical prin-
ciples, they recommend determining whether the aggregate good to be achieved will
exeeed the harm done (Rubin & Rubin, 2005).

The Law

In many countries there are laws that Impinge on the use of qualitative data. For z_xam.a
ple, based on the privacy principles of the European Unilon, the MNew Zealand Privacy
Act makes it illegal to collect data on people for one purpose only to use it for another.
It is a legal requirement for all Mew Zealand universities and thelr researchers to protect

sensitive personal data.

Exercises
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{Continued)

3 Imagine that your research findings are unfavourable to the organization you stud-

ied. You know that your findings will make some people in the organization angry.
What shoukd you do?

4. Download the form for ethics approval from your own institution. Which ethical prin-
ciples seem to be emphasized more than others?

5. Examing the ethical guidelines published by an academic association in your chosan
field (see the list of websites below). Do you think any of the guidelines could place
an unwarranted restraint on your research?

Further Reading

Journals

There are a few academic journals devoled to business ethics and occcasionally they publish

articles about ethics in relation to doing gualitative research in business and managemeant.
These journals include:

Busingss and Saciety

Business Etfvcs: A European Review
Business Ethics Quarterly

Journal of Business Ethics

»  Electroric Journal of Business Ethics and Organization Sludies,

- & = ®

Wehsites

Here are quite a few useful websites relating to athics and qualitative researche:

+  The Academy of Management’s Code of Ethics is available online at hitp:ffaom.org

+  The American Marketing Association's Statement of Ethics can be found at www.ama,
ora/Pages/default.aspx

«  The Association for Information Systems’ (A1S) Code of Research Conduct is available
at hitps;/faisnet.org/default. aspx

To access these links, as well as additional suggestions for further reading online, visit
htlps:fistudy. sagepub.com/myers3e,
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Qualitative Research Methods

Part [11 discusses four qualitative research methods, as illustrated in Figure l11.1. [ define a
research method as a strategy of enquiry, a way of finding empirical data about the world.
Chapter 6 looks at actlon research; Chapter 7 looks at case study research; Chapter §
focuses on ethnographic research; and Chapter 9 discusses grounded theory. All four
chapters discuss various approaches to each of the methods, and examples are provided
of the use of these methods in business and management.

S

[ Data analysis approach J
-
[ Data collection technique ]
!.
Research mathod
{aclion research, case studies, athnography, greunded theory)
|I
Philosophical assumptions
(posilivis!, intanprativa, critical)

Figure 1.1 Qualitative research design
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ACTION RESEARCH

2 ______-_-___-_-————_._____
I Learning Outcomes

| By the end of this chapler, you will be able to:

= Understand the purpose of action research
= Appreciate the distinctive featwres of action research

*  Evaluate action research studies
= Seehow action research has bean used in business and managemant

I

[

!] *  ldentify the advantages and disadvantages of action research
1}

6.1 INTRODUCTION

Actlon research aims to solve current practical problems while expanding scientific
knowledge. Unlike other research methods, where the researcher seeks to study organiza-
tional phenomena but not to change them, the action researcher s concerned to create
organizational change and simultanecusly to study the process (Baburoglu & Ravn,
1992). It is strongly oriented towards collaboration and change Involving both research-
ers and subjects. Typically it is an iterative research process that capitalizes on leaming
by both researchers and subjects within the context of the subjects’ soclal system. Action
research Is thus an excellent way to improve the practical relevance of business research.

There are numerous definitions of action research; however, one of the most widely

defines action research in the following way:

cited is that of Rapoport (1970), who

; the practical concerns of people in an immed-
jms to contribute beth to : .
:Ewb::;::waﬁm and to the goals of 5@?@] science by joint col i
499
mutually acceptable ethical framework. (p.
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‘This definiticn draws attention to the collaborative aspect of action research and to pos-
sible ethical dilemmas which can arise from its use. It also makes clear, as Clark (1972)
emphasizes, that action research is concerned to enlarge the stock of knowledge. It is
this aspect of action research that distinguishes it from applied social science or applied
business research, where the goal is simply to apply scientific knowledge but not to add
to the body of knowledge (Avison et al., 2001).

Action Research Helps to Develop Activity-
Based Costing and the Balanced Scorecard

Kaplan (1998) and his colleagues used action research 1o develop two new management
accounting approaches - activity-based costing and the balanced scorecard.

They initially documented a major limitation in contemporary management acoount-
ing practice and then identified a new concept to overcome this limitation. They
continued to apply and improve the concept through publication, teaching and active
participation with companies. By using one kind of action research called ‘innovation
action research’, the researcher enhances the underlying theory and, in the process,
alzo becomes a skilled implementar of the new concept.

Kapian (1988) says there are four basic steps in the innovation action research cycle:

Sfep 1 Obsanve and document inncvation prachoe, The innovation action research cycle starts
by identifying plausible sclutions to the documented shortcomings in existing practice,

Step 2 Teach and speak aboul the innovaltion. Kaplan (1998) and his colleagues began to
teach the new cases about early activity-based costing activities in their MBA courses
and executive programmes. To teach the cases they prepared teaching strategies and
teaching notes. The preparation and teaching process motivated them to understand
the underlying phenomenon in a deeper, more systematic and mone conceptual way.

Sten 3 Wite journal anticles and books. After new cases have been taught several times (o
diverse avdiences and speeches about the phenomena have been defivered on multiple
ooccasions, the innovation action research cycle continues by exposing the ideas to an
even wider audience. Kaplan (1998) and his colleagues did this for activity-based cost-
ing through papers aimed primarily at a practiioner audience. These articles appeared
in many different journals.

Step 4 imphernent the concep! nniworganzabons. The active involvement of the researcher
with new implementations serves several eritical functions:

1 MValidates that the new concept can be implemented beyond the initial set of com-

panies with which the concept was initially developed. Also, tests whether the
concept can create value for these new arganizations,
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2, Provides learning opportunities to advance kncwiag

3. Creates knowledge about the implementation 4@ about the concept.

PrOCess for the new concepts.
(Kapian, 1998)

S S et sy

t intervention. It involves
collaboration with business people in real organizations. This is quite different from
mast other research methods. Researchers using other research metheds usually try not
to intervene or to interfere with their subject matter. Any kind of interfererce, particu-
larly In positivist research projects, Is seen as a source of bias and can Invalidate the
research findings. Of course, researchers using other qualitative research methods do in
fact affect the people and the organization they are studying in some way. Qualitative
researchers are not invisible; they are not like ghosts. However, any intervention in the
research setting is not done deliberately. Qualitative researchers using other methods,
such as case study research or ethnography, tend to be interested observers rather than
active participants.

As a research method, action research emerged soon after the end of the Second World
War. Kurt Lewin developed the method at the Research Center for Group Dynamics at
the University of Michigan. He wanted to apply the theories of social psychology to prac-
tical social problems. Independently, the Tavistock Clinlc (later the Tavistock [nstitute)
developed a similar method in the UK in the 1950s and 1960s. The Institute worked with
former soldiers and others who had served in the Second World War and were suffer-
ing from psychological and social disorders. In both cases the Idea was to apply existing
theory to solve a practical problem, learn from the experience and then add to the body
of knowledge by modifying the theory or suggesting a new theory. Their findings were
published in the academic literature.

We can see, then, that action research is not applied research, but neither is it con-
sultaney. Applied research, such as applied marketing, simply applies already existing
research findings in marketing to business but does not add to the body of knowledge.
A consultant, likewise, simply takes existing knowledge or an existing methodology that
is recommended by his or her consulting firm and uses this in his or her own consulting
practice. Consultants usually do not change the methodology or add to it in any way;
neither do they publish their findings.

An action researcher, by contrast, is concerned to add to the body of knowledge. The
whole Idea of action research is to learn from the intervention in an organization and
then use that learning to benefit others.
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The Action Research Process

Baskerville & Myers (2004) say that the essence of action research Is a simple two-stage
process. First, the diagnostic stage involves a collaborative analysis of the social situation
by the researcher and the subjects of the research. Theorles are formulated concerning
the nature of the research domain. Second, the therapeutic stage involves collaborative
change. In this stage changes are intreduced and the effects are studied.

A more comprehensive model is provided by Susman & Evered (1978). They suggest
that action research can be viewed as a cyclical process with five phases: diagnosing,
action planning, action taking, evaluating and specifying learning. They argue that all
five phases are necessary for a comprehensive definition of action research. The infra-
structure within the client system (the research environment) and the action researcher
maintain and regulate some or all of these five phases jointly. Susman & Evered’s cyclical

process is represented in Figure 6.1,

f
| 1 Diagnosing

! Identifies or dafinas
| @ problgm

| 5 Specitying 2 Action Planning
| Learning & . Specifies the courses
:::m:ﬁas whal was { Devaloprmant of action io be taken
of a client—
E system
N infrastruciune
\
\ . . E:
| 4 Ewalualing ! ! 3 Action Taking
Analysas the elects -‘—l Imglarmonts he
of the actions | | planned aclions

Figure 81 The cyclical process of action research. Reprinted from An Assessment
of the Scientific Merits of Action Research’' by Susman, G. |. & Evered, R. b, published
in Administrative Seience Quarterly (23), pp. 582-803, December 1978, by permission ©
Johnson Graduate School of Management, Cornell University.
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In Susman & Evered's model, the firse phase, called diagnosing, involves the G
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whether the planned actions achj e L PR il s
oerrliig: speciBeswhat g ]“m:';ed_their inten_-;ted effects. The last phase, specifying
ey sl htl::g the action research praject. This is wl‘lenll;'h,e

rganization and communicated to the scien-
tific community. It may well lead to a change in the thesretical framework ar model
used in the second phase. This last phase may lead to the start of a new action research
cycle, especially if the action research project was unsuccessful,

Elden & Chisholm (1993), in their introduction to the special issue on action reseasch
in Humtan Relations, provide a brief review of earlier action research in management stud-
les. They say that a broadly shared definition of action research has existed since Lewin’s
seminal (1946) work.

Lewin and most subsequent researchers have concelved of action research as a cyclical
process that involves diagnosing a problem situation, planning action steps, and imple-
menting and evaluating outcomes, Evaluation leads to diagnosing the situation anew
based on learnings from the previous activitles” cycle. A distinctive feature of action
research Is that the research process Is carrled out in collaboration with those who expe-
rience the prablem, or their representatives. The main Idea is that action research uses a
scientific approach to study Important organizational or soclal problems together with
the people who experience them (Elden & Chisholm, 1993: 124).

Elden & Chisholm (1993) suggest five elements which would need to be present in
some degree for any research to be classified as action research. These are as follows:

1. Purpossand vabe choice, While the mmemsﬁenﬁﬁcmmﬁ?hmmnhmamm
knowledge, action research aims atsdwﬁﬁcmﬁvplusprmlicalm.mm
research is change oriented and seeks to bring about change that haapusltrusoda!!m

2 Contexfuallocus. Since the action researcher is concerned with snh'inu ‘real-world’ prac-
tical problems, action research must focus on the wider context, as in case study and
ethnographic research.

sense-makieg, Si eticn research is change oriented, it requires
3. Change-based dataand Since a s
data that help frack the consequences of intended changes. Action researchers

to have data collected systematically over time and they need 1o interpret and make
sense of these data.

4. Parficipation in the research process. Ac
‘own' the real-world problem ta be actively invalved

tion research requires those who experience or
with the researcher. This involes,
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at a minirmum, the participants being imvolved in selecting the problem and sanctioning
the search for solutions. They may also be involved with validating the results. Action
research, by definition, is collaborative.

5. Knowhedge diffusion, For action research to be regarded as research, it must be writ-
ten up and diffused according to the canons of accepted social science practice. This
invotves relating the topic to the existing research literature in the attempt 1o generate
general knowladge, This is typically the job of the researchers alone,

Although these five elements can be regarded as essential features of action research,
Elden & Chisholm (1993) suggest that there is great diversity in contemporary action
research. | discuss various approaches to action research below,

Peter Checkland and Soft Systems
Methodology

In the UK, Peter Checkland used action research in the development of soft systems
methodology (SSM) at Lancaster University (Checkland, 1891; Checkland & Hobwell, 1998;
Checkland & Scholes, 1990). S5M is a methodology for enguiry into 'soft’ or ill-structuped
giluations. 33M has been used in information systems and operations managemant to
understand problem situations and then to recommend taking action to improve them.
Some indicalion of Checkland's influence on information systems research in the UK
can be gauged from the fact that a special issue of the Jownalof Information Systems was
devated to the impact of S5M on information systems research in 1983 (now renamed
the information Systems Journal), Also, both S5M and the action research method were
used and adapted by Avison and Wood-Harper in their development of the Multiview
imformation sysiems development methodology (Avison & Wood-Harper, 1890).

6.2 APPROACHES TO ACTION RESEARCH

Thiere are three main types of action research. These three types correspond to the
three main philesophical approaches to research discussed In Chapter 3. That Is, action
research can take positivist, interpretive or critical forms.

The first type of action research is positivist action research. Positivist action research,
sometimes called ‘classical action research’ (Elden & Chisholm, 1993), sees action
research as a social experiment and attempts to meet the requirements of positivist social
science. Work of this kind is often justified in positivistic terms - action research is seen
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and thelr beliefs (espoused theories) and recommends the use of single- and double-loop
learning for self-improvement (Argyris & Schon, 1991).

An espoused theory represents the worldview and values that people believe their
behaviour Is based on. An espoused theory 15 what they think they are doing and this
is what they will tell you in interviews. A theory-in-use, by contrast, s the worldview
and values implied by their behaviour or the maps they use to take action. A fun-
damental assumption of action science Is that there Is usually a difference between
what people say and what they do. Argyris & Schiin (1991) suggest that people are
unaware that their theories-in-use are often not the same as their espoused theories,
and that people are often unaware of their theories-in-use. Of course, a theory-in-use
can only be discovered by studying what people do (as opposed simply to hearing
what they sav they do).

Single-loop learning occurs when a correction Is made to the process through changes
in espoused theories and/or assumptions; however, the norms themselves do not undergo
change. Double-loop learning, on the other hand, involves changes in norms as well as

espoused theories or assumptions. Double-loop learmning Is thus much more important
and extensive than single-loop learning.

How to Get Started

Finding a company in which you can do action research can be difficult. A good way of
finding a suitable company is to explore existing personal or corporate friendships. For
example, companies which already support your university in various ways are probably
more likely to be receptive 1o the idea of action research. Previous graduates of the uni-
versity (alumni) are also likely to be more receptive than complete strangers. Of course,

it is much easier if a company approaches the university asking for a research project to
be carried out.

6.3 CRITIQUE OF ACTION RESEARCH
Advantages and Disadvantages of Action Research

One of the main advantages of deing action research is that it helps to ensure that
your business research is practically relevant. Business research is often criticized as
being too theoretical; business people will sometimes say that the research results
are not useful. It is true that most research articles published in top research journals
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are read by a few hundred people at most, and these N

However, since action research aims to solve a practical business ';h: all academics.
working with people in business organizations from the sthf:ctlgm A heles
definition, can help to improve the impact and a6t b ¢+ 4Clign research, by

business community. siness research within the

One of the main disad-.rarutages of doing action research s that it Is yery difficult for
PRy peopls- k.o Hie-action and e neoerch; 1 i very difficult to do research that
contributes to solving a practical business problem while ar the same tme ending up
with a research article that contribuites t ;
nal. Many action research articles tend f;m::::hiﬁublmhahle In a research jour-

N more practjtioner-oriented
journals and magazines, which tend to be less highly ranked in business schocis than
pure research journals. However, it can be done, as the special issue of M15 Chuarterly has
shown (Baskerville & Myers, 2004),

Anocther disadvantage of action research is that there |5 a tendency for action
researchers to overstate the importanee of the Intervention in the organization and the
contribution to academic research. Oates (2006) says that action researchers, perhaps
subconsciously, want to show that the exercise Is useful and that thelr theory or methad
is valid. She calls this phenomenon "self-deélusion and group-think'. She recommends the
use of a ‘devil’s advocate’ procedure to guard against this (Oates, 2006).

A third disadvantage Is that action research is risky. Actlon research tends to be risker
than other qualitative research methods simply because real-world projects may be
subject to delays. A few years ago one of my own PhD students ended up having to
change her topic because the medical information systems project she was planning to
be involved in was delayed yet again. | do not think it matters quite so much If the action
research project is a fallure, since we can learn a5 much, 1f not more, from failure as we
can from success. But if the project keeps being delayed for months on end, an action
research project can become unviable.

Action Research Is Not Consulting

To do action research, you need to combine both action and research - action without

research is consulting, research without action is some other research method altogether.

As Baskerville & Wood-Harper (1596) point out, you need to have a clear understand-

ing of the differences between action research and consulting, Consulting or applied
- not action research.

Pm:}:ﬂ;:;'ls::f —Isth: action — means that you need to have a company ora Pﬂmndw:h

a prablem to be solved. The person must believe that thelr problem is important and that
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it needs a researcher to help solve it. They must be willing for a researcher to ask (some-
times tricky) guestions and to let the researcher probe Into current business practices.
The person must also be willlng to sponsor the research in a company. Sponsorship can
take many forms, including money for résearch expenses or a scholarship, but at the very
least the person has to be willing to give you access to the company (e.g. people, docu-
ments and projects). Without their full support the actlon is unlikely to be successful. |
recommend walking away from a company when this full support is not forthcoming.
You will be better off trying to find another company where that support Is willingly
provided.

The second par - the research = means that vou need to make sure that the practical
problem to be solved is something that is of interest to other researchers in your field.
Many practical problems are not research problems. For example, a few years ago a major
bank in Europe had a severe cutage with ts online banking system. The outage meant
that the bank could not function for a few days. If this had gone on for much longer,
the bank could well have gone out of business. However, the cause of this problem (and
the solution) is well known to IS scholars and software developers all around the world.
It turned out that a newly hired and inexperienced software developer had applied a
software patch without testing it first. Why a major bank would allow this to happen in
the first place is one question - and why they didnt have an automatic failover system is
another - but essentially the problem was the lack of attention given to following already
known good policies and procedureés in software development. Hence you need to make
sure that vour practical problem is also a research problem. The problem needs to be one
where the solution is not curmrently known. That is, the immediate practical problem
is simply one instance of a much wider set of issues and problems that are of current
interest in the current research literature. The lessons leamed from the action must be
generalizable to relevant theory in your particular field.

How to Evaluate Action Research Studies

There are many ways o evaluate action research studies. However, there are two basic
requirements,

First, all action research studies must demenstrate a contribution or a potential con-
tribution to practice (the ‘action’). Some kind of intervention in a business process or an
arganization must have been attempted (even if the attempt was a fallure),

Second, all action research studies must demonstrate a clear contribution to research
(the “theory’). It is Important that the action research study is situated within a wider
problem domaln (usually via a literature review of your topic within a particular field)
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focus was on the role of management accounting in such relationships, the researchers
became Involved in the negotiation process partly in order to suggest solutions to spe-
cific accounting problems but mainly because they had come to be perceived by both
parties as ‘honest brokers’, i.e. interested but impartial participants.

One of the key contributions of the action research project was to show that the
specification and sharing of cost data can play a central role in inter-organizational
negotiations as both sides in a manufacturing partnership learn about and respect
each other's financial and commercial constraints and ebjectives. They suggest that
accounting may play a constitutional role in the establishment and management of
trusting and collaborative business relationships that go beyond the technical to a more
symbolic level. However, technical idiosyncrasies in a firm's management accounting
systems, difficulties in understanding their internal cost drivers and an emphasis on
financial accountability may make it harder for accountants to play a proactive role,
They say that an ideal role for management accounting would seem to be in an open-
book agreement whereby both parties can inspect each partner's revenues and costs.
An important area of the strategic partnership can then become self-enforcing.

The underlying epistemology in this study was interpretivism. The research was based
on meetings, visits and interviews conducted on numernous occasions over an 18-month
period with executives of both companies involved In a proposed strategic alllance.
Contact with the executives ranged from short interviews to factory visits and meetings
which lasted a full day. The ongoing nature of the negotiations offered the researchers an
opportunity to act as “honest brokers' if and when required. The researchers had a desire
to see the agreement succeed but, apart from a wish to further the research, they had no
vested interests. The researchers’ role involved winning the trust and confidence of both
partners. As active participants, the researchers were able to record what was happening
because they were involved in the continuing dialogue with regard to the drafting of the
proposed alliance agreement and the setting of agendas for meetings.

This action research project was unusual to some extent in that the researchers
were actually involved with participants from more than one organization. The
researchers were primarily interested in the partnership between the two organiza-
tions rather than the organizations per se. However, the researchers were well placed
to observe and experience the continuous changes that were taking place inside the
organizations to the extent that these changes were relevant to the development
of the partnership arrangement. Since there was no legal or joint equity basis to
the partnership, the ‘spirit’ rather than the ‘letter’ of the relationship was particu-
larly important, with the former only accessible through close involvement with the
ongoing negotiations (Seal et al., 1999).
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2. An Action Research Study in Marketing: Using the
Internet for Customer Relationship Management

O'Leary et al. (2004) say that many flrms at that time had not yet fully capitalized on
the interactive marketing capabilities of the Internet. As very little acadermnic research had
been conducted on Integrating the Internet/database marketing for customer relationship
management (CRM), the purpose of thelr study was to develop a framework for integrating
the Internet and database marketing to help marketers improve CRM. The authors belleve
that their study was one of the first to look at this topic,

Using action research, the researchers adopted a cyclical process methodology that
incorporates the four-step process of planning, acting, observing and reflecting on
results generated from a particular project or body of work. Two action cycles were
incorporated into the project to determine how the Internet might be integrated with
database marketing within an Australian Internet portal. These actlon cycles, in con-
junction with reconnaissance focus groups and convergent interviews, led to the
development of the final frameweork of the integration of Internet and database mar-
keting strategies.

Action research was used in this study for two reasons. First, as very little research
had been conducted on integrating Internet/database marketing for CRM, the process
by which this could be done was unclear. Thus they believed exploratory research was
required and action research provided this capability better than other alternatives.
Second, the authors were attracted by the degree of flexibility afforded by actlon research,
particularly within an evolving information technology project that concerned a prob-
lem about which little was known.

The authors say that their research confirmed the usefulness of action research in that
it provided the opportunity to build rather than test theory, with the end result being the
actual effective implementation of integrated Internet/database marketing within a major
Australian organization. Thus their research contributed to solving a practical problem in
a business setting and contributed to building theory for future marketing research.

3. An Action Research Study of Leadership

The 19905 saw a worldwide movement towards collaborative governance, collaborative
public service provision and collaborative approaches to addressing soclal problems.
Huxham & Vangen (2000) looked at collaborative leadership and what it takes to make
things happen in collaborative ventures.
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The authors conducted a number of action research Interventlons in the United
Kingdom. These included work with three partnerships concerned with health promo-
tlon, four partnerships concerned with economic and soclal regeneration, one partnership
concerned with environmental issues, one concerned with community collaboration
and work with civil servants and others concerned with designing, implementing and
supporting.

The authors found that carrying any one of the 'leadership activities' through te com-
pletion requires much énergy, commitment, skill and continual nurturing on the part of
& ‘leader’. Successful leaders devoted significant personal attention to championing their
causes. The authors found it paradoxical that the single-mindedness of leaders appears
to be central to collaborative success (Huxham & Vangen, 2000).

4, An Action Research Study of Organizational Change
and Managerial Sense-making

Lischer & Lewis (2008) conducted an action research study at the Danish Lego company.
Through collaborative intervention and reflection they sought to help managers make
sense of issues surfaced by a major restructuring. This restructuring involved altering
the very nature of middle management at the company with Lego executives seeking to
implement self-managed teams at every level,

The purpose of the study was to help the Lego managers create sense out of their cog-
nitive disorder and to expand the theory of managerial sense-making and organizational
change. The action research project itself became a process of collaborative sense-making.
The researchers held two types of session: sparring sessions and review sessions. ‘Sparring
sessions’ facilitated double-loop leamning by helping managers to question their existing
frames and explore alternatives. During ‘review sessions’ the researchers fed back issues
and emerging understandings to the focus group, seeking members’ input to enhance the
value of the project.

The researchers’ collaborative approach to actlon research meant that they did not
tell the organizational actors what to do; rather, the action research project became ‘a
collaborative process of sense-making’. Together with the managers in the study, they
worked through paradoxes of performing, belonging and organizing.

This action research project thus made a contribution to research by extending
theories of sense-making and change; it also made a contribution to practice in that
it helped the managers of Lego to make sense of issues which emerged from a major

restructuring.
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5. Exemplars of Action Research in Information Systems

A special issue of MIS Quarterly on action research was published in 2004 (Baskerville
& Myers, 2004). As MIS Quarterly 15 the top research journal in information systems, all
the articles published in this issue can be regarded as exemplars of actlon research in
& business discipline. The special issue illustrates some of the different types of action
research. All the articles suggest criteria for how their own action research projects
should be evaluated.

The first article, entitled ‘“Metworks of action: sustainable health information systems
across developing countries’, looks at the pivotal importance of networks in ensuring the
sustainability of action research interventions (Braa et al., 2004). The authors base their
analysis on an ongoing, large-scale action research project within the healthcare sector
in a number of developing countries.

The second article, entitled ‘Informating the clan: controiling physicians® costs and
cutcomes’, reports on the successful attermpt by a hospital’s management to ‘informate
the clan’ of physicians to reduce clinical procedural costs and adopt better practices
(Kohli & Kettinger, 2004). This paper contributes to a better understanding of how to
‘Informate’ autonomous professionals.

The third article discusses a particular form of action research called collaborative
prectice research to study software process improvement initiatives in four Danish soft-
ware organizations. Entitled ‘Managing risk in software process iImprovement: an action
research approach’, the article proposes an approach to understanding and managing
risks in software process improvement teams (Iversen et al., 2004).

The fourth article, entitled ‘Design principles for competence management systems:
a synthesis of an action research study’, uses canonical action research. The authors
developed and tested design principles for competence managenent systems (Lindgren
et al., 2004).

The fifth article used participatory action research to study the ways In which a
small business management team developed an information- and systems-enabled
solution to address their growth needs. Entitled "Small business growth and inter-
nal transparency: the role of information systems’, the article proposes the concept
of ‘internal transparency’ as an important outcome of organizational effectiveness
(Street & Melster, 2004).

The sixth article, entitled 'Dlalogical action research at Omega Corporation’,
uses dialogical action research. In dialogical action research, the intervention takes the
form of one-on-one dialogues between the researcher and practitioner (Mirtensson
& Lee, 2004).
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@ Exercises

L]

1

How actively imvolved should a researcher be in an action research project? Do
you think it is acceptable for an action researcher to become politically involved in
a situation?

What are the differences bebwesan action research and consulting? Do you think it
would be possible for one 10 merge into the other? Discuss the pros and cons of that
happening.

Conduct a briel literature search using Google Scholar or some other bibliographic
database and see il vou can find some action research articles in your chasen feld,
What kinds of topics appear?

Evaluate some of the articles you found in the previous exercise. Did the authors
schve a practical problem? Did the authors make a contribution to theory? Was the
research both rigorous and relevant®

Consider some of the theories used in your chosen field of study. Do you think any of
these theories could be explored or tested using action research? If 50, how would
you design your action research study?

Brainstorm to come up with a list of four or five possible practical research topics.
How could these topics be studied using action research? ;

Find one or more faculty members at your institution or at a conference who
conduct action research. Ask them what topics they are working on right now
and why.

Further Reading

Articles

A brief introduction to the action research method is provided by the arlicle entitled ‘An
assessment of the scientific merils of action research’ by Susman & Evered (1978). For a
maore in-depth ook at the method, see the special issue on action research in Human Relations
(Eiden & Chisholm, 1993) and the special issue on action research in MIS Quarterly (Baskerville

& Myers, 2004),
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Wehsites

research
«  The Action Learning, Action Research Association (ALARA) is an international networking
and rescurcing organization incorporated in Australia The website can ba found at www
alaranet.au. ALARA holds a World Congress every few years and also publishes a journal,
« More references are available at wwwaqualauckland.ac.nz

« The Wikipedia entry on action research is useful at https:fenwikipedia.ongfwikifaction_ g

To access these links, as well as additional suggestions for further reading online, visit
https:fstudy.sage pub.com/myars3e.
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CASE STUDY RESEARCH

!7Learning Outcomes

' By the end of this chapter, you will be able to;

«  Understand the purpose of case study research

= Appreciate the difference between teaching cases and research cases

«  Distinguish between different approaches to conducting case study research
|« Bemore confident in daing case study research

i +  Identify the advantages and disadvantages of case study ressarch

I = Evaluate case study research

\\ + See how case study research has been used in business and management

7.1 INTRODUCTION

In all of the business disciplines, case studies are used in many different ways. The two
mast popular uses of case studies in business schools are, first, in teaching and, second,
in research,

In teaching, case studies are tremendously helpful to students by allowing them to
see how concepts and theories are relevant to business. Case studies illustrate a principle
or a particular point that the instructor wishes to make. They show that the theory has
a practical application and bring the subject matter to life. Frobably the most famous
case studies of this type = in business schools at least - are the Harvard cases published
by the Harvard Business School. These cases describe actual situations that the instructor
and students explore together. The Idea is for the students to figure out by themselves
the ‘correct’ answer or answers to the discussion questions. As students study more cases,
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hopefully they get better at Identifying current business problems and solutions and how
such solutions might be implemented.

Teaching case studies are thus written for students of business. They are designed to
illustrate a more general point or a theory that is already well known to most, If not all,
instructors in the subject. The purpose of teaching cases is to help students learn. The
cases themselves may be based on real life or they may be fictional.

By contrast, research case studies are written primarily for researchers, not students.
Research cases are used as empirical evidence to convince other researchers of the
applicability (or inapplicability) of a particular theory or proposition. If the case is first
published as part of a research article, the particular point that the research article makes
is likely to be new to those reviewing the paper (i.e. other experts in the same Ffield).
The purpose of research cases Is thus to contribute to knowledge in a particular field.
Teaching and research cases are compared in Table 7.1.

Table Y1 A comparison of teaching and research cases

Teaching cases Rosearch cases

Whitten primarily for students Written primarily for researchers

Designed to illustrate an existing theory Designed to contribute to a new theory or axplore/
or principle test an existing theary

Published on its own as a teaching case, Published as part of a research aricle in a journal,
ofien with noles for the instructor confarence, or book

This chapter is concerned with the use of case studies in research, but does not deal
with the use of case studies in teaching. Although the writing of teaching cases for
business students is a very worthwhile activity and one that [ fully support, the prepara-
tion and writing of case studies for teaching purposes is outside the scope of this book.
Instead, this book focuses on the use of case studies for research in business, hence the
title of this chapter.

Writing a research case requires different skills and knowledge from those needed
when writing a teaching case. To write a teaching case, an author needs to be familiar
with the subject matter of the course being taught: for example, the textbook and read-
ings that are used in that course. The author also needs to gain access to, or create, an
interesting scenario that illustrates the point to be made. However, the theory or the
guidelines that the case is designed to illustrate may or may not be explicitly mentioned
in the write-up of the case itself. As a general rule, the write-up will include few, if any,
citations of the relevant research literature, This Is because the very idea of a teaching

case is often for students to ‘discover' the applicable theory or principles for themselves.
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One of the key things about creating teaching cases is that the case needs to be written In
an engaging manner such that students are inspired and encouraged to learn.

To write a research case, the author needs to have a wider and more detailed knowl-
edge of the subject matter. The author needs to be familiar with, and cite, the latest
research on the particular topic In question. The author also needs to write up a case that
directly relates to that research topic. The case needs to be written in such a way that the
story is plausible and convinees other researchers that the research article s Indeed a new
contribution to knowledge in the field. The case also needs to be written in an engaging
manner, such that fellow researchers will find the story interesting.

Theory-Building from Case Studies in
Management

Following the logic of inductive case study methods, Dutta et al (2003) analysed the data
collected from a study of the pricing process of a large manufaciuring firm in an iterative
manner: first, they analysed the data and compared these with existing theory; second, they
developed a new thecry: third, they returned to the data to see how the emergent theory
matched the data; lastly, they returned to the theory for yvet another revision (Dutta et al, 2003),

Research case studies can be used in the exploratory phase of a research topic to dis-
cover the relevant features, factors or issues that might apply In other similar situations.
Case study research is particularly useful in the early stages of research on a new topic,
when not a lot Is known about It. For example, Barratt et al. (2011) say that many of
the case studies in the field of operations management fall into this category, where the
most meaningful and significant contributions are in the area of theory-building. A clas-
sic article that describes how to build theory from case studies is by Elsenhardt (1989).
She provides a roadmap for a highly iterative process of theory-bullding. Eisenhardt &
Graebner (2007) say that in building theory from cases, each case is like a distinct experi-
ment. Each case is used to develop theory Inductively. Lee (198%) discusses in some
depth how case studies can be treated as experiments.

Although case study research Is mostly used to help build new theory, case study
research can be used to test theory as well, When there is already a large body of literature
on the subject, case studies can be used to test theory, to develop causal explanations or
even to compare theories. Elsenhardt & Graebner (2007) say that multiple cases can be
likened to a serles of experiments that replicate, contrast or extend an existing theory.
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We can see, then, that it is a mistake to suggest, as some do, that research cases can
only be used in an exploratory way. Case study research can be used both to build and to
test theory, although the former is by far the most common.

Research Cases Can Be Used:

« In exploratory research - to discover.
= In explanatery research - to test, to explain or to compare.

Case study research is thus applicable at any stage of the research on a particular
topic. The key defining feature of case study research is not when in the research
process it should be used but what Is studied. The ‘what' are contemporary real-
life situations where there is no control on the part of the researcher and where
everything might happen all at once. Real life is sometimes messy, but then business
theories that are unable to deal with messy real-life situations are probably of little
value.

In a business discipline, case study research uses empirical evidence from real peo-
ple in contemporary real-life organizations. The specific toplcs vary widely, from
currént practices in marketing through to the implementation of enterprise resource
planning (ERP) systems in the field of information systems. But a defining feature of
case study research is its focus on asking 'how' and "why® questions. The case study
researcher seeks to understand how and why a particular business decision was made,
or how and why a business process works the way it does, Unlike action research,
the case study researcher does not deliberately intervene in a situation but seeks,
at least in the first instance, simply to describe it. And as was mentioned earlier, as
distinect from teaching cases, the primary audience for the case study write-up is fel-
low researchers in a particular discipline, not students. The case study write-up has
to convince these fellow researchers that the case study is an original contribution to
knowledge. These fellow researchers might be the examiners of your Master's or PhD
thesis, or reviewers from a peer-reviewed research conference or journal.

The purpose of case study research in business and management is to use empirical evidence
from real people in real organizations to make an original contribution to knowledge.
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A Classic Theory-Testing Case Study

One of the most cited articles in the field of information systems isa thecry-testing case
study written by Markus (1983). Markus compared three theories of resistance with the
implementation of computer-based Infermation systems (IS). using an in-depth case
study to test the predictions of each theory.

The first theory of IS implementation is what she calls a ‘people-determined’ theory,
This theory assumes that people resist IS because of factors internal to the person or
group. An example of this is when it is said that ‘peopie resist change”,

The second theory of 15 implementation is what she calls a ‘system-determined”
theory, This theory assumes that people resist IS because of factors inherent in
the system itself. In this second theory, resistance is determined externally by the
enviranment or the technology.

The first theory thus suggests that ‘people’ are the primary causes of resistance,
whereas the second theory suggests that ‘systems’ or the technology are the primary
causes of resistance.

Markus suggested a third theory - a theory of interaction. The third theory holds that
peocple resist IS because of an interaction between characteristics related to the people
and characteristics related to the system,

Using empirical data from a case study of the implementation of a financial informa-
tion system, Markus showed that the interaction theory has superior explanatory and
predictive power (Markus, 1983).

Defining Case Study Research

The term ‘case study’ has multiple meanings. The simplest idea of ‘a case’ Is that the
phenomenon described Is but one example of a more general category. That is, the
description of a particular case or situation 1s used to draw some conclusions about
the phenomenon more generally. For example, 2 medical journal might deseribe the case
of an asthma patient who showed certain symptoms after taking a particular medication.
The particular case might be new and unigue, but the case is still an example of a more
general phenomenon (e.g. asthma).

A somewhat narrower definition of a case study, one that Is more applicable to the
social sciences, Is that it is a detailed study of a single social unit: ‘The soclal unit is usu-
ally located In one physical place, the people making up the unit being differentiated
from others who are not part of It. In short, the unit has clear boundaries which make
it easy to identify’ (Payne & Payne, 2004: 31). A case study can be of a social process, an
organization or any collective soclal unit.
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Along similar lines, Yin (2003) defines a case study in two parts, as follows:

1. Acase study is an emparical inguiry that
o mvestigates a contemporary phenomencn within its real-life context, especially
when
= the boundaries between phenomenon and context are not clearly evident,
2 The case study inguiry
= copes with the technically distinctive situation In which there will be many more
variables of interest than data points, and as one result
> reles on mulliple sowces of evidence, with data needing to converge in a triangu-
lating fashicn, and as another result

o benefits from the prior development of thecretical prrﬂpucslﬂ-uncs to guide data col-
lection and anabysis. (pp. 13-14)

The first part of Yin's definition specifies the scope of a case study. The real-life context of
a case means that the phenomenon of interest is not studied divorced from its context.
In case study research it is very difficult, if not impossible, to separate the phenomenon
of interest from the context because the context itself is part and parcel of the story. Also,
in a case study the researcher has no control over the situation. This contrasts with the
use of some other research methods, such as a laboratory experiment, where the whole
idea is for the researcher to maintaln control of certain specified variables and to clearly
separate the context from the phenomenon being studied.

The second part of Yin's definition specifies the data collection and data analysis
strategies. Yin advocates using multiple sources of evidence, triangulating these data and
using theoretical propositions from the research literature to guide the research.

Although Yin's definition of a case study is very helpful - and 1 thoroughly recom-
mend his book as one of the best available on case study research - the definition does
not necessarily fit all case studies within the business disciplines. In one respect it is too
broad; in another it is too narrow.

Yin's definition i% too broad in the sense that case studies in business are usually
restricted to studies of one or more business organizations. A ‘case study’ In business
Is almost always symonymous with a study of some business aspect of an organization.
This organizational focus is an important identifying feature of most case studies in the
business disciplines and distinguishes case study research in business from case study
research in other flelds. In other flelds, there can be case studies of educational pro-
grammes or case studies of communities in a local nelghbourhood. But as these are not
studies of a business-related Issue in an organization, they would not qualify as being
called case study research in business.



CASE 5TUDY RESEARCH 93

On the other hand Yin’s definition s too narrow In the sense that he advocates just
one type of case study research. This Is perhaps best described as a Ppositlvist appreach to
case study research. Like most positivist researchers, Yin recommends the prior develop.
ment of theoretical propositions or hypatheses. He also suggests that the quality of case
study research designs can be judged by paying attention to four design tests, namely
construct validity, internal validity, external validity and reliability. However, there are
other types of case studies, such as interpretive and critical case study research, that do
not require or recommend the use of propositions or hypotheses in research. Also, these
other types of case study research do not use the words “validity’ or ‘reliability’ as part of
their quality assessment.

Using Three Representative Cases

The aim of Buxey's (2005) research project was to document how the Australian textiles,
clothing and footwear industry has responded to the forces of globalization. Given the
high level of competition within the industiry, the objective of the study was to discover
what strategies the survivors employed.

Buxey conducted three representative cases of firms in the industry. He describes the
strategy that each firm employed in responding to the forces of globakration (Buxey, 2008).

Hence, while Yin's (2003, 2018) book can be regarded as one of the most useful
books on case study research — and it is widely cited by researchers in most business
disciplines = his definition of case study research is not entirely appropriate for all
qualitative researchers in business, Therefore | propose my own definition of case study
research as follows:

Case study research in business uses empirical evidence from ong o mare organiz.at'mns-
where an attempt is made to study the subject matter in confext. Multipe sources of evidence
are used, although most of the evidence comes from interviews and documents.

There are three important points to note about this definition:

1. Case study research in business almost always involves 3 firm urlomaniﬂ;zn. even
if the main issue, topic or subject matter being studied is something o;:S; A r:m?t:
ple, a case study of a joint venture might focus primarily on the | =
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governance, its financial or marketing success — but the researcher would still use
empirical evidence from one or more of the organizations concerned; a case study
in information systems might focus on an information systems development project,
but the project will be situated within one or more organizations; or a case study in
marketing might focus primarily on the development of brands, but these brands
wiould still inviolve one of more firms. The most commeon research cases n business,
therefore, have an explicit organizational focus and tell the story of that organization.

Case study research is distinct from ethnographic research, Gase study research, even

in-depth case study research, does not normally involve participant observation or fiekd-

work, Most of the empirical evidence in case study research in business comes from
interviews and documents, Ethnographic research, on the other hand, relies extensively
on data from fieldwork. Fieldwork is the defining feature of ethnography,

3. This definition of case study research is philosophically neutral, That is, it allows for the
fact that case study research can be conducted according to positivist, interpretive or
critical tenets of what is considered to be "good’ research. These different tvpes of case
study research are discussed next,

5]

7.2 APPROACHES TO CASE STUDY RESEARCH

Just like action research, case study research can take positivist, interpretive or criti-
cal forms. These three types correspond to the three main philosophical approaches to
research discussed in Chapter 3.

Positivist case study research was the norm in business schools some 10 or 15 years
ago and is still the most common form in some business disciplines such as international
business (Fiekkari et al., 2009). However, interpretive case studies have become more
accepted over the past decade and now appear on a reasonably regular basis in the top
journals and conferences of most business disciplines. In fact, in the field of information
systems slightly more interpretive case studies are now published than positivist ones
(Keutel et al., 2013). However, there are still very few eritical case studies, although 1
predict that the number will increase over time.

The first type of case study research, positivist case study research, attempts to
meet the requirements of positivist soclal science. Work of this kind Is often justified
in positivistic terms — case study research is seen as a method for testing and refin-
ing hypotheses or propositions in the real world. An example of this approach is Yin
(2018), who discusses the importance of propositions and emphasizes construct valid-
ity, internal validity, external validity and reliability. The concern with “validity” and
‘reliability’ represents an attempt to ensure that the case meets the quality standards
expected of a positivistic study. Another example of a positivistic approach to case
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study research |s Benbasat et al.'s (1987) approach to case study research in informa-
tlon systems. Essentlally, they apply Yin's approach to the field of Information systems
and advocate case study research along positivistic lines,

The second type of case study research is of an Interpretive nature. Interpretive case
study research relles on an underlying interpretive and constructivist epistemology,
I.e. social reality is socially constructed. Interpretive case studies generally attempt to
understand phenomena through the meanings that people assign to them. Unlike pos-
itivist case studies, which define quality in terms of validity and reliability, Interpretive
case studies define quality in terms of the plausibility of the story and the overall
argument. An example of an interpretive case study in business is Corley & Giola's
study of organizational identity change in the spin-off of a Fortune 100 company's
top-performing organizational unit into an independent organization (Corley & Gioia,
2004). Another example Is Walsham & Waema's study of Information systems strategy
development in a bullding society in the UK (Walsham & Waema, 1994). Both case
studies focus on the social construction of reality — how and why people see the world
the way they do. Both cases are plausible and the authors do not justify thelr research
in positivistic terms.

The third type of case study research, critical case study research, involves critical
reflection on current practices, questions taken-for-granted assumptions and critiques
the status quo based on the theories of one or more critical theorists. An example of a
critical case study is my own study of the failed implementation of an information sys-
tem in the education sector (Myers, 1994). [ used the critical hermeneutics of Gadamer
and Ricoeur to help explain the findings. Like Interpretive case studies, [ did not justify
the quality of the research in positivist terms. Words such as "validity’ and ‘rellability’,
which imply an objective reality independent of social reality, are not normally used in
Interpretive or critical studies.

Some Practical Suggestions

One of the most important things in doing case study research is finding an ‘Interest-
ing' case in the flrst place. If your case is boring, then it does not matter how well you
do the research, how meticulous you are in recording your interviews or how well you
write it up, a boring case is really just a waste of everyone’s time. 50 what makes an
interesting case?

An interesting case study Is one which tells us something new. That s, it tells research-
ers in a particular field something that they did not know before. For example, if it Is an
exploratory case, then it provides the vehicle for exploring a new subject area. 1f it is a
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theory-testing case, then perhaps it is a critical case which disconfirms existing theory
and suggests an alternative. At the very least both you and your supervisors should find
the story and the implications of the case interesting.

One of the biggest challenges in doing case study research is to find a company In
which you can do the research. Some of my students have found that it can take a few
attemnpts before permission is obtained.

One way of finding a suitable company is to read the local newspaper or business
magazines. If the story in a magazine includes gquotations from some of the people in
a relevant organization, then you already have one or more contact names. Another
way is to explore existing personal or corporate friendships. For example, if you have
already worked for a company or have friends or relatives working there, they might
be more likely to be receptive to the idea of case study research. In particular, | have
found that previous graduates of the university are much more likely to be recep-
tive to case study rescarch than complete strangers. 1 suspect this is because they
feel some obligation to the university which educated them and because they are
more open to the idea of research being done on their company. Also they may be
less threatened by the idea of the researcher finding out some bad news about the
organization. In fact, they may well welcome such findings and treat them as an
opportunity to learn and improve,

Oince you have been given access to an organization, then vou need to gather as much
evidence as possible that is relevant 1o yvour toplc, There are various techniques for gath-
ering data {these are discussed In more detall in Part IV); however, the most common
technique - and probably the most important - used for gathering data In business is the
interview, Interviews are an excellent 'window’ Into an organization and can help you to
find out what people are thinking. They are particularly useful for finding out people’s
motivations and their rationale as to why they did certain things.

Of course, there s a need for those doing Interviews to have good people skills. If you
are not good at relating to people or empathizing with them, then it is highly unlikely
that you will learn much. Mot everyone is suited to deoing case study research. Although
people skills can be taught, It might be easier and less time-consuming for some bud-
ding researchers to choose another research method altogether, one that does not rely so
heavily on personal interaction. Case study research is not a soft option, particularly for
those who are socially challenged.

It is possible to conduct a case study that is based almost entirely on a few interviews
with key people. However, a more in-depth case study will rely on interviews with many
people in the organization and these people will represent diverse perspectives.
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Either way, It Is extremely lmportant to identify and interview 'key’ Informants. Key
informants are those who know the most about a particular topic in the organization
and have decision-making authority for the general area in which you are interested. For
example, if you are doing a case study about the marketing strategy of a particular com-
pany, then you will definitely want to interview the marketing manager. The marketing
manager 15 the one who is likely to know the most about the whys and wherefores of the
company’'s approach.

A more in-depth case study will use other sources of evidence besides interviews,
Written documents can be extremely valuable as they often provide evidence for things
which people sometimes have difficulty remembering, e.g. exact dates of a particular
event or the attendee list at a particular meeting and so forth. Documentary evidence
includes items such as annual reports, newspaper clippings, emails, reports, memos,
organization charts and minutes of meetings. In some cases, physical artefacts such as
devices, tools or systems might provide additional sources of evidence.

Tips for Success in Doing Case Study
Research
« Find an interesting case

=  Make sure you have good people skills
= Gather rich data and try to establish the contest

7.3 CRITIGUE OF CASE STUDY RESEARCH
Advantages and Disadvantages of Case Study Research

Case study research 1s the most popular qualitative research method used in the business
disciplines. It is popular because one of the main advantages of case study research 1s
what I would call Its ‘face validity’. By *face validity’, | mean that a well-written case study
based on empirical research in an organization represents a real story that most researchers
can identify with. This is especially so with well-known organizations, where everyone s
already Familiar with the company or its products. Most cases are also contemporary sto-
ries, which means that the case documents one or more firms’' attemnpt to deal with issues
of current Importance to other firms, many of which are likely to be in the same boat.
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Another advantage of case study research Is that it allows researchers to explore or
test theories within the context of messy real-life situations. These situations are never
as neat and tldy as our theorles. For example, there may be multiple, equally valid inter-
pretations of the same situation, or a chief executive officer (CEQ) may have many
reasons for doing a particular action, some personal, some professional and some based
on rational business principles (this is not to say that personal reasons aré not rational
reasons). These kinds of complexities can only be brought out in a research method that
allows a researcher to get ‘close to the actlon’, as the case study research method does.

Implementing Activity-Based Costing:
A Case Study in Management Accounting

Congultants, business schools and the business media have promoted activity-based
accounting (ABC), claiming that it gives more accurate product costs and helps manag-
ers understand cost causation. However, there have been few empirical studies of the
implementation of ABC. Doubts about the benefits and impact of ABC remain.

Therefore Major & Hopper (2005) decided to conduct anin-depth, interpretive case study
of Marconi, a Portuguese telecommunications company, imestigating ABC implementation
and usage. They decided they wanted to identity and explore issues from the perspective
of the actors involved, cast light on previous findings and aid theory developrment. Like most
case study research, they focused on exploring ‘how' and “why' research questions.

The data were obtained mostly from intervews and documents. Semi-structured
interviews were conducted with managers and employees of Marconi, its parent coms=
pany., the consultants that implemented ABC, the Portuguese telecommunications
regulator and managers from other telecommunication companies in Portugal Their aim
was to gain a rich description of Marconi's ABC system, its implementation and manag-
ers’ usage and evaluation of ABC,

Their research case makes two important confributions to the management account-
ing literature on ABC implementation:

Technical issues arose, in that there were technical problems associated with
joint and common costs. These are significant in telecommunications. The ABC
system did not meet the stringent conditions for providing valid data

2. Implementing ABC in firms beset by conflict is difficult. As it turned out, only parts
of the company used ABC. The produclion engineers resisted using ABC. They
saw ABC as threatening their autonomy, threatening their employment prospects
and increasing ther workload, Generally, they regarded it as a confusing and
meaningless exercise.
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resources, clear goals and employee commitment, -:aaﬂmant 8 "f:daaf aval-
employees ownership of the project (Major & He 504 plamentar tigy t;:l.;:

One of the main disadvantages of doing case study research, partly,
settings, is that it can be difficult to gain access to the particular compy
companies that you want to study. This is because firms may be i y of group of
of the research for themselves. In fact they may worry that not only "'ﬂllia:nir t:I;-: 1:::uc
take up too much of their valuable time In interviews, bue also that the flnd!u' ,l.::;. Ti:.
unflattering and lead to some unwelcome publicity. The last thing a Nmpnnﬁ war:s s
bad PR. For these reasons it can sometimes take you months to find a syyable company
and one that gives you the required permissions.

Another disadvantage of case study research is that the researcher has no contral aver
the situation. In practice, this means that if the company you are studying 15 suddenly
taken over by another company hall way through your study, there Is very [Litle that you
can do about it. Alternatively, if your key sponsor (e.g. the chief operaling of ficer) reslgns
just as you are starting to conduct your interviews, you may find that you have too fow
friends within the firm to continue your research.

Yet another disadvantage of case study research is that It can be difflcult, particularly
for younger, inexperienced researchers, to focus on the most iImportant 1ssues. As the
context of the study can be as large or as small as you want, a real danger Is that an
inexperienced researcher will think everything is relevant, Therefore such a person ends
up with a huge amount of data, most of which turns out o be of little use In the final
analysis.

The last disadvantage of case study research is that It usually takes a leng time, even
for experienced researchers. It takes time to galn access, It takes time to do the empirical
research and It takes even more time to do the write-up. From start to finish, case study
research Is time-consuming.

1f we put all these disadvantages together, It means that only those who are enthusias-
tic and cammitted, and only those who have the required people skills, should consider
doing case study research, It Is a serlous mistake to think that case study research Is an
easy or a soft option. It Is not easy at all.

However, for those who are keen, case study research can be very rewarding. It gives
you the opportunity to build a new theory or to find out at flrst hand whether or not
your concepts or theorles have any value in the business world.

larly In business
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How to Evaluate Case Study Research

Like all qualitative research methods, it is important that case study research should be
evaluated in an appropriate way. In other words, it Is important to evaluate case study
research according to its fundamental tenets and not by the assumptions or tenets of
sorme other method. It would be inappropriate to evaluate case study research by criteria
used in evaluating survey research, just as it would be inappropriate to evaluate survey
research by criteria used in evaluating a case study.

Keeping this comment in mind, it is important to note that conducting just one case
study is fine. Many budding qualitative researchers make the mistake of thinking that
doing one case study is not enough. They think that if only they had three or more cases,
then this would increase the validity" of the findings.

However, this way of thinking confuses things. Researchers who think this way are mak-
ing the common mistake of using sampling logic to judge the validity of the case mathod.
But case study research does not use sampling logic. Sampling logic is based on statistics,
Sampling logic and s1atistical theory are what are used when you conduct a survey.

In a survey, the larger your sampile size, the better. The larger the sample, the more
suré you can be that the results truly reflect the population as a whole. Most statistical
concepts, such as significance tests and confidence intervals, assume you have a truly
random sample.

But in case study research, statistical concepts such as confidence levels and confi-
dence intervals are meaningless. Using three or four cases Is no better than using one
case when it comes to increasing the confidence in your findings. First, the sample size
is still far too small; second, you do not have a truly random sample in the first place. A
case study i5 not one instance of a much larger random sample!

Instead of using sampling logic to justify case study research, which generalizes from
2 sample to a population, it is much better to generalize one or more cases to theory, as
Yin (2018) points out. Just as it is possible to generalize from a single experiment, 5o it is
possible to generalize from a single case (Lee, 198%; Yin, 2018).

5o what makes an exemplary case study? The following criteria are offered as general
guidelines for evaluating a research case in business:

The case study must be ‘interesting’.

The case study must display sufficient evidence.

The case study should be ‘complate’,

The case study must consider alternative perspectives,
The case study should be writlen in an engaging manner.
The case study should contribute to knowledge.

oot

o b
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First, the case study must be ‘interesting”. As was mentioned earlier, this means that the
case study should tell the researchers In a particular field something new that they did
not know before. At the very least both you and your supervisors should find the story
of the case interesting.

Second, the case study must display sufficient evidence. If you are writing a research
article for a journal, this means that it is usually a good idea to include some supporting
quotations from those who were interviewed. Quotes that are verbatim bring the case to
life, The general idea is that you need to include sufficient evidence such that your argu-
ment makes sense and is plausible.

Third, the case study should be ‘complete’. By complete, | do not mean that every-
thing that it is possible to say about the case has been said. Rather, | mean that all the
relevant evidence o prove or disprove a particular theoretical point has been collected.

Fourth, the case study must consider alternative perspectives. This may mean consid-
ering different theories, alternative cultural views or disagreements among the subjects.
The key point here is that cases that document real-life situations should reflect real
life. Since real life Is never neat and tidy, the story that is presented in your case study
should not be so neat and tidy either, A ‘perfect story’ where there is a hero or heroine
and everyone lives happily ever after 15 a fairy story, not a research case. Hence it may
be advisable to include evidence which does not necessarily support your own theory.

Fifth, the case study should be written in an engaging manner. The key test here 15 whether
you are enthusiastic about 1t. If you are not captivated by the story then it is almost guaran-
teed that others will not be enthusiastic either. The write-up réquires some créative energy.

Sixth, the case study should contribute to knowledge. This is fairly similar to the first
criterion, except that it emphasizes the contribution to scientific knowledge rather than
the case's intrinsic interest value. As a general rule, this means that a research case will be
generalized to one or more theories or concepts.

These six criteria for evaluating a research case apply to all kinds of case study research.
Howewer, 1t is possible to add additional quality criteria for evaluating case study research
depending upon the type of research that is conducted. These quality criteria will vary
depending upon whether this research is positivist, interpretive or critical.

For positivist research, good case study design is vital {(Dubé & Paré, 2003; Yin, 2018).
Yin (2018) suggests five components of good case study design:

A study's questions;

Its propositions, if any;

Its unitis) of analysis;

The logic linking the data to the propositions;
The criteria for interprating the findings.

A
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For interpretive research, the plausibility of the case is far more important than its design.
That is, fellow researchers in a particular field will need some confidence in the case and
its story should be believable. The plausibility of a case is improved by many things such
as using multiple sources of evidence and having a clear description of what you did
and how. Klein & Mvers (1999) suggest seven principles for evaluating interpretive case
studies (although these principles also apply to interpretive ethnographies). These seven
principles were summarized earlier in Table 4.3. They apply to interpretive work that
Is of a hermeneutic nature, but other criteria or principles might be more applicable to
interpretive work that takes a different approach.

For critical research, the case should guestion taken-for-granted assumptions and
open to scrutiny possible hidden agendas, power centres and assumptions that inhibit,
repress and constrain (cf. Thomas, 1993). Most critical case studies will use one or more
critical theories, such as those from Habermas or Foucault. Myers & Kleln (2011) sug-
gest six principles for evaluating critical case studies (and ethnographies).

7.4 EXAMPLES OF CASE STUDY RESEARCH

1. Open-Book Accounting in Networks: A Case Study in
Management Accounting

Many manufacturing companies have developed close cooperative relationships with
their key suppliers and buyers in recent years. This has led to the emergence of manu-
facturing networks, where there is a more comprehensive sharing of information among
supply chain members,

In their research, Kajuter & Kulmala (2005) looked at the issue of manufacturing
networks providing a platform for inter-organizational cost management. Compared
with traditional cost management in single companies, they say that additional oppor-
tunities for cost reduction arise through the collaborative efforts of network members.
However, in order to reveal such opportunities, the transparency of cost structures
is essential. Open-book accounting can play a key role in inter-organizational cost
management.

The authors, using an interpretive type of case study research, investigated the
reasons why open-book accounting is successful in some cases and often fails in oth-
ers. They examined the main obstacles hindering firms from exchanging cost data in
networks.

This interpretive study consisted of two parts. First, a single case study of a German
car manufacturing network - the Eurocar case — was conducted, Second, 2 multi-site case
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a primary engine of growth' whose acquisition has emerged as central to the corporate
strategy of many corporations.

The research design they chose to use was a multiple-case Inductive study involv-
ing 12 entrepreneurial firms in the United States. Four firms (three acquired, one not
acquired) were chosen in each of three industries: networking hardware, Infrastructure
software and online commerce, These industries have significant entrepreneurial activity
and vet differ along key dimensions such as cost structure, sales and distribution chan-
nels and customer characteristics. The time period was 1999-2000,

Most of the data were obtained from semi-structured interviews with key acguisi-
tion decision-makers from both sellers and buyers. The authors also used emalls and
phone calls to follow up interviews and track real-time acquisition processes and used
archival data, including company websites, business publications and materials pro-
vided by informants. Lastly, the authors used quantitative data on financing rounds.
This study illustrates that interpretive case study research can use quantitative as well
as qualitative data,

More than 80 interviews were conducted ever 14 months. The interviews were 50-90
minutes long. All interviews were tape recorded and transcribed.

The first phase included 15 pilot interviews with managers who had sold their com-
panies, managers who had purchased companies, investors in companies that were sold
and acquisition intermediaries. The pilot interviews indicated that the seliing firm’'s
acquisition decisions are wsually made by a very small set of people, typically the CEO
and two or three key executives andfor board members. Other individuals at the selling
firm will have limited, if any, awareness of the events taking place. This pattern reflects
the sensitive nature of acquisition decisions and is consistent with prior evidence that
awareness of a firm's strategy declines rapidly below the top management team.

In the second phase, multiple senior-level informants in the selling and buying firms
were interviewed. The pilot interviews provided guidance in identifying the most influ-
ential informants in the acquisition process. To ensure further that the sample included
the most important individuals, ‘snowball sampling” was used. The initial entry was
made through either the CEQ of the selling firm or the head of business development
at the buying firm, if applicable. This contact then identified other individuals who had
been actively involved in the acquisition with both the buyer and seller. These individu-
als then identified others, as appropriate.

As is typical in inductive research, the data were analysed by first building individual
case studies synthesizing the interview transcripts and archival data. A central aspect of
case writing was “triangulation’ between each interview and archlval soufces to create a
richer, more reliable account.
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The case histories were used for two analyses: within-case and cross-case. The within-
case analysis focused on developing constructs and relationships to describe the process
experienced by a single focal firm. A core aspect of the Inductive process was that It
allowed constructs to emerge from the data during this process, rather than belng guided
by specific hypotheses,

Cross-case analysis began after all cases were finished. Using standard eross-case analy-
sls techniques, similar constructs and relatlonships across multiple cases were looked for.
Tentative prapositions were developed by grouping the firms according to the potentlal
variables of interest. Case pairs were compared to identify similaritles and differences.
Emerging relationships were refined through replication logic, revisiting the data often
to see if each separate case demonstrated the same pattern, using charts and tables to
facilitate comparisons. The analysis process was iterative and lasted six months. From
this process a framework emerged describing when acquisitions occur from the sefler’s
perspective,

The key contribution of this study was to propose an emergent framewaork of when
acquisition eccurs from the seller's perspective. The authors framed acquisition as a
courtship, emphasizing that acquisition is a process of mutual agreement between buyer
and seller and encompasses timing and strategic and emotional factors, not just price
{Graebner & Eisenhardt, 2004).

3. Responding to Schedule Changes in Supply Chains:
Multiple Case Studies in Operations Management

A supply chain is a network of plants and logistical resources producing the materials,
components, assemblies and final product for various customers. With the trend of mass
customization and personalization, more and more products = from personal comput-
ers and customized bicycles to automobiles = are being made through build-to-order
(BTO) supply chains. Krajewski et al. (2005) say that, unlike a typical assembly-to-order
environment where customers can only choose from a small set of pre-configured end
products, a BTO supply chain allows each customer to configure a final product from a
personalized subset of components.

In this study, the authors focused an the short-term dynamics in BTO supply chains
brought on by changes in the replenishment shipping schedules of members in the
chain. They explored the reaction steategies that suppliers use to respond to short-term
dynamics in BTO supply chains and also looked at the power relations between a buyer
and supplier.
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The authors studied five firms in the microcomputer Industry involved in the pro-
duction of notebook computers and their components in Taiwan. The microcomputer
industry was selected because of the prevalemt use of BTO supply chains and because
short-term dynamics in this industry create a challenging environment.

As can be seen, the authors decided to use multiple cases to address the research ques-
tion. In this multiple case study design, the cases were treated as a series of experiments
that would confirm or disconfirm the emerging conceptual insights. Data were obtained
primarily via structured interviews,

With regard to their data analysis, the authors first conducted within-case analysis,
where members of the research team discussed the elements of reaction strategles and
the short-term process flexibility and supplier power relationships. Then a cross-case
analysis was conducted to denote the differences and similarities between the cases. The
cross-case analysis provided the basis for developing the study’s propositions,

In their research article, the authors describe the various reaction strategies of the dif-
ferent firms in the BTO supply chain and make some recommendations for best practice.
In summary, the study shows that high short-term process flexibility can be used to com-
petitive advantage by offering flexible supply contracts and supporting that linkage with
frequent schedule revisions, even though finished goods inventories must be maintained
(Krajewski et al,, 2005).

4, Using the Extencded Case Method to Understand
Asian Brands

Cayla & Eckhardt (2008) used what they call the ‘extended case method’ to study two
Asian brands: Tiger Beer from Singapore and the online travel portal Zuji. The two pur-
poses of Cayla & Eckhardt's study were (1) to investigate how brand managers create
regional Asian brands and (2) to show how some of these managers use the construction
of a transnational, imagined Asian world to build new webs of interconnectedness. The
authors consider brands to be symbolic devices which help to create new ways for con-
sumers to think of themselves as Asian. Taking a symbaolic approach to brands allows the
researchers to understand how marketers weave stories that help to create new transna-
tional identities and connections.

Cayla & Eckhardt (2008) say that the extended case method they used *has become a
favoured methodology for researching global questions about markets and cultures from
an interpretive perspective because it engages with the contexts in which phenomena
occur’ (p. 218). They interviewed a total of 23 managers over a period of one and a half
yvears. These people were chosen ‘because they were involved in developing regional
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5. Digital Innovation at Volvo

Svahn et al. (2017) say they used case study research to study Volve Cars’ connected
car initiative. As pre-digital firms embrace digital innovation, they are forced to break
away from established innovation paths. The aim of their research was to provide some
answers to the question of how incumbent firms can address competing concerns as they
embrace digital innovation.

The authors describe their research method as longitudinal case study research. They
conducted interviews and used documentary evidence such as internal company reports,
documents from 11 workshops and press releases, However, as one of the authors
attended the workshops, analysed the challenges and provided advice on digital innova-
tion, in my opinion the research method borders on action research.

As a result of their case study, the authors identified four competing concerns in
digital innovation, namely innovation capability, innovation focus, innovation col-
laboration and innovation governance. Their findings show how Volvo Cars managed
competing concerns through an emergent tuning process of accommedation and
resistance.

Exercises

1. Look in the business pages of your local newspaper and find an inlafe_ﬁlgﬁ :l{hw&
about a new company, product or service, Try l:uﬂndlothaf related articles
paper and obtain as much publichy available informalian related to ;.:: :wmﬁ
you can (eg. the latest annual report of the & 3 .ﬁm ma st
theories that you think might be mie'rant: the 5Imr':ﬁ:nm up

+ &l heary.
attempts to explain your data in the light of your _
P P
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{Continued)

2. Conduct a brief literature search using Google Scholar or some other bibliographic
database and see if vou can find some case study research articles in your chosen
field. What kinds of topics appear?

3. Mow narrow your search 1o one of the top journals in your field that has a reputation
for publishing qualitative research le.g. Academy of Management Review, Accounting,
Organizations and Sociaty, Journal of Consumer Research, MIS Quarterly, etc.). How many
articles using case study research can you find over the past 2-3 years?

4, Ewvaluate some of the articles you found earlier. Do the articles adopt a positivist,

interpretive or critical approach?

Evaluate some of these same arlicles. Did the authors rely mostly on data from

interviews? Did the authors use data from other data-gathering technigues? What

approach to data analysis did they use?

&, Brainstorm to come up with a st of three or lour possible practical research topics,

How could these topics be studied using case study research?

Find one or more faculty members at your inslitution or at a conference who

conduct case study research. Ask them what topics they are working on right

now and why.

i

=1

Further Reading

Articles

An article by Dubé & Paré (2003) discusses how positivist case study research can be eval-
ualed. Walsham (1995) discusses how interpretive case studies can be evaluated while the
arficle by Klein & Myers (1998) suggests a set of principles by which interprative field studies
(both case studies and ethnographies) can be evaluated. Myers & Klegin (2011) suggest a set
of principles for evaluating critical case study research (along with ethnographic field studies).

Books

One of the best books on case study research is Case Study Research and Applications: Design
and Methods by Yin (2018). This baok, now in ils Bth edilion, provides an excellent introduction
to the case study research method. However, you should keep in mind that Yin, by and large,
adopts a positivislic approach to case study research,
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Wehsites

+  Qualitative Researchin Organizations and Management publishes case studies, The journal is
available at wwwemeraldinsight.comyjournalfgrom

+  TheQuaktative Repart includes a few useful articles on case study research. This rescurce
is frzaly available at https:fnsuworks novaedu/tar

+  The Wikipedia entry on case study research is useful at hitps:fenwikipediaorg/wikif

Case_study
= More references are available at www qualauckland.ac.nz

To access these links, as well as additional suggestions for further reading online, visit
hitpsffstudy.sagepub.com/myers3a.

=
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Learning Outcomes

By the end of this chapter, you will be abla to

= Understand the purpose of ethnographic research

+«  Appreciate the unique features of ethnographic research

= Be more confident in doing ethnographic research

«  Identify the advantages and disadvantages of ethnographic research

+  Evaluate ethnographic research studies

+  See how ethnographic research has been used in business and management

8.1 INTRODUCTICON

Ethnegraphic research 1s one of the most in-depth research methods possible. As the
researcher is in the field for a reasonable amount of time - and sees what people are
doing as well as what they say they are doing = ethnography is well suited to providing
researchers with rich insights into the human, social and organizational aspects of busi-
ness organizations. Ethnography provides a researcher with the opportunity to get close
to 'where the action is’. It enables a researcher to understand the broader context within

which people work (Myers, 1999).

Spradley (1980) describes the value of ethnography as follows:

Ethnography is an exciting enterprise. It reveals what tnl?k:ar;ﬂn:dh:r:cm
cultural meanings they use daily. It is the one systematic wa:md which they use
that leads us into those separate realities which others have h"::g-,m to step cutside
to make sense out of their worlds . . . Ethnography offers us
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ouwr narrow cultural backgrounds, to set aside our socially inherited ethnocentrism, if only
for a brief period, and to apprehend the world from the viewpaint of other human beings
who live by different meaning systems. [pp. vii-viil)

Ethnographic research should be the research method of cholce if you are planning to
study organizational culture. This is because organizational culture includes not just the
explicit values and behaviours of the members of an organization, but also taken-for-
granted assumptions that are virually impossible to discover if you are there for only a
short time. If you obtain your data primarily from interviews, as in case study research,
you will only ever scratch the surface of the culture of an organization. Hence the need
for ethnographic research: it is the only method that enables a researcher to spend long
enough in the field so that he or she can start to discern the unwritten rules of how
things work or how they are supposed to work. These unwritten rules are seldom wverbal-
ized but can be discovered by patient ethnographic fieldwork,

The method of discovery is one where everything is seen in its context. Context is crucial
for an ethnographer. In many quantitative research methods, context is treated as either
a set of interfering variables that need controlling or as ‘noise’ in the data. In other words,
the context gets in the way and is something of a nuisance. In ethnographic research,
however, context is the very thing that is studied (Harvey & Myers, 1995). Understanding
actions and beliefs in their proper context provides the key to unravelling the unwritten
rules and taken-for-granted assumptions in an organization. In a sense, context 1s the glue
which holds our socially constructed reality together. The key task of the ethnographer is
to observe and analyse this context so that meaning in context can be obtained.

The main purpose of ethnographic research in business settings is thus to obtain a
deep understanding of people and their culture. The distinguishing feature of ethnogra-
phy is participant observation or fieldwork. The ethnographer ‘immerses himself In the
life of people he studies’ (Lewis, 1985: 380) and seeks to place the phenomena studied in
their social and cultural comtext.

In the Age of the Smart Machine

Shoshana Zuboff, a professor at Harvard Business School, published what is regarded
by many as one of the most insightful books that has ever been written about the
nature of work, information technology and organizations (Zuboff, 19838). This book is
50 insightful because Zuboff usad ethnographic research to immerse herself in the life
of the companies she studied,
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Zuboff suggested that information technology could be used in two different ways.
First, it could be used to automate work, leading to dull jobs with a lack of meaning.
However, it could also be used to ‘informate’, leading to more stimulating, challenging
jobs, with greater satisfaction on the part of employess. When har book was first pub-
lished in 1988, the infarmating’ potential of IT was not really appreciated.

A Brief History of Ethnographic Research

Ethnographic research comes from the discipline of social and cultural anthropology.
Ethnographers seek to place the phenomena studied in their soclal and cultural context.
Given that much recent business research has focused on the social, organizational and
cultural aspects of business, ethnographic research has emerged as one important means
of studylng these contexts,

The first anthropologist to adopt the ethnographic research method was Bronislaw
Malinowski, who in 1922 published his now famous book Argonauts of the Western
Pacifc. This book was based on Malinowskl's fieldwork among the Trobriand Islanders.
It is useful to understand why Malinowski adopted this approach (for more detail, see
Darnell, 1974; Kuper, 1973).

Before Malinowski, anthropologists had collected volumes of materlal from non-
Western cultures and societies all around the world. However, despite this wast
collection of material, very little of it made any sense to Western observers. The
soclal and cultural practices In other cultures seemed strange and ‘primitive’, if not
frightening. An anthropologist would typically document a particular cultural prac-
tice {e.g. sorcery) and then try to explain it by comparison with other practices of the
same kind in other cultures, Thus Frazer's The Golden Bough, first published in 1890,
was an encyclopaedic eollection of various cultural practices from around the globe
(Frazer, 1980).

Where Malinowskl departed from previous researchers was In suggesting that cultural
practlces from other societies could only be understood by studying the context in which
they took place, All previous research had simply taken various cultural practices out of
context — and that is why they appeared strange. By learning the local language and liv-
ing In a society for at least one year, by trying to understand the meaning of particular
cultural practices in context, only then would other cultures and societies start to make
sense to Western observers (Harvey & Myers, 1995).

After Malinowski’s lead, the ethnographic research method involving intensive
fleldwork became established in anthropology as the dominant form of research.
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Anthropologists coined the term ‘ethnocentrism’ to refer to the tendency of people in
muost cultures to think of their own culture as the best and most sensible. A good ethnog-
raphy, however, was one which “sensitized” the reader to the beliefs, values and practices
of the natives in another society. If, after reading the ethnography, actions which were
previouwsly seen as absurd, strange or irrational ‘made sense’, then that ethnography had
achieved its purpose (Harvey & Myers, 1995).

We can see, then, that there are significant differences between ethnographic research
and case study research. The main difference 1s the length of time that the investigator is
required to spend in the field and the extent to which the researcher immerses him- or
herself in the life of the social group under study. In anthropology, an ethnographer is
usually expected to spend at least one year doing Aeldwork, living with the people and
learning about their way of life. For someone doing ethnography in a business or organi-
zational setting, the time required for fieldwork may not be as much as one full year,
since the researcher will normally speak the same language as those who are studied.
However, the researcher will normally spend at least six months doing fieldwork. This
compares with a case study researcher who might spend only a few weeks or months
investigating one or more companies,

Another difference between case study research and ethnographic research is the orien-
tation of the researcher. Whereas a case study researcher studies people, an ethnographer
learns frorn people. An ethnographer learns the way other people see, hear, speak, think
and act (Spradley, 1980). The ethnographer becomes a student of other people's culture.

A third difference between case study research and ethnographic research is the type
of data collected. In a case study, the primary source of data is interviews, supplemented
by documentary evidence such as annual reports, minutes of meetings and so forth.
In ethnography, the primary source of data is participant observation or feldwork.
Interviews and documentary sources are still important, but these are supplementary
to the data collected through fieldwork. Ethnographies usually require the researcher to
spend a long period of time in the “field’ and emphasize detailed, cbservational evidence
(Yin, 201 8).

The difference between a case study and ethnography can be illustrated from the
research literature. The in-depth case study method was used by Walsham & Waema
(1994), who studied a building society. The principal methoed of data collection was
in-depth interviews with a range of organizational participants. The researchers did not
use participant observation, The ethnographic research method was used by Orlikowskl
(1991), who studied a large, multinational software consulting firm over elght months.
Data were collected via participant observation, interviews, documents and informal
social contact with the participants.
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8.2 APPROACHES TO ETHNOGRAPHIC RESEARCH

There are many different schools or types of ethnography (sse Cllfiord &

Van Maanen, 1988). Sanday (1979) divides ethnography Into the Mamf_s., 1986;

behaviouristic schools of thought, and she Rolistic, semiotic and
schoel into thick

further divides the sernlotic
thought has a different approach to doing
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description and ethnescience. Each schoal of
ethnography.

The Holistic School

Most ethnographers of the holistic school say that empathy and identification with the
social grouping being observed are needed; they insist that an anth ropalogist should go
native’ and live just like the local people (e.g. Evans-Pritchard, 1950). The assumption
is that the anthropologlst has o become like a blank slate in order to fully understand
local soclal and cultural practices. The anthropologist acts like a sponge, soaking up the
language and culture of the people under study (Harvey & Myers, 1995).

The Semietic Schoaol

On the other hand, Clifford Geertz, the foremost exponent of the thick description’ {seml-
otic) school, says that anthropologists do not need to have empathy with their subjects
(Geertz, 1973, 1988). Rather, the ethnographer has to search out and analyse symbalic
forms — words, images, institutions, behaviours - with respect to one another and to the
whole that they comprise. Geertz argues that it Is possible for an anthropologist to describe
and analyse another culture without having to empathize with the pecple. He says that
anthropologists need to understand the ‘webs of significance’ which people weave within
the cultural context, and these webs of significance can only be communicated to others
by thickly describing the situation and its context (Harvey & Myers, 1995).

Critical Ethnography

Yet another approach is called
raphy sees ethnographic research as an emergent
between the ethnographer and the people in the
sees social life as constructed in contexts of power

‘critical ethnography’ (Myers, 1997a). Critical ethnog-
process, in which there Is a dialogue
research setting. Critical ethnography
[noblit, 2004). Critical ethnographers
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tend to ‘open to scrutiny otherwise hidden agendas, power centers and assumptions that
inhibit, repress and constrain. Critical scholarship requires that commonsense assump-
tions be questioned’ (Thomas, 1993: 2-3). For example, Forester (1992) used the critical
social theory of Habermas in the development of an approach called critical ethnogra-
phy. Forester used critical ethnography to examine the facetious figures of speech used
by city planning staff to negotiate the problem of data acquisition.

Auto-ethnography

Autoc-ethnography is an autobiographical approach to ethnography where the researcher
draws on their own experiences during fieldwork. The focus is on one's own subjective
personal experience in the field, Chang (2008) says that auto-ethnography combines char-
acteristics of autobiography and ethnography. The method borrows from the ethnographic
literature on participant observation in terms of doing autc-ethnography and from the
literature on autobiography in terms of writing auto-ethnography (Chang, 2008). Boyle
and Parry (2007) say that there are various genres of auto-ethnographic writing such as
personal essays, poetry, short stories, journals, stream of consciousness, detalled unstrue-
tured interview narratives, visual presentations, conversation stories and polyvocal texts.

Some of my own PhD students have used auto-ethnography, particularly when they
are working for the organisation that they are researching. Most of them work part-time
for just a few days a week, leaving the other days to focus on their own research. One
advantage of working for the arganisation is that you get access to many resources, such
as an 1D card (giving vou flexible physical access along with other privileges), an internal
email account and documents on the company’s intranet. One obvious disadvantage is
that vou have to work, leaving less time to focus on your own research.

Netnography

Kozinets has suggested the term ‘netnography’ to describe the study of culture and com-
munities on the Internet (Kozinets, 1997, 1998). Instead of conducting fieldwork in the
‘real” world, netnography involves the study of culture through computer-mediated
communications. The data are gathered via participant observation and interaction with
members of an online community. Kozinets used this particular research method to
study consumer behaviour in marketing (Kozinets, 1997, 1998). Some other names have
been suggested for this kind of work on the Internet, such as online ethnography or
virtual ethnography.
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8.3 HOW TO DO ETHNOGRAPHIC RESEARCH

As we have just seen, there are varlous approaches to doing Ethnggraphlc research, At
the one extreme are the more positivistic researchers who see ethnography as a way
of describlng the real world. An example of this kind of approach is Ellen (1984), who
discusses various approaches to doing ethnographic research, preparation for fleld-
work, the fieldwork experience, ethical issues and wrlting up. At the other extreme
are postrodern ethnographers, who treat the writing up of ethnography as akin to
writing a novel (Harvey, 1997). Somewhere in between lies the majority of anthro-
pologists, who see ethnography as both a method and a genre (Atkinson, 1990).

Regardless of which kind of ethnographic research you choose to undertake, | have
a few practical suggestions that apply to them all.

First, as a general rule you should write up your field notes on a regular basis. These
notes can include observations, impressions, feelings, hunches, gquestions which
emerge and so forth. Hammersley and Atkinson say: ‘It is difficult to overemphasize
the importance of meticulous note taking. The memory should never be relied upon
and a good maxim Is "If in doubt, write it down”. It is absolutely essential that one
keeps up-to-date in processing notes’ (1983: 150). | heartily agree with this advice. In
fact | have always found it extremely valuable to be able to go back over my fleld notes
later to see what | was thinking at the start. [ have often found that what I considered
'strange’ or unusual at the start was no longer so at the end. It is good practice to keep
a careful record of one's field notes, otherwise It is possible to forget what was so inter-
esting at an earlier stage of the research.

Another general rule is that an ethnographer should write up an interview as soon
as possible. 1 agree with Patton, who suggests that this should be on the same day
as the Interview itself (Patton, 1990). This is perhaps not quite so important if the Inter-
view was taped, but even so, writing a brief summary of the interview is a good idea. If
you leave it any longer than one day, then the mind quickly forgets all the details.

Third, I believe it 1s important for you to be regularly reviewing and developing your
ideas as the research progresses. Hammersley and Atkinson suggest the use of analytic
memos. They describe these memos as

periodic written notas whereby progress is assessed, emergent ideas identified, research
strateqgy is sketched out, and so on. it is all too easy to let one's field notes, and other
types of data, pile up day by day and week by week . . . it is a grave error to let this work
pile up without regular reflection and review. (Hammersley & Atkinson, 1983; 164)

Lastly, since an ethnographer ends up with a huge amount of data, the researcher has
to develop strategies to deal with this right from the start. At every step of the way the
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ethnographer should be summarizing, indexing and classifying the data as appropriate.
One way of doing this would be to use one of the many software tools that are available
for analysing qualitative data.

8.4 CRITIQUE OF ETHNOGRAPHIC RESEARCH
Advantages and Disadvantages of Ethnographic Research

Like any other research method, ethnography has its advantages and disadvantages.

First, one of the most valuable aspects of ethnographic research is its depth. Because the
researcher i3 ‘there’ for an extended perod of time, the ethnographer sees what people are
doing as well as what they say they are doing. Owver time the researcher is able to gain an
in-depth understanding of the people, the organization and the broader context within
which they work. As Grills points out, by going to “where the action i’ the field researcher
develops an intimate familiarity with the dilemmas, frustrations, routines, relationships
and risks that are part of everyday life (Grills, 1998a). The profound strength of ethnogra-
phy is that it is the most “in-depth’ or ‘intensive’ research method possible (Myers, 1999),

Second, and following on from the first point, an ethnographer may be able to dis-
cover aspects of the research site that might not otherwise be easily visible. For example,
Ravishankar et al. (200 3) studied IT offshoring from the perspective of a vendor organi-
zation in India. The researchers discovered power asymmetries that exist at deep levels
in the research site. They say these power asymmetries were only discovered because of
their in-depth ethnographic research.

Third, knowledge of what happens in the field can provide vital information to chal-
lenge our assumptions. Ethnography often leads the researcher to question what we ‘take for
granted’. For example, Hughes et al. (1992) show how their ethnographic studies led them to
question some widely held assumptions about systems design. They found that the informa-
tion provided by the ethnography gave a deeper understanding of the problem domain and
that conventional principles normally thought of as ‘good design’ could be inappropriate for
cooperative systems. Likewise, Orlikowski's ethnographic (1991) research showed how the
use of new information technology led to the existing forms of control in one professional
services organization being intensified and fused. This went against much of the information
systems research literature at that time which assumed that information technology would
transform existing bureaucratic erganizational forms and social relations.

One of the main disadvamtages of ethnographic research is that it does take a lot
longer than most other kinds of research. Not only does it take a long time to do the field-
work, it also takes a long time to analyse the material and write it up. For most people,
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a limitation per se, Over time, as more ethnographies are completed, it might be pos-
sible to develop more general models of the meaningful contexts of varlous aspects of
business organizations. Second, just as it is possible to generalize from one case study to
theory (Walsham, 1995; Yin, 2018), so it is possible to generalize from one ethnography
b theory. The arguments that have been made In favour of generallzation from case
studies apply equally well to ethnographies (Klein & Myers, 1999; Myers, 1999).

Yet another disadvantage of ethnographic research is that it can be very difficult to
write up the research for publication in a peer-reviewed journal. Ethnographic research
leads to the gathering of a significant mass of data and all of it tends to be holistically
related to a specific context. This means that a doctoral dissertation using ethnography
will have many related points. The preferred publication format for ethnography is a book.

However, as a general rule, journal articles are regarded much more highly than books
in business schools. Singular findings are supposed to be presented in each paper, Le.
each journal article should have just one main ‘point’. This means that it Is a significant
challenge for ethnographers to write up their results within the space constraints of a
Z20-page journal article.

1 discuss writing up in more detail in Chapter 17; however, I will briefly mention one
point here. One possible solution to this problem is for ethnographic researchers to treat
each paper as a part of the whole. That is, an ethnographer has to devise a way to carve
up the work in such a way that parts of it can be published separately. Then the issue
becomes which part of the story Is geing to be told in one pa rticular paper. An ethnog-
rapher has to come to terms with the fact that it is impossible to tell the ‘whole story” in
any one paper, so he or she has to accept that only one part of it can be told at any one
time. One advantage of such a strategy is that there is the potential for an ethnographer
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to publish many papers from just the one period of fleldwork. Usually it 1s possible to tell
the same story but from different angles.

How to Evaluate Ethnographic Research Studies

Klein and Myers (1999) suggest a set of principles for the conduct and evaluation of
interpretive fleld studies in information systems (including case studies and ethnogra-
phies). While these principles might not apply to all kinds of ethnography, they can at
least give some idea of how ethnographic research which takes an interpretive stance can
be evaluated. Of course, the only practical way for ethnographic research to be evaluated
is by looking at the written report, since it is generally impractical for anyone other than
the ethnographer to visit the original fieldwork site.

Rather than summarize all Klein & Myers' (1999) article in detail, | will highlight just
a few general aspects here. These are important questions to be considered in evaluating
the quality of ethnographic research.

Is this a contribution to the field? This is ene of the most important aspects to be considered.
The worth of an ethnegraphic study can be judged by the extent to which the author has told us
someathing new. Of course, whal is néenw for one person might not be new for another. The key thing
is that the ethnographer must convince the publishers of a book or the reviewers and editors who
serve on the editorial boards of journals that the findings are new. The ethnographer's main chal-
lenge is to convince this audience in particular of tha worth of his or her research (Myers, 1999).

Does the author offer rich insights? It is vital that any paper purporting to be based on athmno-
graphic research should offer rich insights into the subject matter (Myers, 1998). One way of doing
thisis to consider whether or nol the manuscrip! contradicts comentional wisdom, A good exam-
ple of one paper that does this is the article by Bentley et al, (1902), These researchers found that
their ethnographic studies coniradicted conventional thinkingininformation systems design. They
found that the comventional principles normally thought of as ‘good design’ could be inappropriate
for cooperalive systems.

Has a signilicant amount of malerial/data been collected? As was mentioned earfier, one of
the distingusghing fealures of ethnographic research is lieldwork. The researcher needs 1o have
been there and Ived in the orgamization lor a reasonable length of time. This means that a suffi-
cient amount of emperical matenal data must have been collected during the period of flieldwark.
Thiere should be some evidence of this in any article produced. We would expect to see the subject
matter setin its social and historical conbext, mulliple viewpoints expressed and so forth (Kiein &
hiyars, 1950). Also, it is essential for an article o go beyond the ‘official Bne’ promoted by the orga-
nization, We need to know if there were any ‘hidden agendas’, disagreements and soforth (Myers &
Young, 1997). This s because an ethnographer goes behand the scenes, 50 10 speak, and sees the
difference between what people say and whal they dao,
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Is there sufficient information aboul the roscorch method? This last aspect is discussed
in more detail by Klein & Myers (1983). In essence, we need 1o know how the research instru-
ment (the ethnographer) was calibrated. Anyone reading the published article should be able to
evaluate for themselves the ‘validity’ of the findings. It s vitalty important that we know what the
researcher did and how.

All of the above aspects help reviewers and editors to evaluate the quality of an ethno-
graphie study. Overall, the most important conslderation is for ethnographers to write an
account that is convinclng and ‘plausible’ (Prasad, 1997).

8.5 EXAMPLES OF ETHNOGRAPHIC RESEARCH

1. Efficiency in Auditing

Radcliffe {1999) looks at the concept of efficiency in auditing. He says that auditors are
called upon to investigate a wide array of government practices, categorize activities as
efficient or inefficient and then publicly report their findings. However, the concept of
efficiency is not a tangible concept. At best it is a concept that can be subject to a wide
variety of interpretations.

Radcliffe therefore decided to conduct ethnographic research to look at how efficiency
auditing is carried out in practice. He conducted ethnographic fieldwork looking at three
audits of varying complexity conducted by the Office of the Auditor General of Alberta,
Canada, in the health area. He used a varlety of data collection technigues, including
interviews, passive observation and documentary analysis, and also used analytic notes
to help systematize the data and analysis. He says that one of the significant benefits of
ethnography is its capacity for discovery and surprise,

Raceliffe's ethnographic research provides us with deep insights into efficlency audit-
ing. He says that auditors are very much socially situated, despite the tone of detachment
and calm that pervades an audit report. Auditors both reacted to and acted upon their
environment. As Radcliffe (1999) explains:

They attempted to estimate the kind of change which was attainable at a given time,
and to encourage that, even though the auditors might themselves prefer a higher ideal
or standard, The result was a very practical sort of efficiency audit, one which relied
on a sophisticated reading of the environment so as to gauge attalnable change. In
these cases one year's audit had to be understood in the context of other audits, with
knowledge that the auditors were, in many cases, aiming to progressivaly change their
client institutions. (p. 357)
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Radcliffe found that efficiency audit reports are strategic reports in that they are written
to promote action: “Yet the Auditor cannot compel change; they merely advise, persuade
and monitor’ (1999: 359). The efficiency that is recommended is very much a ‘contin-
gent efficiency”, one which recognizes organizational and social dynamics as much as it
does technical procedures of financlal administration (Radcliffe, 1999).

2. Power and Control in International Retail Franchising

International retail companies are increasingly wsing franchising as a means of entering
foreign markets. In this particular research project, Quinn & Doherty (2000) used eth-
nographic research to provide deep insights into the nature of the international retail
franchise relationship and, in particular, the mechanisms used by the franchiser to con-
trol and coordinate the international retail franchise network.

The researchers studied a British retail company which used franchising as its
principal method of international expansion. An intensive nine-month period was
spent within the company whereby participant observation was adopted as the main
method of data collection (Quinn & Doherty, 2000). As well as participant obser-
vation, the researchers also used in-depth Interviews with key decision-makers and
documentary analysis.

The key contribution of their paper is an examination of the importance of the nature
of power and control in the international retail franchise relationship and the ability
of the marketing channels and agency theory literatures to explain these Issues. They
found that where a defined concept and brand are present, coercive sources of power, as
advocated by agency theory, can explain power and control in the international retail
franchise relationship. Coercive sources of power include such things as enforcing the
franchise contract. Conversely, where such conditions are not present, predominantly
non-coercive sources of power, as promoted by the marketing channels literature, pro-
vide the only source of control (Quinn & Doherty, 2000).

3. The Speed Trap: Making Ever Faster Decisions
to Survive

There is much focus on the part of both managers and scholars on the importance of fast
action. The popular business press continually admonishes organizations to move more
quickly, labelling those that do not as "dinosaurs’. Perlow et al. (2002), however, say that
despite the competitive benefits of fast action, achieving such increases in speed can be
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problematic. It remains unclear how a focus on speed affects organizational processes
and whether such a focus actually improves performance,

Therefore the researchers decided to conduct an ethnographic study of how an
emphasis on speed affects organizational processes. The setting for the study was a start-
up in the Internet industry, a competitive environment In which speed 1s considered 1o
be essential for success (Perlow et al, 2002). Data were drawn from a 19-month ethnog-
raphy of the life of Notes.com as it went from four students working out of a fraternity
house, to a $125 million enterprise located in the heart of Silicon Valley with venture
capital funding and a professional CEQ to bankruptcy. Using interviews, observation and
documentary analysis, the authors collected over 10,000 pages of field notes along with
many other types of material.

The central contribution of their research was the identification of the ‘speed trap’,
a potential pathology for organizations attempting to make fast decisions. They found
that fast decisions were Initlally quite effective in helping Motes.com achieve its stated
growth objectives. However, the early focus on speed — by changing both the internal
operations and the competitive environment - trapped MNotes.com in a pathological con-
text in which members believed they had to make ever faster decisions to survive (Perlow
et al,, 2002).

4. Star Trek's Culture of Consumption

Star Trek 1s perhaps one of the great consumption phenomena of our time, As Kozinets
(2001) describes, Star Trek became enormously popular with four spin-off series, nine
major motion pictures and billions of dollars in licensed merchandise revenues.

Kozinets, a marketing researcher, declded to use ethnography to study Star Trek's sub-
culture of consumption. He collected data from three sites over a period of 20 months,
including participant observation at various fan gatherings and fan-related meetings. He
also used a variety of data-gathering techniques, including the use of email interviews
with 65 self-proclaimed Star Trek fans (Kozinets, 2001).

Kozinets' findings Inform our understanding of entertainment and mass media con-
sumption. His ethnography portrays a group of devoted consumers socially constructing
reality rather than merely passively consuming a product. He suggests that entertain-
ment products are key conceptual spaces that consumers in cOntemporary society use
to construct their identities and their sense of what matters in life. The findings of his
research indicate that articulations of morality and community are not only Important
marketing acts, but also essential components of the meanings and practices that struc-
ture consumption practices on a cultural and subcultural level (Kozinets, 2001).
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5. Cultural Adaptation in Global Teams

Cramton & Hinds (2014) examined the process through which globally distributed work
teams attempt to adapt to cross-cultural differences while being constrained by the local
contexts in which they are embedded. They studied a large high-techneology multina-
tional company which had major software development centres in ten countries. With
a multilingual research team consisting of two professors and three graduate students,
the researchers conducted 132 ethnographic initial interviews, observed teams and team
meetings and conducted 19 follow-up interviews. Although this was not a traditional
ethnography in the sense of one ethnographer spending a long peried of time in the
field, the entire field engagement of the five researchers lasted 21 months.

The researchers observed the teams attempting to cope with important differences
in interpersonal communication styles, different approaches to organizational con-
trol and authority relations, and various work-related knowledge and problem-solving
approaches. The researchers developed a contextually embedded model of cultural adap-
tation in global teams. Their model incorporates a dynamic systems view of culture in
which cultures and selves mutually constitute each other. This contrasts with a static
view of culture that focuses on the cultural values and ways of thinking that are learned
and used by individuals (Cramton & Hinds, 2014).

@ Exercises

% Become an ethnographer for a few hours and conduct some fieldwork. Attend a cul-
tural, entertainment or sports event that you would not normally attend (so that you
are an ‘outsider’) and observe carefully what happens. To help you in your fieldwork,
think of questions such as: What kind of people are attending? What are peopla
wearing? What are they doing and saying (write down specific quotes or phrases
that you consider important)? Are there any ceremonies or rituals being performed?
If 50, what do they mean? Why are people doing this? To answer the last question
you may need to ask someone! (Mote: Please ask your instructor If vou need ethics
permission for this exercise.)

2. Write up your field notes from the first exercise. Can you think of one or more thao-
ries that help 1o explain what yvou found? Which one do you think is the best?

= If you were to conduct ethnographic research in a company, how would you go
about gaining entry into the company? What difficulties might you encounter and
how might these be overcome?
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4. Conduct a brief literature search using Google Scholar or some other bibliographic
database and see if you can find some ethnographic research articles in your cho-
=en field. What kinds of topics appear?

5. Evaluate some of the articles you found in the previous exercise. What type of ethno-
graphic research are they? Did the authors mostly rely on data from their fieldwork?
Did the authors use data from the use of other data-gathering techniques?

6. Brainstorm to come up with a list of three or four possible research topics. How
could these topics be studied using ethnographic research?

7. Find one or more faculty members at your institution or at a conferance who con-
duct ethnographic research. Ask them what topics they are working on right now
and why.

Further Reading
Books

« Two books which give an excellent introduction to the ethnographic research method
are those by Geertz (1973) and Van Maanen (1988). The first is entitled The lnferpratation
of Cultures and the second Takes of the Field: On Writing Ethnography. Both are written by
anthropologists,

=  There are quite a few books which give much practical guidance about the conduct
of ethnography (e.g. Atkinson, 1980; Atkinson and Hammersley, 2007; Ellen, 1984;
Fetterman, 1998; Grills, 1998b; Hammerslay & Atkinson, 1983; Thomas, 1993). Of these,
| believe that the book by and Atkinson & Hammersley (2007) entitied Ethnography:
FPrinciples in Prachice is one of the best. My own article entitled ‘Investigating information
systems with ethnographic research’ (Myers, 1999) gives a brief overview of the poten-
tial of ethnographic research for information systems.

= Zuboff's (1988) book entitied In the Age of the Smart Maching is regarded by many as the
best and most insightful book that has ever been written about the impact of IT on
organizations.,

Wehsites

Here are a few useful websites on ethnographic research:

»  The Wikipedia entry on ethnography is useful See hite-fenwikipediaorg/wiki/Ethnography

N
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+  Michael Genzuk's synthesis of ethnographic research at the Center for RMultiingual,
Multicultural Research at USC at www-bcfusc.edu/-genzuk/Ethnographic_Research.himil

» A group blog on ethnography is available at wwwethnography.com/

#  Further references are available at wwwqualauckland ac.nz

To access these links, as well as additicnal suggestions for further reading online, visit
https:{fstudy.sagepub.comimyers3e.
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Learning Qutcomes

By the end of this chapter, you will be able to:

s Understand the purpose of grounded theory

«  Appreciate how grounded theory differs from other qualitative research methods
»  Identify various approaches to grounded theory

«  Be more confident in using grounded theory

+  Recognize the advantages and disadvantages of grounded theory

«  [Evaluate grounded theory research studies

=  See how grounded theory research has been used in business and management

9.1 INTRODUCTION

Grounded theory is a qualitative research method that seeks to develop theory that is
grounded in data systematically gathered and analysed. According to Martin & Turner
{1986), grounded theory is ‘an inductive, theory discovery methodology that allows the
researcher to develop a theoretical account of the general features of a topic while simul-
tanecusly grounding the account in empirical observations or data’ (p. 141). One of the
main differences between grounded theory and other qualitative research methods is its
specific appreach to theory development - grounded theory suggests that there should
be a continuous interplay between data collectlon and analysis (Myers, 1997¢).
Grounded theory is very useful in developing context-based, process-oriented descrip-
tions and explanations of organizational phenomena (Myers, 1997c). [t offers relatively
well-signposted procedures for data analysls (Urguhart, 1997, 2001) and potentially
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allows for the emergence of original and rich findings that are closely tled to the data
(Orlikowski, 1993). It Is this last feature that provides researchers with a great deal of con-
fidence because for each concept produced, the researcher can point to many Instances
in the data that relate to It (Urquhart et al., 2010},

Many qualitative researchers in business and management use grounded theory
solely as a way of coding their data. As a coding technigue, grounded theory is certainly
very useful, However, there is more to grounded theory than this; It Is also a com-
prehensive method of theory generation. In fact, one of the attractions of grounded
theory for researchers in business and management is the promise that it will help to
develop new concepts and theories of business-related phenomena, theorles that are
firmly grounded in empirical phenomena. Hence the true potential of grounded theory
Is only realized if researchers use the method to progress from coding to theory genera-
tion (Urquhart et al., 2010).

However, 1 must admit that | am not a purist when it comes to grounded theory
or qualitative research more generally. Thus, if all you want to do is use some of the
grounded theory coding techniques for your qualitative data analysis and wse some other
theory as an overarching framework for your study, then [ believe that is acceptable.
All gqualitative research methods require the researcher to be critical and creative and
grounded theory studies are no exception.

The purpose of grounded theory research in business and management is to develop new
concepts and theories of business-related phenomena, where these concepts and theories ara
firmly grounded in qualitative data.

Defining Grounded Theory

In 1967 Barney Glaser and Anselm 5trauss published a seminal work in grounded theory
entitled The Discovery of Grounded Theory (Glaser & Strauss, 1967). This book outlined a
research methodology that aimed at systematically deriving theories of human behav-
iour from empirical data. It was a reaction against ‘armchair’ functionalist theories in
sociology (Dey, 1999), Subsequently, grounded theory became an accepted qualitative
research method within the social sciences, nursing and many other flelds (Annells,
1996; Dey, 1993; Glaser, 1978; Strauss, 1987).

Originally Glaser & 5Strauss defined grounded theory as ‘the discovery of theory from
data - systematically obtained and analysed in social research® (1967: 1). Some years later
Strauss (1987) provided a more detailed definition as follows:



GROUNDED THEORY 129

The methodological thrust of grounded theory is toward the development of theory, with-
out any particular commitment to specific kinds of data, lines of research, or theoratical
interests . . . Rather it is a style of doing qualitative analysis that includes a number of
distinct features . . . and the use of a coding paradigm to ensure conceptual development
and density. (p. 5)

Strauss & Corbin (1990) describe the kind of theory produced as one which emerges in
an iterative fashion:

A grounded theory is one that is inductively derived from the study of the phenomenon it
reprasents. That is, it is discovered, developed, and provisionally verified through system-
atic data collection and analysis of data pertaining to that phenomenon. Therafore, data
collection, analysis, and theory stand in reciprocal relationship with each other. One does
not begin with a theory then prove it. Rather, one begins with an area of study and what
is relevant 1o that area is allowed to emerge. (p. 23)

It can be seen from these various descriptions and definitions that a grounded theory
researcher does not start with a set of hypotheses that he or she seeks to test. Grounded
theory is not really designed for hypothesis testing. Rather, the concepts and the theary
are supposed to emerge from the data. To ensure that the concepts do indeed emerge
from the data, as a general rule the researcher should make sure that he or she has no
preconceived theoretical ideas before starting the research.

Thisinjunction to have no preconceived theoretical ideas before starting the research Is
sometimes interpreted as meaning that the researcher using grounded theory should not
conduct a literature review before starting the empirical research. If this were the case, it
would go against the advice of almost every other kind of research, including qualitative
research. However, the originators of grounded theory did not argue against conducting
a literature review per se; they only argued that the grounded theory researcher should
make sure that a reading of the prior literature does not stifle creativity (Urquhart et al.,
2010). As Strauss & Corbin (1990) explain:

The researcher brings to the inquiry a considerable background in professional and
disciplinary literature . . . [But] the researcher does not want to be so steeped in the lit-
erature that he or she is constrained and even stifled by it. It is not unusual for students
to become enamored with a previous study (or studies) either before or during their own
investigations, so much 5o that they are nearly paralyzed. It is not until they are able to et
go and put trust in their abilities to generate knowledge that they finally are able to make
discoveries of their own. (pp. 48-9)

From this we can see that it is fine to conduct a literature review before starting a
grounded theory study. Howewver, a grounded theory researcher must be careful to
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avoid having preconceived theoretical ideas about what he or she might find. The
key thing is to be creative and have an open mind, particularly in the early stages of
the research.

Once the qualitative data have been obtained, the researcher moves on to gqualitative
data analysis,

9.2 APPROACHES TO GROUNDED THEORY

Generally speaking, there are two distinct variants of grounded theory, one advocated
by Glaser, the other advocated by Strauss. These two co-founders of grounded theory
publicly disagreed about the nature of grounded theory when they published their book
in 1990 (Strauss & Corbin, 1990).

This book was intended as a *how 10’ manual of grounded theory and contains clear
guidelines and procedures. In Glaser's view, however, this formalization s far too restric-
tive. He believes that the prescriptions may strangle any emergent conceptualizations
and force the concepts into a preconcelved mould. He felt so strongly about the book
that he wrote a rejoinder entitled Emergence vs. Forcing: Basics of Grounded Theory Analysis
(Glaser, 1992). In this book he claims that Strauss and Corbin are no longer using
grounded theory as it was originally intended.

Glaser (1992) sums up his critigue as follows:

It you torture the data long enough, it will give up! . . . [In Strauss and Corbin's method]
the data is not allowed to speak for itself as in grounded theory, and to be heard from,
infrequently it has to scream. Forcing by preconception constantly derails it from
relevance. (p. 123)

Urguhart et al. (2010) say that Glaser disagreed with Strauss & Corbin on two fundamen-
tal issues. First, Strauss & Corbin (1990) suggested breaking down the coding process into
four prescriptive steps (open, axial, selective and ‘coding for process’), whereas Glaser uses
just three (open, selective and theoretical coding). Second, Glaser objected to the use of a
coding paradigm and the ‘conditional matrix’ which are designed to provide ready-made
tools for the conceptualization process. Glaser pointed out that to ‘force’ coding through
one paradigm and/for down one conditional path was not grounded theory but conceptual
description, which ignored the emergent nature of grounded theory (Glaser, 1992).

Kendall (1999) provides a good discussion of using both versions; howewver, the Strauss
and Corbin version is arguably the most widely known and used (Strauss & Corbin,
1990). This is probably because many people find the ‘ready-made” tools provided by
Strauss and Corbin to be quite helpful.
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How to Do Grounded Theory Research

After you have collected and transcribed your data, the first stage of qualitative data
analysis in grounded theory is called open coding. Open coding Involves analysing the
text (e.g. a sentence or paragraph) and summarizing this text by the use of a succinct
code. Open codes are descriptive: that is, they identify, name and categorize phenomena
found in the text. Descriptions are the most basic of conceptual constructs, where analy-
sis has not proceeded beyond identifying concepts at the level of ‘categories’.

To aveld simply paraphrasing, Bohm (2004) recommends the use of ‘theory-generating’
questions when a researcher is doing open coding. Some of his suggested questions are
as follows:

«  What? What is at issue here? What phenomenon iz being addressed?

+  Who? What persons or actors are involved? What roles do they play? How do thay
interact?

+  How? What aspects of the phenomenon are addressed (or not addressed)?

»  When? How long? Where? How much? How strongly?

«  Why? What reasons are given or may be deduced? (Bohm, 2004: 271)

As you continue to do the open coding, one of the most important activities is one of
constant comparison. Grounded theory suggests that you should constantly compare
and contrast qualitative data in the search for similarities and differences. This is done
by comparing the codes that you produce. To start with, the codes and concepts that
are produced have a provisional and tentative character, but as the analysis progresses
they become more settled and certain, The differentiated concepts become categories.
Categories may have detalled ‘properties’.

After open coding, the second stage is the interpretation of categories and properties.
This stage is sometimes called axial coding or selective coding (depending upon which wver-
sion of grounded theory 15 being used). The main activity of this stage is to refine the
conceptual constructs that might help explain whatever Interaction occurs between the
descriptive categories (Glaser, 1978).

The third stage, theoretical coding, Involves the formulation of a theoery, The alm is to
create inferential andfor predictive statements (often in the form of hypotheses) about
the phenomena. This is achieved by specifying explicit causal and/for correlational link-
ages between Individual interpretive constructs., The system of inferences covers the
whole of the area under investigation (Urquhart et al., 2010).

Although as a general rule we tend to think of data analysis coming after data
gathering, In grounded theory there is the principle of overlapping analysis and data
collection. Probably the most distinctive feature of grounded theory is deciding on
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analytical grounds where to sample from next. This principle is called theoretical
sampling. The idea is that as data analysis proceeds, the emergent theory develops.
This emergent theory might suggest the need for a more focused period of data collec-
tion (i.e. theoretical sampling of the data). The research questions gradually become
mare refined as dimensions of the research problem become clearer through analysis
(Dey, 1993).

Given this feature of the grounded theory method, I think it is advisable for research-
ers to think about the impact of this on fieldwork design. It may mean that you need to
Interview the same person a second time, or you made need to make several visits to the
same field site.

Throughout every stage it is important that you put on your critical and creatlve
thinking cap. | have come across quite a few students who assume that, because the
grounded theory method provides such detalled procedures for analysing qualitative
data, it virtually guarantees the production of results that are valid and rigorous. It
is tempting to think that an excellent thesis can be assured as long as you use the
grounded theory method. This idea, however, Is a grave mistake. While the grounded
theory method helps to bring some standardization and rigour to qualitative data
analyzis, the use of grounded theory does not guarantee that you will come up with
original and interesting results. As Strauss & Corbin (1990) point out, creativity is
essential and grounded theory procedures should not be followed in a dogmatic and
inflexible manner.

It is important, therefore, to foster your own critical and creative faculties while fol-
lowing grounded theory procedures.

Urquhart et al. (2010) suggest a framework for theorizing in grounded theory
studies. There are two dimensions in their framework. The first axis — the degree of
conceptualization - relates to the degree of analysis carried out. The second axis -
theory scope — relates to the scope of the theory actually produced. A summary of the
framework is shown in Figure 9.1.

As can be seen from Figure 9.1, the first axis - about the degree of conceptual
analysis — draws attention to one of the key objectives of grounded theory, which Is
to aim for greater and greater depth of analysis of the data (Glaser & Strauss, 1967).
The first stage yields descriptions; the second stage is the interpretation of categories
and properties using selective coding; and the third stage, theoretical coding, results
in the formulation of a theory.

The second axis is that of theory scope. According to the tenets of grounded the-
ory, the primary objective of the method is to develop theories of greater and greater
scope (Glaser & Strauss, 1967; for example, Dey, 1999). Seed concepts within a ‘bounded
context’ represent theory with the narrowest scope. “Seed concepts, bounded by their
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Figure 9.1 A framework for theorizing in grounded theory studies (Urquhart at al, 2010)

immediate context within a specific area of inquiry, are often little more than hunches’
{Urquhart et al,, 2010; 367). Theories with a 'substantive focus' are wider than theories
within a bounded context; a substantive theory has significant empirical support. A for-
mal theory is the widest form of grounded theory that can be developed.

Figure 9.1 draws attention to the idea that researchers using grounded theory should
aim to increase the degree of conceptualization and develop theories of greater scope.
They should attempt to move up along the left axis of the figure as much as they can and
as far right as possible. “The more the data analysis moves from description to theory and
the more the scope of the theory increases with the development of formal concepts, the
better’ (Urquhbart et al., 2010: 366=7).

9.3 CRITIQUE OF GROUNDED THEORY
Advantages and Disadvantages of Grounded Theory

There are many advantages to using grounded theory. Grounded theory is particu-
larly useful for studying regular, repeated processes. If you want to study, for example,
the ways In which business investment analysts communicate with their clients, then
grounded theory should help you to discover the regular patterns of communication.
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The advantages of grounded theory can be summarized as follows:

« It has an intuitive appeal for novice researchers, since it allows them to become
immersed in the data at a detailed level

« It gets researchers analysing the data early.

« It encourages systematic, detailed analysis of the data and provides a method for
doing so0.

+ |t gives researchers ample evidence to back up their claims.,

« It encourages a constant interplay between data collection and analysis.

= It is especially useful for describing repeated processes, .g. the communications pro-
cesses batween doclors and patients, or the communications processes between
information systems analysts and users.

The main advantage of using grounded theory is perhaps the third in the list, Le. it
encourages systematic, detailed analysis of the data and provides a method for doing so.
For the novice researcher in particular, the detailed guidance provides a certain level of
comfort that the data are being analysed in a systematic and rigorous manner. Grounded
theory is a ‘bottom-up’ approach to coding data (Dey, 1993).

However, this advantage of grounded theory is at one and the same time its main
disadvantage. My experience is that first-time users of the grounded theory methed tend
to get overwhelmed at the coding level. The attention to word and sentence-level cod-
ing naturally focuses the mind on the detail. Younger, more inexperienced researchers
in particular, tend to find it difficult to rise above the detail. This means that it can be
difficult to “scale up’ to larger concepts or themes; It can be difficult to see the bigger
picture. The net result is often the generation of what 1 would call lower level theories.

It is this aspect of grounded theory that probably explains the tendency, particularly
in business and management disciplines, for researchers to use grounded theory as a cod-
ing technique only. | can imagine some people might get frustrated at the level of detail
and as a consequence will choose an existing higher level secial theory to help explain
their findings. The final written report (a published paper or a thesis) thus combines
grounded theory as a research method with the use of some other theory as an overarch-
ing framework for the study.

This somewhat limited use of grounded theory might be frowned upon by some
grounded theory purists and [ agree with them that it Is not using grounded theory to its
full potential. | agree that grounded theory, used to its full extent, should be able to gen-
erate theories that are well grounded in the data (Urquhart et al., 2010}, However, in the
final analysis, if the researcher is able to make an original contribution to knowledge and
come up with some interesting findings by using grounded theory procedures for coding
only, then | believe this somewhat limited use of grounded theory can be justified.
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How to Evaluate Grounded Theory Research Studies

Generally speaking, there aré two fundamental criteria by which all grounded theory
studies should be evaluated. The first criterion relates to the rigour and validity of the
qualitative data analysis. The second relates to the extent to which the researcher has
produced theory.

Some questions with regard to the rigour and validity of the data analysls are:

+ s there a clear chain of evidence linking the findings to the data?

= Are there multiple instances in the data which support the concepts produced?

+« Hasthe researcher demonstrated that he or she is very familiar with the subject area or,
as Glaser puts it, steeped in the field of investigation?

{Glaser, 1978)
Some questions with regard to the extent to which the researcher has produced theory are:

«  Has the researcher created inferential andfor predictive statements about the phenom-
ena? These statements might be in the form of hypotheses.

«  Has the researcher suggested theoretical generalizations that are applicable to a range
of siluations?

If a grounded theory study demonstrates rigour In the data analysis and makes a theoret-
ical contribution then we can conclude that the study is an excellent example of the use
of the grounded theory method.

9.4 EXAMPLES OF GROUNDED THEORY RESEARCH

1. Management Control Systems in Strategic
Investment Decisions

Capital investments create the foundations of the value creation process in organiza-
tions and are vital to the enactment of their strategy. In one particular study, Slagmulder
{1997) looked at the use of management control systems (MCSs) in the process of mak-
ing strategic investment decisions (SIDs). Strategic investments are intended to help
firms achieve their long-term goals and sustain or reinforce their competitive position
by developing new product-market activities and enhancing thelr capabilities.
Slagmulder says that most previous research on investment decision making has
concentrated on the techniques used for project selection and has largely ignored the
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broader managerial and organizational context In which these decision processes are
embedded (Slagmulder, 1997). The purpese of this study, therefore, was to describe and
model the design and use of firms' MCSs with regard to SIDs. To limit the scope of the
study to a reasonable domain, she focused on one class of business decisions: those
concerming strategic capital investment in manufacturing plant and equipment made in
decentralized companies.

Slagmulder studied ten research sites at six companies. She conducted a series of
in-depth, tape-recorded interviews with 68 Individuals. These people were senlor
executives and operational managers who had been closely involved in particular
investment projects. She also obtained data from decuments such as investment pro-
posals and strategic plans.

She then analysed these qualitative data wsing grounded theory procedures. She
started with open coding, developing a preliminary set of categories and subcategories
in a highly iterative process. Once the categories and subcategories were identified, she
then moved to axial and then selective coding. She says the objective at this stage was to
code the qualitative data into causal conditions, phenomena, contexts, intervening con-
ditions, action/interaction strategies and consequences. Finally, a theory was developed
which attempts to capture the full richness of the role of MCSs for 51D% in the strategic
alignment process (Slagmulder, 1997).

This theory identifies the primary role of the MCSs for 51Ds as achieving alignment
between the firm's investment stream and its strategy. The theory postulates a process of
continuous change in the environmental conditions faced by the firm. These environ-
mental changes require that the firm's MCSs for 51Ds be modified to maintain a strategic
alignment. Thus Slagmulder's main contribution is in showing how a firm's MCSs must
not remain static, but rather need to change over time to help achieve the strategic align-
ment of 5IDs (Slagmulder, 1997).

2. Infoermal Resource Exchanges hetween R&D
Researchers across Organizational Boundaries

Bouty (2000) looks at how R&D scientists regularly exchange proprietary resources across
organizational boundaries in order to do their work. 3he says that individuals meet at
conferences or annual meetings or are classmates. They know each other and belong to
networks, and they call on each other for assistance in their daily work. On the one hand,
past research has proved these informal exchanges across organizational boundaries to
be major learning processes that are of great consequence for innovation. On the other
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hand, resources also flow out of floms through these exchanges. These resources might
represent critical breaches of confidentiality from the standpoint of the organization.
Bouty says that a tenslon therefore builds between fostering Innovation and retaining
intellectual capital. Interpersonal exchanges and the individual decisions that underlie
them are at the heart of this tenslon,

Bouty therefore decided to study these informal exchanges between RED scientists
using grounded theory. She obtained her data wsing interviews with researchers who
worked In France. These researchers were from different organizations and industrial see-
tors. These qualitative data were obtained over a nine-month perlod.

Interviews were carried out In two steps. In an Introduction, the purpose of the research
was explained and interviewees were asked to describe briefly thelr jobs, their Internal
and external networks and their publication/communication hablts. This conversation
enabled the development of mutual trust and established a friendly ¢limate. Then the
researchers were asked to describe in detail past experlences of resource exchanges with
external partners. A total of 128 incidents were recorded (Bouty, 2000).

Bouty says that these incidents were identified and then categorized by theme. Following
the principle of constant comparison, each new incident was systematically compared
with former ones in order to decide whether it belonged to an existing category or was
the first of a new one, In an emergent, curmulative and data-driven fashlon, fundamental
regularities emerged and started to constitite the theoretical framework (Bouty, 2000).

Bouty's study makes a few important theoretical contributions,

First, she found that, from an organizational learning perspective, equitable exchanges
are preferable: they are richer than profitable ones and thelr negative consequences with
regard to opportunistic behaviours are limited. Equitable exchanges are richer because
needs are openly and accurately taken into aceount from the start. They also enable key
resources to flow in (Bouty, 2000).

Second, from a social capital perspective, informal acquisition of external résources
by scientists is essential to firms but rests on personal considerations. There is no univer-
sal rule, no uniform line between individual and organizational Interest. The economic
interest of a firm and employees' social capital are intertwined,

Third, the resources are imported: they are neither in the scientist's employing firm,
nor in any intermediate formal arrangement. These resources reside In the community,
where they are shared (Bouty, 2000).

Fourth, the idea of community emerges as a key concept and is as important as the
concepts of organization and market.

Bouty says there are a few managerial implications of her study. One is that man-
agement should not guard against leaks by prohiblting exchanges (Bouty, 2000). These
exchanges are very important to the lifeblood of the firm.



138 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMENT

3. Customers’ Desired Value Change

Marketing managers are pushed to adopt customer value strategies in order to grow prof-
its and ensure long-term survival. These strategies require that managers understand
what customers want or value from products, services and supplier relatlonships.

However, Flint et al. (2002) say that customers periodically change what they value
and for some customers in certain industries this happens quite rapidly and extensively.
Therefore, suppliers cannot depend on what they currently know about customer valug
to hold in the future, To retain key customers, suppliers are forced either to anticipate
what customers will value next, or to be ready to react faster than competitors do to these
changes. Both approaches demand that managers recognize and understand the impli-
cations of customers’ desired value change (CDVC) when they see it (Flint et al., 2002).

Flint and colleagues therefore decided to conduct a grounded theory study in an area
they describe as ‘emerging customer value research’, which focuses mainly on what cus-
tomers currently value from suppliers.

The authors conducted interviews with influential decision-makers involved In pur-
chasing and supplier management. The final sample consisted of 22 participants from
nine manufacturing organizations. Interviews took place in participants’ offices, all but
two of which were located in the upper mid-western United States. The interviews were
open-ended and discovery-oriented. They were supplemented, when possible, by obser-
vation and by analyses of documents provided by participants (Flint et al., 2002).

The authors” analyses of the interview transcripts followed traditional grounded
theory procedures. Flint et al. began these analyses early, after the first few Interviews,
allowing interpretations to inform and direct subsequent interviews. The authors used
open, selective and axial coding. The coding was done using a qualitative data analysis
software package called QSE NUD*®IST.

Flint et al. found that CDVC is a complex phenomenon, encompassing three inter-
related subphenomena: CDVC formfintensity, tension management and action/
interaction strategies (Flint et al., 2002).

4, Negotiating the Work-Home Interface

Kreiner et al. (2009) investigated how people manage boundaries to negotiate the
demands between work and home life. They conducted two qualitative studies to see
how boundary work tactics reduce the negative effects of work=home challenges. They
decided to study episcopal parish priests because these subjects as a population face par-
ticularly challenging boundary work.
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The first study was a preliminary study in which written responses were obtalned
from 220 episcopal prlests as part of a training programme. They were asked to answer
open-ended questions dealing with the challenges and opportunities of work=home bal-
ance. Each of the three authors then proceeded to read all of the written responses and
independently coded them using a broad coding scheme which emerged over time. The
coding led to the development of certain classifications and categories.

The second study used the themes that emerged in the previpus study to create an
interview protocol. The authors interviewed 60 randomly selected episcopal priests. A
two-step coding system was used to analyse each interview, First, the authors derived
codes inductively from the interviews before ultimately agreeing on them at joint code
meetings. NVivo software was then used to enter all codes, facilitate coding links, perform
text searches and find Instances and intersections of codes during analysls, Subsequently
a coding dictionary evolved as new patterns emerged.

By using grounded theory, the authors came up with a classification scheme of
boundary work tactics as well as a conceptual model of boundary work. They discovered
four types of boundary work tactics which individuals utilized to help create their ideal
level and style of work-integration. These four types were: (1) behavioural, (2) temporal,
(3) physical and (4) communicative,

5. Supplier Integration in the Chinese Automobile Industry

Lockstrtm et al. (20100 say that supplier integration has become an important concept
for improving supply chain performance. The purpose of thelr study was to identify fac-
tors that facilitate and Inhibit supplier integration.

The authors interviewed 30 managers in subsidiaries of foreign automotive companies
operating in China. After transcribing the interviews, the textual data were imported into
a qualitative data analysis software package (WVivo). The authors then used grounded
theory procedures to analyse the data. Open coding Invalved line-by-line analysis of the
transcripts in order to break down the data Into discrete parts. This resulted in an initial
1,253 codes. Axlal coding was then used to make connections between categories. Seven
analytical categorles and six causal relationships emerged; these categories and relation-
ships became the conceptual framework for their study.

The authors found that a close and intense collaboration and interaction between
buyers and suppliers is required in order to cope with the challenges in the automotive
industry. However, domestic automaotive suppliers in China currently lack some critical
supplier capabilities. The authors say that their study provides a critical step in develop-
ing conceptual frameworks for large and fast-growing economies such as that of China.
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Exercises

L

Practise doing open coding, First, find a recent interview of a business person in
your local newspaper, Second, analyse the interview ling by line. Closely examine
each word or phrase. Are there similanties and differences in the data? Are thare
labels or concepts that can be applied to similar events, ohjects, actions? Make sure
that the label or concept you use is suggested by the context in which the event/
object/action occurs,

Confinue the open coding you started in the previous exercise. This time, examine
an entire paragraph. Can you think of categories, codes or [abels that neatly sum-
marize the key point of the paragraph?

Continue the open coding you started in the previous exercisa. This time, examing
the entire interview. Can you think of categories, codes or labels that summarize the
key point of the interiew? Compare and contrast your codes looking for similarities
and ditferences. Can some codes be merged into a higher level category?
Brainstorm to come up with a st of three or four possible research topics. Mow
come up with one or two résearch questions per 1opic.

Can you think of how some of these topics could be studied using grounded theory?
What kinds of data could vou use?

Conduct a brief literature search using Google Scholar or some other bibliographic
database and see il you can find grounded theaory articles in your chosen field. What
kinds of topics appear?

If you are a PhD student, perhaps yvou can talk to someone who you Know USes
grounded theory (maybe at your own institution or at a conference). Ask them what
topics they are working on right now and wihy,

Further Reading

Books

Mk

One of the early classics in grounded theory is the book by Glaser & Strauss (1967).
Later, Glaser & Strauss disagreed about what grounded theory ‘really’ is. One view is
represented in the book by Sirauss and Corbin: the first edition was published in 1990
and the third by Corbin and Strauss in 2008. The other view is represented in the book
by Glaser (1992) and his many subsequent books (see the Wikipedia entry on grounded
theory for more references),
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«  Two books by Dey (1993, 19939) provide an excellent introduction to grounded theory
and explain the data analysis mathods in some detail. Urquhart (2012) provides a good
practical introduction to grounded theory.

« Bryant & Charmaz {2010) edited The Sage Handbook of Grounded Theary published by
Sage.

Websites
Here are a few useful websites on grounded theory:

= The Wikipedia entry on grounded theory is useful at hitpsfenwikipediaorg wikif
Grounded_theory

= The Grounded Theory Institute is dedicated to Glaser's view of grounded theory at
www.groundedtheory.comy. it is a wery useful site and provides additional references
and materials

= A short introduction to grounded theory is provided by Steve Borgatti at www.analytict-
echcom/mb870/introtaGT.htm

= More references on grounded theory are avallable at www.qual.auckland.ac.nz

To access these links, as well as additional suggestions for further reading online, visit
hitps:/fstudy.sagepub.com/myers3e,

N



PART IV

Data Collection Techniques

Part IV discusses three qualitative data collection techniques, as illustrated in Figure IV.1.
Chapter 10 discusses interviews; Chapter 11 discusses participant observation and field-
work; and Chapter 12 discusses the use of documents. Examples are provided of the use
of these techniques in business and management,
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Figure V1 Qualitative research design
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INTERVIEWS

Learning Outcomes |
By the end of this chapter, you will be able to:

«  Appreciate the importance of interviews

= Understand different types of interview

«  Recognize potential problems in using interviews
|+ See how amodel of the interview can be used
| = Be more confident in using interviews

10.1 INTRODUCTION

Interviews are one of the most important data-gathering techniques for gqualitative
researchers in business and management. They are used in almost all kinds of qualitative
research (positivist, iInterpretive or critical) and are the technigue of choice in most quali-
tative research methods. Interviews allow us to gather rich data from people in various
roles and situations. [t has been said that qualitative interviews are like night goggles,
‘permitting us to see that which is not ordinarily on view and examine that which is
looked at but seldom seen’ (Rubin & Rubin, 2005: vii).

A good interview helps us to focus on the subject’s world. The ldea is to use their lan-
guage rather than imposing one’s own. The role of the interviewer is to listen, prompt,
encourage and direct. Overall, the more comfortable interviewees are and the more they
are prepared to open up and talk, the better the disclosure is likely to be, From the per-
spective of qualitative research, the more Interesting the story, the better it 1s (as long as
it does not move into the domalin of fiction).
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OF course, interviews are just one of many ways to gather data about the world of
business and management. Other data collection techniques include the use of par-
ticipant observation and feldwork, or some kind of library or archival research. The
question then arises: how do you know which data collection technigue to use?

Well, some data collection techniques are almost mandatory with certain kinds of
research methods. For example, if you are planning to conduct case study research in
business and management, then It Is almost certain that you will conduct interviews
{although the type of interview is up to you). If you are planning to conduct ethno-
graphic research, then it Is mandatory 10 do some fieldwork. This is because fleldwork
is one of the defining characteristics of the ethnographic research method. But in many
instances, it is up to you to decide which particular data collection technigues to use. It is
not obligatory for you to do any archival research with either case study or ethnographic
research, but you may decide on the basis of prior knowledge that it Is worthwhile to
do so. You may consult documents in an archive If you believe that there are relevant
documents there,

In summary, the choice of a particular data collection technigue will depend upon
your earlier choice of a research method, your research topic and the availability of data.
However, another important criterion is the extent to which you are proficient with a
particular qualitative data collection technigue. The more proficient you are with a par-
ticular technique, the more likely you are to use it and the more valuable it is likely to
be. When you are collecting qualitative data, you are the research instrument, and as any
professional musician will tell you, all instruments need to be tuned. Hence, the next few
chapters are designed to tune you up as a qualitative researcher - to help you become
proficient with a few data collection technigues.,

Although data collection is logically a separate activity from data analysis (and gual-
itative data analysis is discussed in Chapters 13-16), | think it is worth mentioning
the fact that the amount of data you collect will have a major impact on the size of
the analysis task. Hence, although | am only discussing data gathering in the next few
chapters, | recommend that a decision about how to analyse the data should be made
at the same time as figuring out how to collect it. While these two activities are logi-
cally separate, in practice it is best to decide how you are going to analyse your data
early on. Similarly, once the decision to collect data has been made, the choice of a
software package to manage it is also something worth deciding right away. All quali-
tative researchers need some way of organizing and indexing their data. Qualitative
researchers tend to collect a huge amount of data, and managing this volume of
data can be a challenge. Therefore | think it is best to start organizing and Indexing
your data as soon as you start to gather them. Hence the next three chapters on data
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collection techniques need to be read In conjunction with the followlng chapters about
analysing qualitative data. Ideally you should be familiar with both your data collec-
tion technigues and the particular approach to data analysis you are planning to use
before you begin to gather any data,

Primary and Secondary Data

In the social sciences an important distinction Is made between primary and second-
ary sources of data, Primary sources are those data which are unpublished and which
the researcher has gathered directly from the people or organization. Primary data
include data from interviews, fteldwork and unpublished documents such as minutes
of meetings and so forth. Secondary data refer to any data which you have gathered
that have been previously published. Secondary data include previously published
books, newspaper articles, journal articles and so forth.

An important polnt to note 15 that primary data add richness and credibility to qualita-
tive manuscripts. Primary data — data that you have gathered yourself — represent part of
the added value that you bring to the table. This is because the primary data you have
gathered are unique to you and your particular research project.

Hence, it is very Important for you to become familiar with the use of one or
more qualitative data collection technigues. It is also important for you to use these
techniques well, since your proficiency with them will determine to a large extent
the richness of your data. A qualitative researcher should study and practise the tech-
nigues before using them, since it is often the case that the researcher might only
get one opportunity to attend an Impertant event (if doing fieldwork) or conduct an
interview {with a specific person) during the course of the research project.

However, let us assume that you do not take my advice. Imagine that you are tense
and ill-prepared for a specific interview. How will the interviewee feel during the
interview? | would think that at best he or she might feel uncomfortable; at worst,
the interviewee might be wishing that the Interview would end as soon as possible.
If so, then the reality is that you are unlikely to obtain much useful qualitative
data from him or her. If your Interviewee does not open up during the conversation,
then the primary data you collect may be of limited value. Both the quantity and
quality of your data will be affected negatively. OFf course, if all of your interviews
tend to fall into this same pattern, it might be best to think about doing something
else rather than qualitative research! Mot everyone is suited to being a qualitative
researcher.
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On the other hand, If you have some social skills and are prepared to study and
practise the use of one or more qualitative data collection techniques, | believe it Is
possible for most people to become proficient In their use. In this chapter, then, we
will discuss how you can become preficient In the use of qualitative interviews. As a
general rule, the more proficient you can become, the better your qualitative data will
be. The better your qualitative data, the more chance you have of writing an interest-
ing story, and the more interesting the story, the greater chance you have of its being
accepted for publication,

10.2 TYPES OF INTERVIEW

Although there are many different kinds of interview, all interviews can be classified Into
three basic types. These three types are summarized in Table 10.1.

Table 103 Types of interview

Struciured interviews The use of pre-lormulated questions, strictly reguiated with
regard to the order of the questions, and somelmes regulated
with regard te ihe time available

Semi-structured interviews The use of some pre-formulated questions, but no strict
adherence 1o them. New questions might emerge during the
COMVErsation

Unstructured intendsws Faw if any pre-formulated questions, In effect, intendewses hava

free rein to say what they want. Often no set lime limit

Structured Interviews

Structured interviews involve the use of pre-formulated questions, usually asked in
a specific order and sometimes within a specified time limit. Structured interviews
require considerable planning beforehand in order to make sure that all the Important
questions are included in the script from day one. Conversely, structured interviews
minimize the role of the interviewer during the interview itself, since there is no need
for improvisation. In fact, any departure from the script is usually looked upon with
disdain. The whele idea of structured interviews Is to ensure consistency across mul-
tiple interviews. Structured interviews tend to be used in telephone Interviews, with
survey research, market research and political polling, and with intercept research in
public places such as shopping malls.
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Unstructured Interviews

Unstructured Interviews are just the opposite. Unstructured Interviews Involve the use
of very few (if any) pre-formulated questions. There may or may not be a time lmit
{usually not) and Interviewees have a free rein to say what they want. In a narra-
tive interview, for example, the key idea is to get the interviewee to narrate freely.
Questions are only used to jog his or her memory. However, if the interviewee stops
talking and there 15 a break in the conversation, then the interviewer has to be prepared
to improvise. He or she may have to invent a few new questions on the spot, hopefully
ones that are related in some way to the subject at hand. There is no attempt to main-
tain consistency across interviews.

Semi-structured Interviews

Semi-structured interviews sit somewhere in between structured and unstructured
interviews. Semi-structured Interviews involve the use of some pre-formulated gues-
tions, but there is no strict adherence to them. Mew guestions might emerge during
the conversation and such improvisation Is encouraged. However, there is some con-
sistency across interviews, given that the interviewer usually starts with a similar set of
questions each thme.

Cmne of the major advantages of the structured interview Is consistency across inter-
views. However, this is also one of the major disadvantages of this technigue. If you stick
religiously to your prepared set of questions, by definition you are unable to pursue any
new lines of enquiry that might emerge during the course of the interview. Hence you
might miss out on one or more new Insights that the interviewee would have given you
if only you had been prepared to ask.

Omne of the major advantages of the unstructured interview is that it allows the interviewee
to talk freely and tell you everything that he or she considers to be important. However, this
is alse one of its major disadvantages. If the interviewee is not in a talkative mood, then he
or she may end up saying very little, [f the interviewee Is too talkative, then you may end up
being there all day while gathering lots of data that may be irrelevant to the topic at hand,

The semi-structured interview is thus the type of interview that tries to take the best
of both approaches, while minimizing the risks. It gives you some structure, while allow-
Ing for some improvisation. It gives the interviewee the opportunity to add important
Insights as they arise during the course of the conversation, while your previously pre-
pared questlons provide some focus as well, The semi-structured type of qualitative
Interview is the one that is most commonly used in business and management.
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How Many Interviews?

How many qualitative interviews should you conduct? In one of my papers that
received a ‘revise and resubmit’ decision, one of the reviewers said “There are only 49
members in this survey . . . l hope the authors can do more work here.” This reviewer
thought that 49 interviews wera not sufficient, although no reason was given as to
why more interviews would be better.

My response was to suggest that the idea of having a certain ‘sample size’ is inappropri-
ate for the kind of research we had done (we had conducted a critical case study), A more
impoartant issue than the number of intendews s making sure that the people interviewed
‘represent various voices' (Myers & Newman, 2007). Also, once the point of ‘saturation’ has
been reached, e, no new insights are being discovered in the interviews, then | think it is
appropriate to say that no further interviews need to be conducted. Fortunately the senior
editor accepled my argument and the paper was subsequenthy published,

| must admit | am not convinced that there is such a thing as the ideal number of
interviews. Ahuvia (2005) used the data from just twoin-depth interviews in an article pub-
lished in one of the top marketing journals, whereas Kozinets (2001) says he conducted
65 email interviews in an article published in the very same journal. Are 85 interviews bet-
ter than bwa? | don't think 5o, and it appears that the editors and reviewers in this journal
do not think so either. Both articles make compelfing arguments and contribute to our
understanding of consumers. Therefore | suggest the key thing is to make sure you have
some good reasons for deciding upon the number of interviews to conduct,

Focus Groups

Another way 1o classify types of interview is to make a distinction between individual
interviews and group interviews. By far the majority of interviews conducted by quali-
tative researchers in business and managernent are individual one-on-one Interviews
{whether in person or over the phone). However, focus group interviews can be used
as well.

Although focus group interviews are most commonly used in marketing research,
focus groups can be used in almost any disciplinary area.

The purpose of a focus group interview Is to get collective views on a certain defined
topic of interest from a group of people who are known to have had certaln experi-
ences. The interviewer or moderator directs the enquiry and the interaction among
respondents. Focus groups allow participants to engage in thoughtful discussion. In fact,
‘the method depends on the interaction of the group to stimulate participants to think
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beyond their own private thoughts and to articulate thelr opinions. It Is in having to
formulate, represent, give evidence, receive feedback and then respond that individuals
move beyond the private’ (Kleiber, 2004: 91).

Kleiber (2004) also says that focus groups typically bring together between seven and
12 people for an hour or so to discuss a specific topic. Usually five to six general ques-
tions are posed to the group. Focus group moderators should encourage participants to
express their points of view in an atmosphere of mutual respect and should facilitate
interaction among the participants. It is usually considered mandatory to hold at least
three, if not more, sets of Interviews on the same toplc with different groups to ensure
that themes common across the groups emerge. However, consensus is never a goal of
focus groups (Kleiber, 2004).

There are many advantages to focus groups. First, they enable a researcher to elicit
opinions, attitudes and beliefs held by members of a group: "The data generated are
typically very rich as ideas build and people work to explain why they feel the way they
do’ (Kleiler, 2004: 97), Second, they enable a researcher to have more control than in
participant observatlon, but less control than in face-to-face interviewing (Klelber, 2004),

One disadvantage of focus groups is that they are often time intensive and expensive
to run (Kleiber, 2004).

Fontana & Frey (2005), citing Merton and colleagues, note three specific problems
with focus groups:

a.  The intervewer must keep one person of small coalition of persons from dominating
the group,

b.  The interviewer must encourage recalcitrant respondents to participate, and

¢, The interviewer must obtain responses from the entire group to ensure the fullest cov-
erage of the topic.

{p. 704)

Focus Group Interviews in Marketing

I a case study of wedding planning, three marketing researchers explored the concept of
consumer ambivalence. Same-sex focus group interviews were conducted with brides and
grooms {two each of brides and grooms). Group sizes ranged from six to ten. The focus
group interdews lasted 80-90 minutes, were videotaped and the conversations from the
videotapes were transcribed and analysed. The focus group interviews helped the authors

(Cortined)



152 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMENT

(Continued)

to explore wedding artefacts, scripts, parformance roles and the role of the audience, and
also to generate questions for the in-depth phases of the study.

As well as focus group interviews, the researchers used in-depth interviews and shop-
ping trips to gather qualitative data (Otnes et al, 1997).

Projective Techniques

Projective technigues can be used in the context of individual interviews or focus
groups. Originally developed in clinical psychology, projective technigues have started
to be wsed in business and management and especially In consumer and marketing
research. Donoghue (2010) says that:

Projective techniques are based on the underlying principle that unconscious desires and
feelings can be inferred by presenting a subject with an ambiguous situation in which he
gr she has to use the ego defence mechanism of projection. The subject is free to inter-
pret and respond to the ambiguous. stimuli (material that can be varicusly interpreted)
frem his or her own particular frame of reference. (p. 48]

Based on the assumption that people are sometimes reluctant to say what they think (for
a variety of reasons), the idea is that if you ask them indirectly instead = by getting them
to project their feelings onto another object or situation = they will by free association
uncansciously ‘project’ their own innermost feelings in their answers (Donoghue, 20100

There are various projective technigues. The more structured ones include the
Rorschach Inkblot Test and the Thematic Apperception Test (TAT), whereas the less
structured ones include word association (e.g. the subjects are given a list of words and
they have to say the first word that comes to mind) and sentence completion (subjects
are asked to compete a sentence in their own words).

Projective techniques can provide rich insights into people’s beliefs, values and per-
sonality, but some training in the methed is needed (Donoghue, 2010).

10.3 POTENTIAL PROBLEMS USING INTERVIEWS

Although many interviews will turn out to be unproblematic, there are potentlal difficul-
ties, problems and pitfalls that can arise. Some of these potential difficulties, as listed by
Myers & Newman (2007), are summarized in Table 10.2.
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Table 102 Potential difficulties, problems and pitfalls of interviews (adapted from
Myers & Newman, 2007)

Artificiality of the
intervigw

Lack af trusat

Lack of lima

Level of entry

Elite bias

Hawthaorne effecis

Constructing
knowledge

Amibiguity of
language

Irterviews can go
wrong

The qualitative Interview involves Interrogating someone who is a complete
stranger; it invohees asking subjects to give or to create opinions under a
time pressure

As the interviewer is a complete stranger, there is likely (o be a concern on the
part ol the interviewes with regard 1o how mueh ihe intérviswer can be trusted.
This means that ihe interviewee may choose not 1o divulge information that he
or she considers 1o be 'sensitive’. If this is polentially important information for
the research, the data gathering remains incomplele

The lack of lime for the interview may mean that the data gathering Is
incomplate. Howaver, it can also lead o the opposite problem = of subjects
creating opinions under a time pressure (when these opinions were never
reaily held strongly to start with). in this case more data are gathered but
ftne data gathered are not entirely reliable

The level at which the researcher enters the organization is crucial
{Buchanan e al, 1988). For example, if a researcher

enters at a lower level, it may prove difficult, if not impossible, to interview
senior managers at a later date. In some arganizations, talking to union
members can bar access to management and vice versa, Additicnally,
gatekeepers may inhibit the researcher’s ability 1o access a broader range
of subjects

A researcher may interview only certain people of high status (key
informants) and will therefore fail to gain an wnderstanding of the broader
situation. Miles and Huberman {1994) talk about the bias introduced in
qualitative research by intervigwing the ‘'stars’ in an organization

Qualitative interviews are intrusive and can potentially change the situation.
The interviewer is not an imdisible, neutral entity; rather, the interviewer is
part of the interactions he or she seeks 1o study and may influence those
interactions (Fontana & Frey, 2000)

Naive interviewers may think that they are like sponges, simply seaking up
data that are already there. They may not realize that, as wall as gathering
data, they are also aclively constructing knowledge {(Fontana & Frey, 2000).
In response to an interviewer, interviewees construct the story - they are
reflecting on issues that they may have never considered 50 explicatly
belore. Intervieweas usually want to appear knowledgeable and rational,
hence the need to construct a story that is logical and consistent

The meaning of the interviewer's words is often ambiguous and it is not
always certain that subjects fully understand the questions. Fontana and
Fray say that: ‘Asking questions and getting answers is a much harder

task than it may seem at first. The spoken or written word has always a
residue of ambiguity, no matter how carefully we word the questions or how
carefully we report or code the answers’ (2000: 645)

Interviews are fraught with fears, problems and pitfalls, It is possible for an
interviewer to offend or unintentionally insult an interviewee, in which case
the interview might be abandoned altogether (Hermanns, 2004)
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10.4 A MODEL OF THE INTERVIEW

In an effort to overcome some of the potential difficulties listed in Table 10.2, some
qualitative researchers have suggested using a dramaturgical model of the interview
(Gubrium & Hoelstein, 2002; Hermanns, 2004; Holstein & Gubrium, 1995; Myers &
Newman, 2007). The dramaturgical model treats the individual interview as a drama.

The drama (the interview) has a stage, props, actors, an audience, a script, an entry
and an exit. The quality of the performance affects the extent to which the interviewee
discloses important information which in turn affects the quality of the data (Myers &
Newman, 2007). The various dramaturgical concepts as applied to the qualitative inter-
view are summarized in Table 10.3,

Table 10.3  The gualitative interview as a drama (adapted from Myers & Newman, 2007)

Ceoncopls Description

Drama The interview is a drama with a stage, props, actors, an audience, a script and a
performance

Stage A variety of organizational settings and social situations, although in business

setlings the stage is normally an olfice. Various props might be used such as
pens, noles, or a tape recorder

Acior Both the interviewer and the interviewee can be seen as actors, The researcher
has to play the part of an interested intendewer; the inlendiewee plays the part of
a knowledgeable person in ihe organization

Audience Both the intenviewer and the interviewes can be seen as the avdience, The
researcher should listen intently while interviewing: the interiewee(s) should
listen to the guestions and answer them appropriately. The audience can also be
seen more broadly as the readers of the research paper(s) produced

Seripl The interviewer has a more or less partially developed script with questions to
put to the inteniewes to guide the conversation. The interviewee normally has
no script and has (o improvise

Eniry Impression management is wery important, parficularly first impressions. It is
important to dress up of dress down depending upen the situation
Exit Leaving the stage, possibly preparing the way for the next performance (finding

other aclors - snowbalkng) or anather perlormance at a later date

Performance All of the above together produce a good or a bad performance. The quality of
the performance affects the quality of the disclosure which in turn alfects the
quality of the data

The Drama

The entire qualitative interview can be seen as a drama. As in a drama, the interviewer
has to give stage directions and pay attention to stage management. This means that the



INTERVIEWS 155

interviewer should clearly explain the purpose of the interview and what he or she hopes
to achieve. However, the interviewer must be careful not to over-direct the performance,
as he or she has to allow for some improvisation (Myers & Newman, Z007). This Is espe-
cially the case with semi-structured or unstructured Interviews, where the main idea is
to allow the interviewee to talk freely about the subject in question. As a stage director,
the interviewer has to learn to deal with different kinds of behaviour from interviewees:

interviewsas may show off (the subject exaggerates their importance to you or their
company], on the other hand they may be shy (the subject that answers in mono syl-
lables) or awed (ag. may perceive a high social gulf between the researcher and
themsehes). Interviewees may treat the interview as a confessional/cathartic experience
(some subjects reveal sensitive, confidential information, either about themselves or their
company), on the ather hand they may be bored {with a disinterested subject, it may be
impassible to penetrate their front) or fatigued (eg. over-researched subjects). Lastly,
interviewaas may try to reverse roles and probe the interviewer for information about
others in the organization. (Myers & Newman, 2007: 12<13)

The key point here is that the Interviewer is the stage director and he or she should
attempt to keep the interview under a reasonable amount of control,

The Stage

The stage is the location in which the interview takes place. The stage can be a variety of
arganizational settings and social situations. In qualitative research concerning business
and management, the stage is usually an office.

The first thing that needs to be done is to set the stage. When you are in the process of
organizing the interview, It Is iImportant to set clear expectations as to what the interview
is about with the person you are planning to Interview. The setting usually involves the
physical layout of the office and other stage props (e.g. the office furniture).

it is important that the stage itself helps to create a productive atmosphere. Usually,
an informal, quieter setting is best. You should also be aware of the difference between
the front stage and the back stage:

The back stage is all the informal activity and chatting that happens before or after the
interview per se (eq. if a tape recorder was used, the informal chats would normally not
be taped). Once the interview begins, and the tape rolls, then both parties are front stage.
The trick is to ensure that all the backstage activities beforehand help both parties to
maove seamiessly into a solid performance once the tape starts to roll. (Myers & Newman,
2007: 13)
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If the interviewee asks me if | would like some coffee or tea, my usual response is to
say yes. This Is because it already sets a more relaxed tone to the interview. It also
allows for more informal interaction to take place befare the formal part of the inter-
view begins.

The Actor(s)

Both the interviewer and the interviewee can be seen as actors. The researcher has
to play the part of an interested interviewer; the interviewee plays the part of a
person knowledgeable about the subject matter. It s very important for the inter-
viewee to take the researcher seriously. The researcher can help matters by dressing
appropriately, making sure that he or she is knowledgeable about the organiza-
tion beforehand and conducting the interview in a professional manner (Myers &
Newman, 2007).

In the interview it is important for the interviewer (the acter) to show empa-
thy, understanding and respect to the interviewee. The interviewer also has to create
space for the interviewee, since the whole idea of an interview is for the interviewee
to describe the world in his or her own words. An interviewer who talks too much is
likely to stifle the interviewee and to call into question the purpose of the interview.

The Audience

Both the interviewer and the interviewee can be seen as the audience (depending upon
who is acting at the time). The researcher should listen intently while interviewing; the
interviewee(s) should listen to the questions and answer them appropriately (Myers &
Newman, Z007).

More broadly, the academic community and the readers of the research paper(s)
produced may be seen as the audience, although in practice the academic community
may only see a short excerpt from each Interview (e.g. a quotation in the published
article).

The Script

Depending upon the type of interview, the interviewer has a fully or partially devel-
oped script with guestions to be put to the Interviewee. If the interviewer is using an
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unstructured interview, then much more Improvisation Is required on his or her part.
Improvisation Is required to ensure that the interview flows freely and there are no major
gaps in the conversation. The interviewee normally has no script and has to improvise
throughout the interview.

Mo matter what type of interview you use, you should at the very least prepare the
opening (introducing yourself), prepare the introduction (explain the purpose of the
interview) and prepare a few key questions. Esterberg (2002) says a qualitatlve researcher
can legitimately ask people questions about the following:

»  Their experiences or behaviours
«  Their opinions or valuas

s Their feelings

«  Their factual knowledge

s Their sensory experiences

+  Their personal background.

{p. 85)

However, you should nol over-prepare the script, since the qualitative interviewer should
usually be reasonably open and flexible. You should be prepared to explore interesting
lines of research if such opportunities arise (Myers & Newman, 2007), unless, of course,
you are using structured interviews.

The Eniry

One's entry onto the stage Is important. First impressions can dramatically affect the
rest of the interview (elther positively or negatively). [t may be important to dress up or
dress down depending upon the situation. The key point Is to make the interviewees feel
comfortable as soon as possible and to minimize social dissonance, If Interviewees feel
uncomfortable, they are unlikely to take you into their confidence,

The Exit

The exit Involves leaving the stage and closing the Interview. The researcher may
want to mention at this point that he or she will provide feedback to the subjects.
Also, it might be a good idea to ask permission to follow up, if needed. Additionally,
it is usually a good idea to ask who else the interviewee recommends that might be
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interviewed. This technique (called snowballing) is a very useful one, where Inter-
viewing one person leads to another which in turn leads to another. Snowballing
helps the researcher to gain access to other Interviewees and to obtain a critical mass
of interview data (Myers & Newman, 2007).

The Performance

All of the elements of the drama together produce a good or a bad performance. The
quality of the performance affects the quality of the disclosure, which in turn affects the
quality of the data.

Limits of the Dramaturgical Model

Although 1 believe that the dramaturgical model of the interview Is very helpful, par-
ticularly for those who are new to qualitative research and qualitative interviewing, the
model does have its limitations,

The dramaturgical medel could potentially encourage manipulative and cynical
behaviour for one's own ends. Manning (1992) suggests that the dramaturgical model
sees the world as one in which ‘people, whether individually or in groups, pursue their
own ends in a cvnical disregard for others’. The individual can be seen as ‘a set of per-
formance masks hiding a manipulative and cynical self’ (Manning, 1992: 44). The
interviewer can become an actor whose sole alm Is to manipulate the interviewee into
disclosing important information.

I acknowledge that, if taken to extremes, the dramaturgical model can lead to
unethical behaviour. Hence, [ believe that this chapter should be read in conjunc-
tion with Chapter 5, where the ethical principles related to research are discussed.
Seeing the interview as a drama Is a useful metaphor, but it should not be taken

too far.

Ensuring a Good Performance

The two most important interviewing skills are eliciting and listening skills. The term ‘elic-
iting’ is used rather than questioning because the gquestions are merely a prompt. Often
it is better to avoid direct questioning (Chrzanowska, 2002),
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Eliciting Skills

All interviewers should be very familiar with the difference between open and closed
questions, Generally speaking, you should try to use open guestions in interviews. Open
questions take the form ‘wha', "what', "why', "where’, ‘when', "how’, and usually lead to
answers that are open-ended and more descriptive.

Closed guestions usually lead to 'ves or no' answers and quickly stifle the conversa-
tion. They take the form ‘are’, 'have’, 'do' or 'did".

For example, let us assume | asked you the following question: ‘Do you play football?"
As this is a closed question, your answer is likely 1o be just ‘ves’ or 'no’. On the other hand,
et us assume | asked you: ‘How good are you at playing football?” As this is an open
guestion, it invites a more open-ended and descriptive answer. A generic open question
that you can use in many situations is: ‘Can you tell me more about . .7

Hence you will obtain much mone qualitative data if you use open questions. However,
closed questions are uselul for confirming factual information or for bringing the inter-
view to a close.

Listening Skills

Listening is much more difficult than it might seem at first. |t takes much effort and skill
to become a good listenar. Chrzanowska (2002) comments:

Aninterviewer needs to follow the content of what is being said, listen to the mean-
ing underneath the words, and then gently bring this into the conversation. He
or she offers or reflects back what they have heard, so that the respondent can
confirm, deny, or elaborate. This way of working creates empathy, deepens the
conversation and ensures the meaning has been understood. (p. 112)

10.5 PRACTICAL SUGGESTIONS FOR INTERVIEWING

As well as using the dramaturgical model in interviews, | have a few additional practical
suggestions for Interviewing:

+« In gualitative research it is usually a good idea to try to interview a variety of people
representing diverse views. Finding ditferent subjects is called 'trianguiation of subjects’
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{Rubin & Rubin, 2005: 67) where the idea is to obtain a certain breadth of opinion. Not
all respondents think alike. Triangulation of subjects is a broader version of Miles &
Huberman's injunction to avoid elite bias (Miles & Huberman, 1994).

It can be helpiul to construct an interview guide for use in talking with Interviewees.
Even if you are intending to use unstructured interviews, you should still be well pra-
pared beforehand. See Table 10.4 below for & simple version of an interview guide with
just four components. DeMarrais (2004) suggests three guidelines for constructing
interview questions:

i Short, clear questions lead to detalled responses from participants.

i, Cuestions that ask participants to recall specific evenls or experiences in detail
encourage fuller narratives.

i, Afew broad, open-ended questions work better than a long series of close-ended
guestions.

In qualitative interviews it is usually a good practice to use mirroring, Mirroring involves
taking the words and phrases the subjects use in order to construct a subsequent
question or comment, This technique allows you to focus on their world and their lan-
guage rather than imposing your own [(Myers & Newman, 2007).

You should be flexible and open to new ideas and lines of enquiry. This is oftan where
the added value of interviews lies. The one exception to this is if you are using struc-
tured interviews.

As a general rule it is a good idea to record intenviews. The main benefit of recording s
that you have a record of the exact words spoken by the interviewee. If you have the exact
wiords, then it is possible to provide a quote for what the interviewee said in your thesis or
arfiche. An exact quote is so much more credible than a paraphrase of what someone else
said. However, there are two possible disadvantages to recording interviews. One disad-
vantage is that it can take a long time to transcribe the recording - my experience is that it
takes most people, on average, about eight hours to transcribe a one-hour interview, This
can be mitigated if you can get research funding to pay for transcription (although | rec-
ommend that all qualitativa researchers should transcribe some of thelr own recordings,
mostly for the experience of doing so). The second disadvantage s that, if the subject
matter is highly sensitive, the person you are interviewing may be reluctant to talk about
some of the matters while they are being recorded. If you record the interview, you may
end up with ltile qualitative data of value. On the other hand, if you do not record the
interview, the person may open up and provide a free and frank discussion of the tapic.

If you decide for whatever reason not to record the interview, it is always a good idea to
take brief notes during the interview (as long as you check that this is all right with the
interviewee) and to write up as full an account as possible immediately afterwards, If
you are not recording, your aim should be to write up the interview as soon as you get
back to the office. You should not let anything interfere with your writing up. If you write
up straightaway, using your brief noles as a guide, you will find that you can remember
most of the conversation, including many of the details. However, if you delay writing
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up, even for a few hours, it is amazing how quickly your mind can forget the details. The
longer you leave it, the less you will remember, One rule you should always follow is to
write up an interview on tha same day that the interview took place (at the latest by the
end of the day). If yvou leave it until the following day, it is questionable as to whether the
interview will provide any value at all,

«  If you record an interview, you may find it valuable to write up a brief summary of the
interview on one page. This Is because, if you are conducting many interviews, there
may be some dalay in transcribing them, or yvou may not have sulficient funds to tran-
scribe them all, in which case a brief summary can help to jog your memory about the
content of each recording.

Table 10.4 A simple structure for an interview guide

Component Deseriplion

Preparation ‘fou should organize and prepare for the interview by gathering background
infermation about the person to be interviewed and the arganization which
they represent, Searchang for them on the Internet is usually a good way
o start. Prepare your main questions befarehand and perhaps check the
appropriateness of these questions with your supervisor. Also decide what
you are going 1o wear - make sure that you dress appropriately

Introduction First impressions are very important, When you first enter the stage infroduce
yoursell and begin 1o buld trust and rapport. This is usually done with some
chit-chat to break the ice

Mext, explain the purpose of the interview. You need 1o show that you arg
credible (trustworthy, sincere) and that your research project is important.
This means you need to be able to explain your project clearly, confidently
and with enthusiasm

Conversation This is a fairly one-sided conversation (you hope) where the interviewee
answars all your questions. Your quéstions should be short and to the paint,
designed to encourage the person to talk. Make sure you use mostly open
questions beginning with “who', ‘wihat', ‘why’, ‘where’, ‘when’ and ‘how’, You
should listen carefully, be sensilive and show respect, New questions may
emerge during the conversation

Conclusion Usually yvou should thank your interviewee and ask them if they have any
questions, As you exit the stage you may ask them if they can suggest
anyone else that you should inberview

10.6 EXAMPLES OF INTERVIEWS
1. Investigating Self-Governance in Wikipedia

Forte et al. (2009) conducted in-depth interviews with 20 individuals to investi-
gate processes of self-governance in Wikipedia. They obtained rich descriptions
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of how various forces produce and regulate social structures on the site. Although
Wikipedia Is sometimes portrayed as lacking oversight, their study shows that
Wikipedia has highly refined policies, norms and a technological architecture that
supports consensus-bullding.

The authors’ primary means of data collection was interviews. Participants were strate-
gically selected to provide Insights about specific issues. The selection process employed
a layered approach and began with five interviews from long-standing, central members
of the Wikipedia community who communicated their personal stories about how the
norms, policies, social roles and software have changed over time. The authors then
recruited further interviewees based on issues and themes which surfaced from the ini-
tial interviews. These first 11 interviews provided a broad examination of Wikipedia
governance, whereas a further eight interviews a year later provided more detail on one
particular WikiProject. Owverall the authors interviewed 19 people by telephone and one
by email.

The authors chose to use interviews because they believe that ‘understanding a social
space involves gaining access to the experiences and interpretations of people who live in
that world® (p. 53). They interpreted data from their interviewees as a story of increasing
decentralization in Wikipedia ‘relying liberally on the voices of participants themselves
to tell their stories whenever possible’ (p. 54).

The insights provided by the interviews enabled the authors to explore the
community-generated social norms and articulated ‘policy” which have enabled the
online Wikipedia community to remain healthy over time.

2. Barriers to Supply Chain Information Integration

Harland et al. (2007) used various interview designs to examine the barriers to integrated
information in supply chains.

First, they used exploratory unstructured interviews with managers in four supply
chains to capture issues that were important to supply chain information integration.
Combined with the literature, these interviews were used to design the semi-structured
interview format for the case studles. Semi-structured interviews were then conducted to
investigate variables that they had determined might be potential drivers of difference
within and between the supply chains, Subsequently, a follow-up set of telephone inter-
views was carried out three years later to provide a longitudinal perspective on supply
chain information integration.

One of the authors® conclusions is that there is a need for configurational, contin-
gent approaches to supply chain information integration. They say that a traditional
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operations management focus on the component parts of the supply process will fail
to deliver supply chain integration if there is a lack of leadership and If the strategies
in the chain are not aligned.

3. Employee Reactions to Mergers and Acquisitions

Teerikangas (2012) conducted a large-scale, interview-based study of eight acquisitions
conducted by Finnish multinationals. She conducted 166 interviews with 141 inter-
viewees, with the interviews lasting between 90 and 240 minutes. Key Informants were
interviewed as many as three times. In addition, she visited the acquiring and acquired
firms and wsed documentary evidence such as that obtained from company websites
and annual reports, along with various Internal company documents such as presenta-
tions. Following the emergent nature of her grounded theory research method (Glaser &
Strauss, 1967), she did not use the same set of open-ended questions for each interview,
Rather, she thought it was important to allow new themes to emerge when this was rel-
evant to the acquisition being studied.

In contrast to most merger and acquisition (M&A) research portraylng employee
reactions In times of M&A In a negative, stressful light, Teerikangas found that pre-
acquisition employee reactions tended towards motivation rather than uncertainty. If
managers in the target firms were involved in the pre-acquisition phase, then employees
tended to perceive the acquisitions as opportunities rather threats.

4. What Prevents Senior Executives from Commenting
upon Miscommunication in Top Management
Team Meetings?

Bang (2012) says he used open-ended interviews to ‘get inside’ the heads of execu-
tives. Being a licensed psychologist and a specialist in organizational psychology,
Bang already had over 20 years of experience with team training, organization and
management development and couples therapy. He interviewed 21 executives from
seven top management teams and analysed the interview data according to the prin-
ciples of grounded theory.

His study shows that even among executives at the top of the organizational hier-
archy, people refrain from speaking up when experiencing miscommunication. Their
main reason for remaining silent is that they see commenting upon miscommunication
as a negative act. Level 2 managers experienced three additlonal reasons for not speaking
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up in the management meeting: They had no tradition for dolng so in thelr top manage-
ment team (TMT), they sometimes found it futile to volee their concerns and they did
not see speaking up as their responsibility or part of their role in the TMT. Interestingly,
none of the CEOs mentioned these three barriers’ (Bang, 2012: 205).

@ Exercises

1. Team up with one other person. Take turns to interview each other, taking about ten

minutes per interview. If you are the interviewer, interview the other person about

ane or more of their hobbies or interests. Question the person to find out about

their hobby/interest (e.g. cars, sport, movies, dogs, knitling, etc.). Find out why they

pursua this particutar hobby or interest.

If possible, it is a good idea to have a third person as a silent cbserver of the inter-

views in the first exercise. At the end of the interviews, the observer should comment

on the quality of the process of the interview (not the content). For example, com-

ment on the use of open or closed questions and mirroring.

Dizcuss the advantages and disadvantages of structured interviews as compared

with unstructured interviews.

Discuss the advantages and disadvantages of taping interviews.

5 Write an inlerview guide (the script) for an interview on a general topic that interests you,
Test the script on a friend. Can you think of ways in which your script can be improved?

£.  After you have conducted the interview described in the previous question, write

down a summary of the interview immediately afterwards, How much can you

remember? Do you wish you had recorded the interview?

Find ane or more faculty members at your institution who are qualitative research-

ers. Ack them how they go about conducting interviews. For example, do they always

record interviews?

3
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Further Reading

Articles

I_..J «  The article by Fontana & Frey (2005) provides a good overview of the different types of
interview and some of the historical background as to the use of interviews. Hermanns
(2004) provides stage directions for those conducting interviews. Myers & Newman

(2007) discuss the dramaturgical model of the interview in some depth.
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Books

. A more detailed treatment of the qualitative interview .
Kvale (2007) and Rubin & Rubin (2005). 3 be found In the books by
. If you are planning on conducting qualitative market re
series on Qualitative Market Research: Principle and Practice -«: heml the sevan-volume Sage
of the serias has many practical suggestions for intenvigy, very uzeful. One volume
{Chrzanowska, 2002). g groups and individuals

Websites
One of the best websites on gualitative interviewing is as follows.

»  "What is Qualitative Interviewing? hosted at Arizona State University: wwwpublic.asu. “j
edqurnm’a:ﬁnmﬂiuralcmte-xlsinlder.fquaintam&mhlml

To access this link, as well as additional suggestions for further reading onfing, visit
hitps: Hstucly.sngnpuh.cumfmyers:m.
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PARTICIPANT OBSERVATION
AND FIELDWORK

Learning Outcomes
| By the end of this chapter, you will be able to:

+  Understand the purpose of participant cbservation and fieldwork
= Appreciate varicus fieldwork concepls

«  Distinguish between the main types of fisldwork

=  Recognize the advantages and disadvantages of fieldwork

= Be more confident in doing fieldwark

= See how fieldwork has been used in business and management

11.1 INTRODUCTION

As well as interviews, another way in which you can gather qualitative data 15 to use
fieldwork. Fieldwork is defined by Hughes (20035) as the

obzervation of pegple in sity; finding them where they are, staying with them in some
role which, while acceptable to them, will allow both intimate observation of certain
parts of their behavior, and reporting it in ways useful to soclal science but not harmiul
to those cbserved. (p. 3).

Wolcott (2005a) adds:

Fieldwork is a form of inguiry in which one is immersed personally in the ongoing
social activities of some individual or group for the purposes of research, Fieldwork
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is characterized by persenal involvement to achieve some level of understanding that
will be shared with others. (p. 44)

Depending upon the disciplinary background and aims of the researcher, feldwork Is
sometimes called participant cbservation and/or fieldwork, In this chapter | treat partic-
ipant observation and fleldwork as synonymous - both terms describe a technique or a
particular way of gathering qualitative data. Hence I will mostly use the word "feldwork’
from now on. Of course, there are different kinds of fieldwork, as 1 will describe shortly,
but the overall goal is the same no matter which words are used: to gather qualitative
data about the soclal world by interacting with people and observing them in thelr own
‘natural’ setting. The data obtained by participant observation and fieldwork can be of
much value and can often provide an additional dimension to your understanding that
vou could never have obtained by interviews alone.

Some of the main differences between interviews and fleldwork can be summarized
as follows:

= Whereas aninterview requires setting aside a specific time and place for the express
purpose of guestioning someone, fleldwork does not; the conversations and obser-
vations that occur while yvou are doing fieldwerk can happen anywhere and at any
time.

+«  Whereas the period of engagement with someone during an interview is relatively short
(a few hours at most), fieldwork usually involves an extended period of engagement
with the group or organization under study.

+  Whereas an interview is a relatively formal occasion In which interviewees are in effect
performing on a stage, fieldwork often allows a researcher to engage in numerous infor-
mal conversations with people,

+  Whereas in an interview informants will normally tell you what they think you want to
hear (the ‘official’ story), fleldwork allows a researcher to hear the unofficial story and
to observe what people actually do.

Given these differences between Interviews and fieldwork, the data-gathering tech-
niques that you need for each are very different. Hence a separate chapter 15 devoted
to this.

Ohservation and Participant Observation

Although | regard the terms ‘participant observation’ and ‘fieldwork’ as synonyms, there
is a difference between observation and participant observation. The differences between
them can be explained as follows:
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Otservalion is when you are watching other people from the oulside. For example, you may
attend an annual meeting of a company and watch the meeting as an cbserver, However,
you will take no part whatsoever in the activities of the annual meeting - you are essen-

tially a spectator. There is lithhe, if any, interaction batween you and the peopla you are
studying.

Participant obsenalion is when you not only observe people doing things, but participate to
some extent In these activities as well. The main idea is that you are talking with people
and interacting with them in an attempt to gain an understanding of thair baliefs and
activities from the inside, For example, anthropologists will often go and live in the same
community or village as the people they are studying. The idea is that by immersing them-
selves in the scciety and culiure, a better understanding will be gained - they will start to
see things from the pecple’s point of view. As another example, one of my students took
up a part-time job in the hospital where he was doing his ethnographic research on the
development of an information system. He did this so he could participate in the life of
the hospital as a staff member.

Of eourse, these two categories are not completely different. A qualitative researcher
may end up being solely an observer in some situations while interacting with people in
others. Also, even though you might be participating and attempting to observe people's
activities from the inside, you might still be regarded by them as an outsider. You are still
a researcher no matter how much you might try to ‘go native’ and become one of them,
Henee these eategories are more a matter of degree than a hard-and-fast distinetion.

However, most fieldwork of a qualitative nature tends to involve participant obser-
vation rather than observation. Since qualitative researchers are mostly Interested in
understanding meanings, observation without any social interaction Is not particularly
helpful. It is only by talking to people that you will find out the meaning or importance
of a particular thing or activity in thelr culture. This chapter, therefore, focuses only on
participant observation and fleldwork, not observation by itself.

Unless you are doing auto-ethnography or something similar (where you are doing
fieldwork in familiar surroundings), most feldwork Involves moving Into unfamiliar
territory. Fieldwork usually involves observing people who have a different culture or sub-
culture. Traditionally in anthropology, fieldwork involved going to a completely different
culture from your own, such as an African village If you were a European, or a Mative
American reservation if you were an American. You would then try to learn the language
and understand the people’s cultural beliefs and practices. However, even If you are doing
fieldwork in a bank in your own home town and you speak the same language, you might
still have the feeling of being in unfamiliar territory. You might also need to learmn many
new words (the jargon of banking) and the culture of the organization ("how we do things
around here’). Hence all fieldwork usually Involves a perlod of enculturation, a time where
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you learn to become a member of another culture or subculture. This process will take
more or less time depending upon the extent of the difference between your culture and
theirs and your own adaptability.

11.2 FIELDWORK CONCEPTS

There are some important concepts with which you need to become familiar If you are to
conduct fieldwork in a social situation. [ will now discuss each of these concepts in turn,

A Place, Actors and Activities

Spradley (1980) says that all participant observation takes place In soclal situations. Every
social situation can be identified by three primary elements: a place, actors and activities.
As a participant observer, "vou will locate yourself in some place; you will watch actors of
one sort or another and become involved with them; you will observe and participate in
activities' (Spradley, 1980: 39-40),

A place is any physical setting where people are engaged in social activities, For example,
streets, offices, or villages can all be seen as places.

People become actors when they play a role in a certain situation. For example, on a bus
there are passengers and a driver, Obviously, these same people may take on a different
role when they are engaged in a different activity in ancther place.

Acthities are recognizable patterns of behaviour that people perform. For example, pao-
ple might select a seat on a bus or be engaged in answering email,

Hence, Spradley (1980) says that a participant observer observes and records the activi-
ties of actors in a particular place.

Object, Act, Event, Time, Goal, Feeling

As well as a place, actors and activities, Spradley (1980) says that all soclal slituations have
six additional dimensions. He describes all nine dimensions as follows:

Space: the physical place or places
2, Actor: the paople involved
3. Acthwty: a set of related acts that people do
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Object: the physical things that are presant

Act: single actions that people do
Event: a set of related activities that peg

ple ¢
Time: the sequencing thal takes place over IJ:::’ out
Goal: the things pecple are trying to accomplish
Feelng: the emotions felt and expressed,

B P NG

(Spradiey, 1aa0. 7a)
People might use objects in the performance of an act {e.g. rings mj
during a particular part of a wedding). Sets of activities might E} “ni:bt i

events. Events are occasions such as a wedding, At a wedding, certain act iy
sequence to accomplish a certain goal (e.g. the groom is ‘permitted’, or ra:‘::E o
f T requested,

to kiss the bride - but only after the exchange of vows)
. At a wed
and expressed. ding, feelings are felt

Spradley suggests that these nine dimensions can serve as guides for the partici-
pant observer. For example, you can ask questions about each of these dimensions
{Can you tell me about the people, activity, event and 5o forth?) The dimensions help

the participant observer to take comprehensive notes and record everything in detail
(Spradley, 1980).

Gaining Access

In conducting fieldwork the qualitative researcher is the research instrument, Hence, the
level of access significantly affects the quality and nature of the data gathered. If you are
given only limited opportunities to attend meetings and develop close relationships with
people, then by definition the qualitative data you obtain will be 50 much the poorer. On
the other hand, if you are given free rein to observe whatever you like, then your data
will be so much richer (as long as you are in the right place at the right time, of course).

Howewver, one of the biggest problems for qualitative researchers can be gaining access
to the research site. You have to get past the gatckecpers (senior Managers, secretaries,
personal assistants) to do the research. Even 1f you are able to talk to a manager of a com-
pany on the phone, you might not have much success. If you say, 'l would like to observe
the people in your company for four months, see how things work and then write it up
for publication’, | doubt you will get very far. Most likely managers will say they are 100
busy to have someone around for that length of time. They might also worry about the
possible disruption to their work and what you might write, How do they know that you
will not write up something that is critical of the company? The last thing they need is
bad publicity on the front page of a newspaper.
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In my experience, therefore, | have found it essential to have a clear plan with
regard to how to gain access to the research site. A few practical suggestions are as
follows.

First, you should learn as much as possible about the potential research site
beforehand. When you first make contact with the people, you do not want to appear
completely ignorant; you want them to know that you have done your homework and
that you are able to engage in a reasonably Intelligent conversation. Of course, you do
not have to know everything. As Jackson (1987) points out, ‘Being less knowledgeable
than your informants is always acceptable - If you knew more than they did about every-
thing you were discussing, they would be superfluous - but being downright ignorant is
inexcusable’ (p. 23). Hence you should learn as much as possible about them beforehand.
You can probably find some information from the Internet, newspapers, magazines and
possibly journal articles and books.

Second, if you are a PhD student, | suggest that your thesls supervisor should make the
first contact with the organization (if you do not have any contacts there), It is impor-
tant for the organization to know that you have the backing of the university for your
research project and a call or a letter from a lecturer or professor who Is an employee of
the university tends to give people a lot more confidence than a call from a postgraduate
student. Hence [ always try to make sure that | accompany my students for the very first
meeting at the research site with a senior manager. In my field {infermation systems),
this manager is normally the chief information officer or the equivalent. This person is
the one with the authority to approve or decline the proposed research project. In your
field this might be the marketing manager or the chief financial officer. By attending this
first meeting, your supervisor is demonstrating that your research project 1s an official
research project of your institution, People might find it harder to say no to a professor
or lecturer than a student.

Third, I have found it useful at the first meeting to present a letter gutlining the
nature of the research project and how the results will be used. This letter should clearly
state the conditions under which the results will be published, e.g. perhaps stating that
a representative of the organization will have the opportunity to review any articles for
publication before they are submitted, or that pseudonyms might be used to protect the
confidentiality of any informants if this is deemed appropriate. This letter might also state
that a 20-page summary of the research will be presented to management, | think it is
important to highlight how the organization might benefit from the research — otherwise,
why should they bother having you around?

Fourth, as a general rule you will have much more success If there is already some
pre-existing relationship between the university and the company or organization,
For example, a company might be a sponsor of the business schoel, it might fund
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scholarships for postgraduate students, or one or more of the senior managers might
be alumnl of the university. [n all these cases, the organization is likely to be much
more receptive to the idea of a research project. The project can be described as one way
in which the organlzation can contribute to the university and to the develspment of
new knowledge. All of my students have had a very high success rate in galning access
when such a company has been chosen as the research site. The senior managers are
already positively disposed towards the university in these cases and If they are gradu-
ates of the university might feel some obligation to help. If the topic of your research
is directly relevant to the company (e.g. perhaps they are a small start-up and you are
studying the challenges faced by small start-up companies), then of course the chances
of gaining access are greater still.

Becoming Accepted

Just because you have managed to get past the gatekeeper does not guarantee that other
members of the crganization will want to talk to you. Hence the next challenge after
gaining access is to build a rapport and relationships of trust with those in the organi-
zation. Obwviously, you need to get invited to any Important meetings that are relevant
to your research project. You also want the people to share their knowledge and their
experiences with you. How can this be done?

One way to build trust is to make sure that you keep to yourself any information that
is shared with you in confidence. If someone finds out that you have been divulging
sensitive information to others they are unlikely to want to share any further Informa-
tion with you.

Another way to bulld trust 15 to share some of your most important findings with
the people in the company. As long as the findings you share are reasonably high
level, there should be no need to break any confidences (in fact, you should make
sure that you do not divulge any sensitive information, as mentioned in the previous
paragraph).

You also have to build confldence In yourself. When you first start your fieldwork,
often you will be treated like a stranger. You will not know the culture, the regular
routines or the jargon. Over time, however, you should become more knowledgeable
about the organization and how things work. As you learn more, people might start to
ask you for advice. If you can provide good advice their confidence in you will grow.
The more confident they are in you, the more likely they are to open up. Wolcott
(2005b) says that a fieldworker needs to have personal determination coupled with
faith in him- or herself.
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Reciprocity

One important principle in maintaining good relationships with people Is reciprocity. If
a friend gives us a Christmas present most of us will feel obliged to reciprocate in order
to maintain good relations. A quick way to lose friends is to recelve gifis but never give
any back in return.

Hence, it is incumbent upon the researcher to provide something in return for the
time and knowledge he or she is receiving from people. However, as Wolcott (20050)
points out, there is an art to gift giving: ‘Fieldwork entails a subtle kind of exchange,
one that often involves gifting across cultural boundaries where exchange rates may be
ambiguous or one wonders what to offer in exchange for intangibles such as hospitality
or a personal life history' (p. 106).

There are no simple answers with regard to what an appropriate gift should be, except
I think it is important to be aware of the requirement for some kind of reciprocity. The
nature of the gift will depend upon the context. For example, if you are studying a
company in a developed country, the most valuable thing you can provide might be a
high-level report on your findings. For a business venture, another gift could be consult-
ing advice,

Key Informants

As well as gatekeepers, key informants are very important. Payne & Payne (2004) describe
kev informants as follows:

Key informants are those whose social positions in a research setting give them
specialist knowledge about other people, processes or happenings that is more
extensive, detailed or privileged than ordinary people, and who are therefore particu-
larty valuable sources of information to a researcher, not least in the early stages of
a project, (p, 134)

In conducting their fieldwork, anthropologists often gain much of their understanding
of the lecal culture via their key informants. These key informants are often important
political leaders within the society being studied who can enable the anthropologist to
understand and navigate the local siiwsatlon,

Hence it is important to try o identify key informants early on in your project. Mot
only do they provide much valuable information, they can also advise you on how you
ought to behave in certain situations.
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Length of Fieldwork

In anthropology it Is considered that anthropologists should spend a substantial period
in the field, ideally at least 12 months (Wolcott, 2005a). Often they will go back for
a second or third visit. This period of time 15 needed to understand those taken-for-
granted features of a culture that the people themselves may not explicitly verbalize. A
longer period may be required if it is necessary to learn the language.

In business and management, however, the peried of fieldwork tends to be much
shorter. Often there 15 no need to learn a completely new language and the culture
may be simllar (e.g. an American who studles a US company). Also, the subject matter
may be reasonably familiar to the researcher. For example, if a researcher in operations
management conducts fieldwork in a company, then presumably he or she would be
studying some aspect of the operations of the company. Hence, a year of fieldwaork In
such a situation is probably overkill. In my experience, most fieldwork in business and
management is conducted for between four and eight months.

Also, it is usually not feasible to live on site in urban situations. Most researchers
simply conduct their fieldwork from 9 to 5, while the company is open for business. Of
course, if you are able to attend an informal soclal gathering after work, then it is prob-
ably advisable to do so. Also, If you are studying something else, such as a hospital or
sports team, then your daily time schedule might vary.

When should you finish your fieldwork? A general rule of thumb Is that it Is time to
conclude your period of fieldwork when what Initlally appeared strange Is now taken
for granted. When you find that you understand almost everything that is going on
and that you are not discovering any new insights, It Is probably a good time to con-
sider leaving.

Esterberg (2002) gives similar advice:

Ideally, you should leave when you feel you have litthe mare to gain by observing longer.
Perhaps the field notes seem to be saying the same things over and over, or additional
informants seem to be telling you the same kind of things . . . Or perhaps you feel you
have learned all you can, at least for the time being. If this is the case, it's probably a good
tima to leave. (p. 78)

Before you leave, however, you should Just make sure that you have sufficient data to
answer your original research questions. In some situations, you may be forced to leave
for some other reason (e.g. your research funding runs out or the deadline for comple-
tion draws near).
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Exiting Fieldwork

Michailova et al. (2014) argue that exiting feldwerk 15 more than just withdrawing from
the research site. It is a process of disentangling invelving the ending of relationships
developed with research participants over a period of time. They see exiting feldwork as
being placed on a continuum that has ‘inquiry from the inside’ and ‘inquiry from the
outside’ as end points. Instead of seeing exiting fieldwork as the end point of a study,
exiting in itself is an opportunity for the development of theory. The authors propose a
framework that enables theorizing through exit.

Equipment

Most people doing fieldwork will use some kind of recording equipment - a camera, a video
camera, a tape recorder and/for a digital volce recorder. The data you can capture by means of
these devices potentially add tremendous richness vo vour story. Some topics, of course, may
require the use of a particular device such as a video recorder almost exclusively.

There are a few Important general guidelines that you should bear in mind when
using any recording equipment.

First, you should be very familiar with your equipment. You should know that it
works and how to use it appropriately. You should check that your camera takes good
photos in various conditions and that your tape recorder or voice recorder produces clear
recardings. There is nothing worse than finding out that your recordings are of such poor
quality that you cannot hear much of what was said. This use of recording equipment is
discussed in more detall shortly.

Second, you should take only as much equipment as you need. In fact, it is usually
best to try to take as little as possible. This is because your equipment can be a distraction
and can actually get in the way of what you are suppased to be there for - listening and
observing. If you are too busy setting up and operating your equipment, you may miss
oul on observing some important Incident or activitles,

Third, yvou should try to make your equipment as invisible as possible. The less obtru-
sive and noticeable your equipment is, the better your data will be. The fundamental
idea of fieldwork is to study people in their own natural setting: hence, if your equip-
ment is very noticeable and becomes a distraction, your natural setting soon becomes
unnatural. The quality of vour data is likely to be compromised.

Fourth, you should always make sure that you have permission beforehand to take
photos or use your recording equipment. The ethics of fleldwork and of gualitative
research in general were discussed In more detail in Chapter 5.
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Field Notes

As well as using various kinds of recording equipment, you should also take fleld
notes. In fact, you should write down as many notes as possible even if you are making
a recording, This Is because your field notes are in effect another source of data - they
are a commentary on what was happening at the time. Just like a dlary, field notes
can record what you were thinking and feeling. These notes can be a source of deep
insight later, particularly if you find that your understanding has changed over time,
Some suggest that field notes represent the major part of any ethnographic record
(Spradley, 1980), although I think it depends on the topic and the kind of research
you are doing.

You should always label or annotate your recordings with the time and date
of recording, the place the recording was made and some details about the event,
This meta-information is absolutely essential. It allows you to catalogue and index
all your data later, making it easier to search for and retrleve Information when
needed,

As a general rule, you should write up your field notes at the end of each day. This is
because you will soon forget many important details about what happened if you leave
it too long.

Spradley (1980) emphasizes the point that the participant observer must make a ver-
batim record of what people say:

The native terms must be recorded verbatim. Failure to take these first steps along the
path to discovering the inner meaning of another culture will lead to a false confidence
that we have found out what the natives know. We may never even realize that our pictue
is seriously distorted and incomplete. (pp. 67-8)

Payne & Payne (2004) say that a qualitative researcher should record as much as possible
in the field notes, as it Is not possible to tell what will be relevant later. They also say that
field notes should cover the participants’ own personal reactions:

Feelings, initial impressions, half ideas, possible leads, even admissions of tactical errors
or things missed during the day, should all be included. Fieldwork is a reflexive axperi-
ence, rasearchers bringing themsehes into contact with real-life situations (Reflaxivity).
The researcher is part of the things being studied, The researcher’s own reactions are an
essential element of participation. (Payne & Payne, 2004: 168-9)

However, notes should not be left as a streamn of consclousness, but should be organized
and indexed systematically (Payne & Payne, 2004).
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11.3 APPROACHES TO FIELDWORK

Although there are many different kinds of fieldwork, the two main approaches are those
stemming from the British anthropological tradition and the Chicago sociological tradi-
tion. 1 will discuss each of these approaches in turn,

The British Anthropological Tradition

As | mentioned in Chapter 8, Malinowskl was one of the first anthropalogists to use the
ethnographic research method in the early part of the twentieth century. He, along with
other British anthropologists such as Radeliffe-Brown and Evans-Pritchard, pioneered the
technique of intensive fieldwork. The idea was that an anthropologist should live in a
completely different culture or society for an extended period (such as a tribe in Africa or
a village in Polynesia). He or she should learn the language and participate in and observe
the activities of the people, The researcher should take extensive field notes in an attermpt
to provide as full a description as possible of their way of life, their beliefs and cultural
practices. Fieldwork was seen as the only way to gather detailed empirical data of this kind.

For example, Raymond Firth, an anthropologist at the London School of Economics,
published many volumes documenting in great detail the social structure, cultural prac-
tices and beliefs of the people of Tikopia (Firth, 1983). Tikopia is a Polynesian island in
the Sguth Pacific. Firth says that one of the reasons for publishing In such detail was to
preserve as much as possible of the culture, given the rapid changes and breakdown of
ancient cultures that were occurring.

Much of the early feldwork conducted by British anthropologists had positivistic
tendencies. They assumed that they were documenting a single, relatively stable reality
for audiences in the West. However, there is now tremendous variety in the approaches
that anthropologists take to fieldwork. The most commeoen approaches can be described
as interpretive, although some adopt a critical approach.

The Chicago Sociological Tradition

Whereas anthropologists studied non-urban cultures that were unfamiliar and “strange’,
sociologists at the University of Chicago studied urban cultures that were often already
partially known to the observer (Manning, 1987). The city became the social laboratory
for the researcher, who would examine people and their social behaviour in Chicago
(Burgess, 2005). As some observers were former or current members of the social groups
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they studied and often continued to live in their own homes, the challenge was not
so much to become acculturated as to maintain one's ‘limbo’ status or marginality
(Manning, 1987). Manning (1987) describes this as follows:

The proper attitude (for sociologists doing fieldwork) was one of a 'limbo member, or a
‘marginal man,” someone who understands and empathizes with the group under study,
but who retains an alternative perspective. Something of a binocular vision is required.
There was the overall aim of crealing an empathetic understanding of the unfolding
nature of the cultural Bfe of the group, mainly focused on a small segment, and with the
purpose of maintaining a role (either fully participant through to full observer) throughout
the course of the study. (p. 16)

Most of the early fAeldwork conducted by the soclology faculty at the University of
Chicago was positivistic, ‘firmly located in the realist traditlon’ (Preissle & Grant, 2004:
169}, However, there is now a much greater variety of fieldwork approaches in sociology.

11.4 HOW TO CONDUCT FIELDWORK

Punch (1986) says that ‘Infiltration’ constitutes a key skill in doing fieldwerk, especially
if the fieldwork involves a prolonged period of immersion in the life of a group, com-
munity or organization. Fieldwork is a craft ‘requiring both tenacity of purpose and
competence in a number of social skills’ (Punch, 1986: 16).

Wolcott (2005b) says that fieldworkers should participate more and play the role of
the aloof observer less. He advises against thinking of oneself as needing to wear a white
lab coat and carry a clipboard to study human behaviour; rather, a fleldworker should
genuinely participate and engage with people.

Jackson (1987) says that fieldwork consists of three phases: the planning, collect-
ing and analysing phases. All three phases are linked. These phases are summarized
in Table 11.1.

Table 114 The phases of fieldwork (adapted from Jackson, 1987)

Phase Ec:d_:rir.tlinn

Planning You decide whal you want to do, why you want to do it, what resources you need
and what research may have already been done on the same subject

Caollecting You gather the information, make notes and cbservations about the information,
its character and the collecling events

Analysing You need to index the field-collected materials for an archive, summarize them

and write them up
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The planning phase includes setting goals, determining what resources you need
(budget, equipment) and organizing your tasls (see Table 11.2). For example, if you are
planning to use a video recorder, then vou should know exactly how It works beforehand.
It is not acceptable to be amateurish in your use of equipment, as Jackson (1987) explains:

Fumbling while loading or focusing the camera or fidgeting with the controls of the tape
recorder draws excess attention to those machines, and that's the last thing you want.
Most people (and especially those who work with machines or instruments themsalves)
tend not to think well of people who spend an inordinate amount of time talking about or
fussing with the tools of their trade. Think of how you'd feel if vou were at the dentist's
office and he or she kept puttering with the drill, turning It on and off, and then said, Tl
get it right scon, don't you worry.' (p. 24)

Hence, good planning involves testing your equipment beforehand and making sure you
are very familiar with how it works.

The collecting phase means that you have to pay attention to watching, listening
and asking questions. You need to find the right people and document as much as pos-
sible. You will probably end up collecting many different kinds of data, e.g. photos,
videos, tape or digital sound recordings, documents, as well as your own field notes.

The analysis phase involves classifying and indexing all of your field-collected mate-
rials. Since vou are likely to end up with hundreds if not thousands of items, it is a good
idea to get into the habit of summarizing them for easy retrieval later. It is a mistake to
think that you do not need to summarize anything because ‘I have it on tape anyway’.
The problem is that when yvou come to write up your research report or thesis, you may
not remember exactly what happened or what someone said, and you may not have the
time to go back and listen to all of your tapes. Hence it is 5o much better to get into the
habit of summarizing vour feld-collected materials as soon as possible after you have
collected them.

Table 1.2 How to prepare for participant observation and fieldwaork

Coemponent Description

Purpose Make sure that you clearly understand the purpese of your figldwork and
check this with vour advisos) Supervisos. You need ta be able to explain your
project clearty, confidently and with enthusiasm to everyone you meet in

the field.
Gather You should organize and prepare for the fieldwork by gathering background
information information about the field sibe. Find out as much as you can about the people

and the place on the Intermet.
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Table 11.2  (Continued)

Componant Description

Koy informants  If possible, it is a good Idea to identify a few key informants before you begin the
fieldwork. These people must be respected by others in the research site,

Enculturation Enculturation is the process of becoming famikar with the organization and its
culture. You nead to gain people’s trust and build rapport with them, Even bafore
you begin fieldwork you can start learning the language (if needed) and decide
what you are going to wear (making sure that you dress appropriately).

Gain access You need to get past the gatekeepers 1O gain acoess 1o the research site.
Fallow the suggestions provided earkier in this chapter (o gain access. itis
crucial that you enter the organization at the right level {uswaily senlor
management). Itis also important to address any ethical concerns at your firgt
mieeting (eg. how vou will preserve the anonymity of informants; how yvou will
publsh your findings).

Equipment Make sure that you are very familiar with your equipment.

11.5 ADVANTAGES AND DISADVANTAGES
OF FIELDWORK

The main advantage of fieldwork is that it enables an in-depth understanding of the
attitudes, beliefs, values, norms and practices of the social group or organization being
studied, It is the best way to get an understanding of social situations ‘from the inside’.

One limitation of fieldwork 1s that you can only study a small group or one organiza-
tion at a time. Hence the domain of analysis can be somewhat limited and the topics
narrow {(Manning, 1987). Another limitation is the tendency to be purely descriptive and
to make little contribution to theory (Manning, 1987). Additionally, fieldwork requires
the qualitative researcher to have excellent social and observational skills. Not everyone
may be suited to doing fieldwork.

11.6 EXAMPLES OF FIELDWORK
1. Advertising to Adeclescents

Ritsen & Elliott (1999) used fieldwork along with interviews to study the social uses
of advertising by adolescent consumers. They say that consumer research in market-
ing generally focuses on the solitary subject rather than the role that advertising plays
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within the social contexts of group interaction. Their article looked at adelescents as
social viewers and reported on the context and socio-cultural setting of their consump-
tion activity.

The authors conducted fieldwork at six schools over a period of six months.
They decided to study adolescents because this group is particularly active in the
social use of a variety of different forms of popular medla. They are also “advertis-
ing literate’.

In order to gain access to the research sites, six schools In the northwest of England
were approached by the first author, who volunteered to teach a nationally required
media studies class lasting six weeks in return for fieldwork access to each school, All
the schools that were approached agreed to the proposed research and all six were
included in the study.

The media class being taught typically occupied one hour per day. The researcher
spent the rest of the school day immersed In a variety of activities. In effect, the researcher
used the teaching role to gain a backstage pass to the rest of the school.

Their article shows how advertising can form the basis for a wide variety of social
interactions. The adolescents in the study were able to use advertising texts indepen-
dently from the product that the ads were promoting (Ritson & Elliott, 1999).

2. Information Technology and the Control of Wark

Orlikowski (1991) studied a large, multinational software consulting firm, looking at
the implications of information technology for forms of control and forms of organ-
izing. She studied the organization for eight months, collecting data from participant
observation, Interviews and documents. She studied five different software applica-
tion development projects, spending an average of four weeks on each project. She
observed and interviewed project team members in their daily development work and
in their interaction with each other. She also attended meetings and identified other
key informants.

Her article shows how the information technology used in this firm reinforced
established forms of organizing and facilitated an intensification and fusion of existing
mechanisms of control. This finding was surprising, given that software consultants are
often thought of as knowledge professicnals and as having a certain degree of profes-
sional autenomy. Her paper also shows that when information technology mediates
work processes, It creates an information environment which, while it may facilitate
integrated and flexible operations, may also enable a disciplinary matrix of knowledge
and power (Orlikowski, 1991).
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3. American Girl and Socio-Cultural Brangi
n

Diamond et al. (2009) conducted a qualitative study Of the
the perspectives of varlous stakeholder groups. The Ameg, "'If_lulcan Glrl brand from
on dolls, doll clothing and aceessorles, but also includes :sﬂlﬂ brand mostly focuses
and catalogue envirenments, 25 well as Immersive retail

The authors conducted fieldwork inside, outside a
the living spaces of those devoted to the brand in th::&g:da:f ':':F:'“‘;: “3!"& and in
years, team members — often in pairs, but occasionally algne - Sh:; i :hTstr:m ::1'::':::
ment and children’s play spaces that house the brand with girls and their mothers am;
grandmothers’ (p. 121). Additionally, some team members spent yime In the New York
store. Members of the research team immersed themselves in the brand by reading relevant
media articles about American Girl and also reading several histarical narratives which
accompany each doll. The researchers Interviewed young doll owners as well as mothers
andfor grandmothers. Interviewees were found in places such as buses and trains, often
having travelled great distances to visit the store. They were interviewed on the spot, In
hotel rooms and in the store itself. Furthermore, extensive in-store abservation was con-
ducted. The authors say that ‘hours of unobtrusive in-store observation were logged' (p. 121).
The researchers used photography and videography to supplement their fleld notes.

The authors conclude that a brand is a continually evolving, emergent phenom-
enon, best studied in its totality: ‘In the case of American Girl, each doll embodies a
story, every book invites soelocultural or autobiographical reverle and every aspect of
merchandising in themed flagship brand stores encourages the enactment of gender
roles and the performance and récovery of divergent familial histories' (p. 131). They
say that ethnographic fieldwork is well suited to studying the experlence ‘economy’
and the experience ‘culture’ that has become so important In the field of marketing
(Dlamond et al., 2009).

4. The Evolution of Walmart's Business Strategy and
Human Resource Policies and Practices in China

¥ie & Cooke (2018) conducted a ‘real-time long-term case study’ of the evolution of
Walmart's business strategy and human resource policies and practices in China over
two decades. Although most of their data were obtained via interviews {as you would
expect with a case study), they also conducted some fleldwork at the store level.
In addition, the authors obtained secondary data from social media, news items,
public reports and company websites.
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Studying one company for such a long time is unusual, but the authors say that
their in-depth qualitative study addresses a limitation of much research in human
resource management, which tends to provide "only a superficial treatment of organi-
zational culture . . .' (p. 2). The authors succeed in challenging the conventional
wisdom that firms “adopt either the cost or quality strategy and, along with it, the
suggestion of maiching the quality strategy with employee-oriented HR policies and
practices and cost leadership with a transactional approach to HREM' (p. 1). They
found instead that both a cost and quality business strategy may be adopted, but this
requires the support of employee-oriented, rather than cost-orlented, HR policies and
practices.

Exercises

Using Spradiey’s (1980) nine dimensions as a guide, take notes on a social event
which you are able to attend relatively unobtrusively (.. a sports event).

If two or more of you are attending this same event, compare your notes after the
event. Did you all notice the same things?

3. Once vou have taken the field notes, try 1o analyse them, Can yvou kdentify any impor-
tant categories or themes?

Imagine that you want to conduct fieldwork at the local airport and you are in
the planning phase. What resources might you need? How would you obtain per-
mission to conduct the study? What difficulties in obtaining permission might you
encounter?

ra

Y

Further Reading

BEooks

Although Jackson's (1987) book focuses on conducting fieldwork in folklore, much of his book
i5 relevant to qualitalive researchers in business and management.

+«  The book by Burgess (1284) is also useful.
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Webhsites

Here are a few uselul websites on fieldwork:

= The Wikipedia antry on fieldwork is useful at https/fenwikipediaorg/wiki/Field_research

= Although it s oriented towards folklore, the following website is a useful intraduction to
fieldwork: wwwiloc govffolklife/fieldworky

To access these links, as well as additional suggestions for further reading onling, visit
https:fstudy.sagopub.com/myers3e.
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USING DOCUMENTS

Learning Qutcomes

]

By the end of this chapter, you will be able to: |

Undearstand the purpose of using documents
»  ldentify various types of document
| = Learn how to find documents
!« Seehow to use documents
|+ [Recognize the advantages and disadvantages of using documents

12.1 INTRODUCTION

Documents are a valuable source of data. Documents such as emails, blogs, web pages,
corporate records, newspapers and photographs record what someone saild or what hap-
pened. They provide additional evidence to that obtained from interviews and fleldwork.
In fact, sometimes the only empirical data relating to a particular matter will be contained
in one or more documents. For example, if someone is dead, you cannot interview them,
but you might be able to read some of thelr written records, such as a diary. Documents
and records are "any written materials that people leave behind’ (Esterberg, 2002: 121).
However, documents can serve as more than just a historical record of someone’s
thoughts or actions: they can also be seen as actors in some situations (Prior, 2003). For
example, a contract between two companies can be enforced in a court of law (even if
the original signatories have left both companies); a will has legal force after a person
has died (in fact, it only comes into effect after they have died). In both these cases, the
document can be thought of as an actor in Its own right, independent of the person or
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persons who wrote it. Of course, in a court of law people might argue about what the
‘real intention’ of the person was in writing the document, but in the end the judge or
jury will provide the definitive interpretation of It. Sometimes the decision of a court
is seen as going against the original intention of the author, The key point here is that
documents can be as significant as speech in social action (Prier, 2003).

Altheide (1996) says that documents are studied to understand culture. He points
out that a large part of culture consists of documents. He defines a document as ‘any
symbolic representation that can be recorded or retrieved for analysis' (Altheide, 1996
2). Culture is more available to document analysis today because of the information
technology revolution (Althelde, 1996),

I define a document as ‘anything that can be stored in a digital file on a computer’,
This does not mean that it has to be stored there (e.g. a document may exist only in hard
copy or on videotape), but in principle it can be. Nowadays, every form of data (text,
audio, pictures or video) can be stored in a digital format,

There are many different types of document. As well as written materials, there are
pictures, diagrams, photographs, videos, television programmes, interactive websites
and seftware, In this chapter | consider all of these to be various types of document.
Documents can be static or continually in a state of flux, e.g. a blog which might be
updated on a daily basis.

Documents have authors and readers. Authors produce documents, whereas readers
consume them. As Prior (2003) points out, however, the relationship between producers
and consumers is very dynamic. The process of reading a document is not a passive one,
but active. He says that ‘a reader of any web page, or any screen-based document, can these
days easily cut, paste, edit and re-edit text to suit the user's purpose’ (Prior, 2003: 16). For
example, students often write essays by copying and pasting infermation from the Internet
(hopefully with the appropriate acknowledgement). The way in which the interpretation
of a text can be seen as an active process is discussed in more detail in Chapter 14.

Payne & Payne (2004) say that documentary techniques are used ‘to categorize, inves-
tigate, interpret and identify the limitations of physical sources, most commonly written
documents, whether in the private or public domain (personal papers, commercial
records, or state archives, communications or legislation)* (p. 60).

12.2 TYPES OF DOCUMENT

One simple way to classify documents is by the type of file on a computer. For example:

« A docgument that is primarily comprised of text is normally stored as a text or Word
document.
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« A photograph or image document is normally stored in jpeg format.
e« Avideo is normally stored in DVD format or as a Windows Audio/Media file.
e  Music or audio is normally stored in some kind of audio format such as MP3.

Personal, Private and Public

Payne & Payne (2004) suggest that documents can be classified into three main catego-
ries: personal, private and public, ‘depending upon who wrote them, not the document'’s
ownership or availability to the wider population’ (p. 61).

Personal documents include individuals’ letters, diaries, notes, drafts, files and books.
Private documents include those that are produced by private organizations for internal
purposes, such as minutes of meetings, personnel records, budgets and memos. Public
documents include those that are produced for public consumption, such as annual
reports, media statements or articles in newspapers (Payne & Payne, 2004).

Scott (1990) says that administrative papers produced by governmental and private
agencies are the ‘single most important category of documentary sources used in social
research’ (p. 59).

Written Documents and Records

Lincoln & Guba (1985) make a distinction between written documents and records. Records
attest to some formal transaction and include marriage certificates, driving licences, bank
statements and so forth. Documents, on the other hand, are prepared for personal rather
than official reasons and include diaries, memos, letters and so forth. In this chapter I
regard both written documents and records as simply different types of documents.

Historical Bocuments

Gottschalk (2006) discusses the various types of documents that are used by historians:

o  Contemporary records are documents intended to convey instructions regarding a trans-
action or to aid the memory of the persons involved in the transaction. Contemporary
records include court records, business and legal papers and notebooks and memo-
randa kept by individuals.

o  Confidential reports are usually written after the event and are often intended to create an
impression rather than merely to aid memory. Examples of confidential reports include
military and diplomatic dispatches and professional diaries or journals (e.g. of a doctor).
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*  Publicreports are expected to be read by many people. They include newspaper reports,
memoirs, autobiographies and official histories.

«  Questionnaires are documents that may have been used to elicit information and opinions.

«  Government documents include documents such as laws and regulations that may not fit
into the first category of contemporary records.

e  Expressions of opinion include editorials, essays, speeches and pamphlets.

«  Fiction, song, poetry and folklore provide the historian with an understanding of some of the
local colour and the environment that helped shaped the author's views.

Photographs, Films and Videos

As well as textual documents, anthropologists have often taken photographs and/or films
and videos of the people being studied. Marshall & Rossman (2016) say that anthropolo-
gists often rely on videos and photographs to capture the daily life of the group under
study. They are useful as permanent scientific resources.

Hence, if you are writing a case study or ethnography of an organization, a few pho-
tographs or even a video can bring your story to life. Ball & Smith (1992) discuss the use
of photographs as a type of qualitative data.

In some ways the qualitative data obtained via photographs and videos can be seen
as objective. A photographic image can be seen as an objective record of a subject at a
particular moment in time. The camera does not lie (unless the photograph or video has
subsequently been edited).

In other ways, however, photographs and videos can be seen as subjective. The
photographer decides what to shoot, at what angle and at what time. It is common
knowledge that some people take better photographs than others. Also, with digital cam-
eras and software, it is very easy to ‘enhance’ images that are not as good as they ‘should’
be and delete those that are considered to be unsuitable. Only some images might be
included in the final written report. Hence, the qualitative researcher who uses images is
actively involved in selecting and editing the visual record. Images can be seen as both
objective and subjective (Harper, 2004).

Hesse-Biber & Leavy (2006) suggest a useful distinction between conceptualizing
images as ‘visual records’ or as ‘visual diaries’. If you think of a set of photographs as a
collection of visual records, these photographs will be imbued with a sense of authority.
You will treat them as a record of the social world. However, if you think of these same
photographs as a visual diary, you will focus on the medium as much as the content. You
will consider the production and editorial process and the person who took the photos
and treat them as if they were memo notes (Hesse-Biber & Leavy, 2006).
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As well as taking photographs and videos yourself, you may be able to find films,
videos and/or TV programmes recorded by others that might be relevant to your research
toplc. In fact, this is very likely If your toplc relates to a well-known person or organiza-
tion that Is often featured in the media. The film or video may provide some Important
insights about a particular event or incident in the past. There 15 a growing body of
literature on the use of film and photography in sociology and cultural studies (Denzin,
2004) and | suggest that such media can also be very useful for researchers In business
and management.

Denzin (2004) points out that:

A film or a photograph offers an image, or set of images, which are interpretations of the
reeal, The real, or the shce of reality that is caplured, can never be reproduced, for what
is represented can only occur once. Visual documents are records of events that have
occurred in the past, (Barthes, 1981: 240Q)

Dienzin suggests a set of guidelines for analysing visual documents. These guidelines
include ‘locking and feeling’ the materials, stating the research question, analysing the
film, text or image using ‘structured microanalysis’ (e.g. dolng a scene-by-scene analysis)
and a ‘search for patterns’ (Denzin, 2004).

Electronic Documents

Most documents nowadays are being stored in digital form on a computer andfor In
the cloud, rather than as hard copy. In fact, some documents might only be available
in digital form. For example, if you are studying a large organization, much of the com-
munication with customers might be via the organization’s website or email. Very few
of these emails will be printed out. Also, virtually all organizations nowadays (at least
in developed countries) have software that mediates their business processes. For exam-
ple, an organization might use customer relationship management (CEM) software. This
CRM software usually has the capabllity of producing all kinds of reports on customers
and their relationships with the organization. Likewise, a university’s student records
management system will have the capability of producing dozens of reports on students
and their relationships with the university.

It might be possible for you to get permission to access some of these electronic docu-
ments for research purposes. If the organization is willing to give you a username and
password, you might be able to find much useful data such as emails or reports that are
produced by the organization’s software,




192 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMENT

One potential advantage of electronic documents is that they usually contain a time-
stamp and other details. For example, an email contains the email address of the sender
and the recipient and the date it was received. However, you should be careful not to
read too much into time-stamps on digital files, as it is relatively easy to change the
time-stamp if you have special software. Also, the time-stamp usually records the date
of creation as being the date the file was created on a particular machine. Thus, if the
original file was created on a different machine and you copy this same file to a new
computer, the date of file creation on the last computer will be the later date that is
shown. The time-stamp can thus be misleading.

The Internet

Whereas many electronic documents (such as emails) are private and require special per-
mission to access, the Internet contains a wealth of electronic information that is freely
available. It is a huge source of documents in electronic form. At the time of writing this
book, there are more than 30 trillion web pages indexed by various search engines on
the Web. These web pages potentially include many important sources of data. Over the
last twenty years the number of documents on the Internet has grown exponentially.

You can search the Internet for reference materials, government documents and other
data relating to your subject. The Internet can be viewed as one giant document reposi-
tory like a library or archive.

However, just like other documents, you need to ask basic questions about authorship
and credibility. Is this web page reliable? The validity and reliability of many Internet
documents are questionable. Another problem with web pages is that they tend to change
frequently or disappear altogether. This is why many journals ask authors to record the
‘date accessed’ in the references section. If you intend to rely on a particular website for
qualitative data, I suggest you save the web page to your own computer. Most browsers
allow you to choose the ‘web page complete’ option when saving, allowing you to save
the graphics and images that accompany the web page. Of course, you should check that
there are no special restrictions on copying the page for research purposes and that, if
required, you have permission to do so.

12.3 HOW TO FIND DOCUMENTS

In business and management there are many documentary sources that a qualitative
researcher can draw upon. These documents include company annual reports, press
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releases, minutes of meetings, corporate mission statements, company policles and pro-
cedures, websites and emalls. This documentary evidence can be used to supplement
the data provided by Interviews and fleldwork. Documents often provide much useful
background information that might help you in framing your interview questions, in
planning your fieldwork or in the writing up phase of your project.

Your first port of call in searching for documents should be the Internet, Owver time
more and more documents are being posted online, Including documents that used to be
physically located in just one location. You can get many relevant documents by using
search engines such as Google or Bing. If you type in a few key words, more often than
not you will find what you are looking for right away, However, for a researcher, I think
it is worth spending a little more time on finding the ‘right’ decuments. The key to find-
ing these is to use more specific search criteria. | suggest the simplest way to improve
your searches is to type something like ‘Google search tips' into Google and follow the
suggestions of some of the articles. By using just a few of these suggestions you will sig-
nificantly improve the accuracy and effectiveness of your searches.

The second port of call should be your own university library. Most university librar-
les subscribe to various databases that might contain important documents. As well as
the obvious ones for searching the academic literature, such as ABlf/Inform, Scopus or
Web of Sclence, your library may subscribe to databases that focus specifically on certain
subjects. For example, Kompass Is a global business directory that contalns Informatlon
on a company's executives, financials, branches, localities, a list of products and ser-
vices and trade and brand names. It covers businesses In over 60 countrles and includes
producers, manufacturers, importers, exporters, distributors and large wholesalers. As
another example, Proquest historlcal newspapers contalns archival full text for the New
York Times, Washington Post, Chicago Tribune, Los Angeles Times, Guardian, Observer and
Atlanta Constitution. It includes a searchable full-image archive providing the entire his-
torical run of a newspaper from its inception. The database includes every page of every
issue from cover to cover, with full-page and article images in downloadable PDF. One
limitation for me is that my own university subscription to this service does not include
the issues for the last three years,

However, let's say you are conducting a qualitative research project on a company in
Atlanta, such as SunTrust Banks Inc. If [ enter ‘SunTrust’ as the only keyword and sort the
results by ‘oldest first’, on the very first page of search results | find articles from many
different newspapers including The New York Times, The Washington Post and Los Angeles
Titnes. Many of these articles descrite how the bank was formed and include important
information about the size of the new bank (both financially and in the number of
employees). These articles include quotes from the new President of SunTrust and the
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Governor of Florida outlining thelr views about the merger of the two previous compa-
nies (one of which was in Florida). One article In the New York Tines on the very same day
takes a slightly different angle on the story, saying that ‘Banks’ Merger May Set Trend’,
The article states that the merger ‘is likely to push other Southeastern banks into similar
regional accords, according to bank executives and analysts’. Just a few interesting details
like this can add richness 1o the story you tell. The trick is not to get too swamped with
too many documents, most of which might be irrelevant for your purposes.

If that is the case, or you have the eppesite problem — that you cannot find anything
relevant 1o your project — then [ suggest the third option should be your local librarian.
At reasonably large research-oriented universities such as my own at the University of
Auckland, 1 find that the specialist lbrarians are excellent, They love nothing better
than finding answers to difficult questions. They can provide suggestions about how to
research a specific topic or locate particular kinds of information, or who to contact for
advice on a particular subject area. If you are not particularly computer literate, then
talking to your local librarian might be your first port of call!

The fourth port of call for relevant documents should be the organization or people
you are studying. Many of these documents, such as minutes of meetings or project
status reports, will not be publicly available on the Internet. The only way of getting
these documents might be to obtain a username or password that gives you access (o
the organization’s intranet. This may be possible, particularly if you are doing some
work for them in addition to the research project. Quite a few of my postgraduate
students have been working part-time for the company at the same time as they are
deing their Master’s thesis or PhD. Another way is to ask specifically for certain docu-
ments either in soft or hard copy. In a recent research project that [ was invalved
in, one of the personal assistants to the information systems manager copied many
documents (meeting agendas, minutes of meetings, contractual arrangements, etc.)
onto a CD for us. The documents raised many issues for us, which we then pursued
further in our interviews,

The fifth option might be an archive, particularly if your project involves finding
historical documents.

If you are planning to conduct archival research as part of your qualitative research
project, Hill (1993) says that the first step Is to write a literature review. The bibliography
you develop can then be used to help direct the search for archival materials (Hill, 1993).
You should then develop a “‘master name list’. This list ‘is the key to locating archival
deposits in a name-oriented archival search strategy. Your name list is, in a sense, the cast
of characters in an unfolding archival drama. A comprehensive list includes understudies
as well as principal actors’ (Hill, 1993: 32). This list can include the names of individuals,
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businesses and political, soclal and professional organizations. It is 2 good idea to store
this list in a spreadsheet or database. You should then check the general catalogue of the
archive against your master name list.

Hill suggests that If you are planning to visit an archive that Is some distance away, It
Is Important to contact the curator before you make the trip. This can avert any potential
problems that you may have in gaining access or finding the relevant materials (Hill,
1993). When you arrive at the archive, the first social Interaction will usually involve
an grientation interview with one of the archivists. This interview must be successfully
negotiated in order to gain access to the archival resources: “Researchers who botch ori-
entation interviews may seriously disable their research projects’ (Hill, 1993: 41). On the
other hand, if the interview goes well, the archivist might be very helpful in locating
materials relevant to your research project.

12.4 HOW TO USE DOCUMENTS

Scott (1990) suggests that four criterla should be used to assess the quality of social
research evidence such as documents. These criteria are authenticlty, credibllity, repre-
sentativeness and meaning. He defines them as follows:

1. Authenticity: Is the evidence genuine and of unquestionable origin?

2. Credibility: Is the evidence free from error and distortion?

3.  Representativeness: Is the evidence typical of its kind and, i not, is the extent of its
untypicality known?

4,  Meaning: |s the evidence clear and comprehensible? (Scott, 1990: 19-35)

Commenting on these four criteria, Payne & Payne (2004) say that:

‘Buthenticity’ means that the object is what it claims it is: the famous forgery of the "Hither
Diaries’ shows how academic researchers can be misled, ‘Credibility” refers to how far
the author is to be believed. Was he or she an eye-witness, or learned something at sec-
ond hand? Did the author set down an accurate, or mistaken, or deliberately self-serving
version of events? (p. 83)

‘Representativeness’ refers to the extent to which a subsample (e.g. a single letter) can
be taken as representative of a wider set of decuments. The ‘meaning’ refers to how the
document should be interpreted and understood (Payne & Payne, 2004).

Platt (2005) suggests eight criteria by which a document can be judged as authentic.
The authenticity of a document is brought inte question when:
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The document does not appear to make sense or has errors in it
Different versions of the same origingl document are current.

Mo~

3. The document contains internal inconsistencies.

4, The document is known to have been transmitted via many copyists.

5 The document is known to have been transmitted by someone with a vested interest in
the version given passing as the correct one.

€ The version available is derived from a secondary source suspected of being unreliable,

7. The style or content is in some way inconsistent with that of other instances of the
same class.
&  The document fits (oo neatly into a standard formula or Kterary form. (pp. 217-18)

Prior (2003) suggests that, instead of analysing documents for meaning, documents can
be analysed for references. What entities are referenced in the document? He suggests
that it is useful to look at how the networks of references in a document interlock (Frior,
2003). Analysing text for meaning is discussed in more detail in Fart V of this book.

The Joy of Doing Archival Research

... [It] i= a rare treat to visit an archive, to hold in one's hands the priceless and irre-
placeable documents of our unfolding human drama. Each new bax of archival material
presents opportunities for discovery as well as obligations to treat the subjects of your
socio-biographical research with candor, theoretical sophistication, and a sense of fair
play. Each archival journey is a journey inte an unknown realm that rewards its visitors
with challenging puzzles and unexpected revelations. (Hill, 1983: 7}

12.5 ADVANTAGES AND DISADVANTAGES OF USING
DOCUMENTS

Documents are relatively cheap and quick to access (Payne & Payne, 2004). It is usually
much easier 1o obtain data from documents than from interviews or fieldwork. However,
in my own case | have tended to use documents as an additional source of data (as a sup-
plement to interviews and fieldwork) rather than on their own. I have found documents
to be invaluable for providing important details of events (e.g. the exact date of when
a project was approved) and for being able to cross-check findings with other sources.
You may also find some documents in an archive that are unique, iterns that cannot be
obtained elsewhere (Hill, 1993).
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Documents make things visible and are traceable (Prior, 2003). For example, the
documents that report on the Research Assessment Exercise (RAE) in the UK make
the research performance of academic departrents, faculties and universities visible to
the government and other interested parties; a document that describes the marketing
plan of a company reveals the thinking about the market and the company's place in the
market at a particular point in time. If there are many documents on a similar subject, it
might be possible to triangulate them and study developments over time.

A disadvantage of using documents is that access can be difficult for some types of
document (e.g. emalls or documents in an archive located far away). Also, it is not always
straightforward to assess the authenticity, credibility, representativeness and meaning of
a document, particularly if you do not have access to the original author(s).

12.6 EXAMPLES OF USING DOCUMENTS

1. Portraying the Accounting Profession
after Enron

Carnegie & Mapler (2010) look at how the Image of the accounting profession has
changed after Enron. The authors say that ‘The unexpected collapse of Enron and the
bewildering demise of Arthur Andersen in the aftermath sent shock waves through
the accounting profession worldwide' (p. 360). The highly questionable accounting
and auditing practices that were assoclated with Enron's collapse significantly uwnder-
mined confidence in corporate flnancial reporting and auditing. How accounting is
portrayed In the media obviously has some impact on the legitimacy of the account-
ing profession.

To answer their research questions about the changing stereotypes of accountants,
Camegie & MNapier analysed popular books published between 2002 and 2006 that were
writtén about the rise and fall of Enron. They also examined books about the fall of Arthur
Andersen and corporate governance, Using the websites of leading online booksellers,
the authors classified the range of books Into four types: insider accounts, journalistic
accounts, scholarly reflections and ‘opportunists’ (those books which mention Enron
in the title or marketing materials, but otherwise have little or no discussion of Enron).

An interesting feature of this study is that the authors relied solely on secondary data
(previously published books). The authors tell a compelling story of how the traditional
stereotype of an accountant as boring but ‘upright, independent and respectable’ has
given way to that of a new stereotype. Post-Enron books portray the accountant as a
business professional seeking to please the client, but this ‘raises serious concerns about
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the accounting profession’s integrity and competence’ (p. 374). The authors say that
accounting’s biggest challenge over the next few years will be maintaining its profes-
stonal status (Camegle & Napier, 2010).

2. Visual Portraits of the Business Elite

Davison (2010) says that visual portraits of the business elite communicate messages
regarding leadership and associated Intellectual, symbolic and social Intangibles.
However, accounting for intangibles Is currently inadequate.

Using concepts from Bourdiewn (intellectual assets, symbolic asséts and social assets)
and building a framework from art theory, the author interprets portralts of the business
elite and their associated [in]visible [injtangibles. Like the previous example, this study
relies solely on documents as a source of data. The author analysed images from annual
reports and wider media as the basls for her study. As a form of voluntary disclosure,
Davison analyses these images as careful constructions drawing on marketing and adver-
tising expertise.

The contribution of Davison's work 15 that her model of visual rhetoric offers a sys-
tematic means of examining [in]tangibles through the physical, dress, interpersonal and
spatial codes with which visual portraiture is invested. She argues that potent cultural
artefacts, such as visual portraits of organizational members, should be considered more
fully within the sphere of accounting.

3. Using (and Reusing) Email Messages

An Interesting example of how documents can be used and reused is provided by the
following series of articles.

The story beging with Markus, who conducted case study research at HCP Inc.
(a psendonym), looking at the use of emall at work. She obtalned her data from inter-
views, a survey and documents. The documents were samples of emails that she collected
from HCP employees. She was fortunate that a small number of employees, including
a senior manager, agreed to give her some of their emails. One of the main purposes
of Markus's research was to eritique information richness theory. Her findings were
published in two journal articles (Markus, 1994a, 1994b).

Subsequently, Lee (1994) reanalysed this same email data to show how the process of
information richness occurs. A secondary purpose was to demonstrate the value of an
interpretive perspective in Information systems research (Lee, 1994).
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A few years later Ngwenyama & Lee (1997) reanalysed this very same data set once
again, this time using the critical social theory of Habermas. Thelr purpose was to show
how the critical perspective adds another dimension to the positivist and Interpretive
understanding of information richness (Mgwenyama & Lee, 1997).

What s interesting about this serles of articles 1s that, although Markus conducted
interviews and a survey, the subsequent articles focused mostly on the meaning of the
email messages. All four articles were published in high-quality journals.

4. Word-of-Mouth Marketing in Online Communities

Kozinets et al. (2010) say that word-of-mouth (WOM) marketing, where firms inten-
tionally Influence consumer-to-consumer communications, is an increasingly Important
marketing technique. The contribution of thelr study 1s to suggest how marketers should
plan, target and leverage WOM and how scholars should understand WOM In online
communities. They say that marketing management is only now beginning to adapt toa
new age of the networked co-production of marketing messages and meanings.

The authors studied a blog-based campaign In six North American clties. They
abserved 83 blogs over a six-month period without posting in them. The total down-
loaded data amounted to more than 4,300 single-spaced pages of 6,722 postings, as well
as significant additional amounts of visual and audiovisual data. However, only 220
postings were related to the marketing campaign. The authors also conducted netnog-
raphy (a form of ethnography designed for online communities), although their article
maostly focused on their analysis of the content of the blogs.

This example illustrates that the use of decuments from the Internet, such as blogs,
will become increasingly important for qualitative researchers. Qualitative researchers
can obtain vast amounts of data in a short space of time, However, since only a small
fraction of the data might end up being useful, the challenge becomes one of sorting and
classifying those data in a meaningful way.

5. The Use of Social Media during the Gulif of
Mexico DOil Spill

Vaast et al. (2017) look at how social media use affords new forms of organizing and
collective engagement. They used data scraping software to collect 23,000 tweets from
the microblogging platform Twitter during the Gulf of Mexico oil spill. They then used
both qualitative and quantitative research to analyse this data. Focusing on three action



200 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMENT

episodes during the oil spill, the authors show how three roles of advocates, supporters
and amplifiers used social media to panticipate in connective action. They say that social
media use allows multiple actors to take on interdependent emerging roles and actualize
what they call connective affordances.

E—I_“]T'] Exercises

1. Imagine you are writing a detailed article for an online magazine called A Day in
My Life. What documentary evidence could you potentially use? Think of every
single document that might provide some documentary evidence of your day, e.g.
the newspaper you read, the emails you read/wrote, the websites you visited,
the TV shows you watched and a receipt from an ATM. Can you list every single
document?

2, Take a photograph of a street scene in your own city or town. Discuss the extent to

which this photograph can be seen as an objective visual record of the social world,

Search the Internet for websites that might be a good source of qualitative data For

example, how many documents can you find about a particular well-known company

{both official and unofficial)?

4,  Find a database in your library that indexes newspaper magazines. See if you can

find articles that relate to the same company you researched in the previous ques-

tion. Are any of the articles unavailabde on the Internet?

Use Google Scholar to search for documents relating to your chosen research topic.

What kinds of documents appear? Are any documents noticeably absent?

&, Find one or more faculty members at your institution or at a conference who you
know conduct qualitalive research. Ask them how they have used documents in
their research.

[

[

Further Reading

Articles

I_.._J « A Special 1ssue of Qualfalive Research in Organizations and Maragement was devoted to
exploring the visual in organizations and management. The issue includes a general
introduction to the topic and six articles that deal with various topics. See Davison et al,

(2012},
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Books

= One of the most comprahensive books aboul using documents in gualitative research I'
is entitled Uising Documents in Social Research (Prior, 2003). |_ J

For additional suggestions of further reading online, visit https://study.sagepub.com/
myers3e.




PART V

Analysing Qualitative Data

Part V discusses the analysis and interpretation of qualitative data, as illustrated in
Figure ¥.1. Chapter 13 provides an overview of a wide variety of approaches to the analy-
sis and Interpretation of qualitative data. The following three chapters then discuss three
specific qualitative data analysis approaches in more detail. Chapter 14 looks at the use
of hermeneutics. Chapter 15 looks at the use of semiotics. Chapter 16 focuses on the use
of narrative analysis. All four chapters provide examples of the use of these approaches
in business and management.

S

A
]
i

Data analysis approach
{hermeneulics, semiotlics, narralive analysis, aic.)

ik

|

Dala collection technigua h
(intarviews, fialdwork, wsing documants)
Y
J- %
Research method
(action research, case studies, athnography, grounded thiery) |
i
I ™
Phllcsophical assumptions
{positivist, interprative, critical)

Figure V1 Qualitative research design
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ANALYSING QUALITATIVE
DATA: AN OVERVIEW

pe e

Learning Outcomes

By the end of this chapter, you will be able to:

= Understand the purpose of analysing and interpreting qualitative data

s |dentity various approaches to analysing and interpreting qualitative data
= Work out which qualitative data analysis approach to use

=«  Decide whather or not to use qualitative data analysis software

S— |

13.1 INTRODUCTION

Although a clear distinction between data gathering and data analysis is commonly made
in quantitative research, such a distinction is problematic for many qualitative researchers.
For example, from a hermeneutic perspective, it is assumed that the researcher’s presup-
positions will affect the gathering of the data. The questions posed to informants will
largely determine the answers that you get. The analysis will affect the data and the data
will affect the analysis in significant ways, Therefore, it is somewhat simplistic to think of
the data-analysis phase as distinctly separate from the data-gathering phase. Often there is
some iterative activity between the various phases in a qualitative research project (Myers,
1997¢). Mevertheless, it is useful to think of the data-analysis phase as logically following
the data-gathering stage. Most of the analysis and interpretation of the data tends to occur
towards the end of a research project. Hence, Part V follows a discussion of some of the
qualitative technigues for data collection that were discussed in Part [V.
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One of the reasons for focusing on the analysls and interpretation of qualitative data
is that a qualitative researcher almost always ends up with a huge amount of data. The
researcher has to figure out what he or she Is going to do with all of them. For example,
if vou conduct a one-hour interview with someone, you may end up with approximately
15 pages of text or 7,000 words. You only need to interview ten people and you are
already up to 70,000 words! If you consider that you will most probably gather addi-
tional data besides those obtained from interviews, it Is ocbvious that you cannot possibly
include all of your data in a thesis or book (In fact, your readers will not want to read all
of them anyway). Hence vou need to reduce the data somehow or edit the data into some
kind of manageable form. Qualitative data analysis approaches enable you to do that.
They help you to focus on the most important parts of your data while ignoring data that
are considered to be irrelevant.

Another reason for focusing on qualitative data analysis is to transform your data
into something that is meaningful to you and your intended audience. It i5 not ensugh
simply to reduce the quantity of data; rather, the whole point Is to come up with some
insights that help you and others to understand or explain the subject at hand, This
requires you to interpret your data in an interesting way. Again, this Is where qualitative
data analysis approaches can help. They can help you to answer questions such as: What
is the meaning of my data? What are the main themes in my data? How do my data
contribute to knowledge in my feld?

A third reason for focusing on qualitative data analysis is that our data comes from
people who are subjects, not objects. Giddens describes this feature of social sclence as a
double hermeneutic:

Sociclogy, unlike natural science, stands in a subject-subject relation to its ‘field of
study’, not a subject-object relation:; It deals with a pre-interpreted world; the construe-
tion of social theory thus involves a double hermeneutic that has no parallel elsewhera.
(Giddens, 1976: 146)

The phenomencn of the double hermeneutic applies equally well to the business and
management disciplines as it does to the social sciences. This means that a gualitative
researcher does not stand, as it were, outside of the subject matter looking in; rather he
or she must struggle to grasp a world that has already been meaningfully pre-structured
by a group of fellow-human beings (Klein & Myers, 1999). Trying to understand our data
thus requires significant effort and skill, which is where qualitative data analysis comes
in. Analysing our data is not easy, nor is it straightforward.

There are many different ways to analyse qualitative data. Given the tremendous vari-
ety of approaches, this chapter provides only an overview of some of the ones that are
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maost commonly used in business and management, However, following this overview,
three approaches to analysing qualitative data are discussed in more detall in subse-
quent chapters, Hermeneutics is discussed in Chapter 14, semiotics in Chapter 15 and
approaches which focus on narrative in Chapter 16. It could be argued that grounded
theory is also a mode of analysis, but since grounded theory has been discussed earlier,
a separate chapter will not be devoted to it in Part V. However, some general principles
that grounded theorists use (e.g. with respect to coding) will be discussed in this chapter,
since some of the principles can be applied to other qualitative data analysis approaches
besides grounded theory.

Although [ am discussing each qualitative data analysls approach separately in this
and the following chapters, it can be very fruitful to combine some of these approaches,
For example, it I5 possible to combine hermeneutics with narrative analysis, just as it
is possible to combine some forms of narrative analysis with discourse analysis or
the analysis of metaphor. The two main things to watch out for are to make sure that
the data you have gathered support the use of the particular data analysis approaches
and that the approaches are used in a reasonably consistent manner. However, it Is also
perfectly acceptable to use just one approach to qualitative data analysis. Obviously it is
much simpler to do that.

13.2 APPROACHES TO ANALYSING QUALITATIVE DATA

As [ have just mentioned, there are many different ways to analyse and interpret qualita-
tive data. Some of the basic decisions are as follows:

« Wil you analyse your data fop down or botfom up? Top down means that the concepts you
are ysing to analyse your data will come from the research literature. Bottomn up means
that the concepts will emerge from your own detailed analysis of the data you have
collected. If your gualitative project is designed to be mostly exploratory in nature and
theory-building, then starting with a bottom-up approach is best, If your qualitative pro-
ject is designed to be theory-testing, then a top-down approach is probably needed. Of
course, some qualitative analysis approaches suggest iterating between the two and
to some extent the top-down and bottom-up distinction can be seen as a continuurm
between two axtremes, but | think all qualitative researchers should consider where
they are going o start and what they are going to spend most of their time doing.

« Wil you aim for depth of analysis or & grealer number of data sources? There is an inevitable
trade-off between how much data you collect (eqg. the number of data sources) and
how deeply you can analyse the data. The greater the number of data sources and
the more data you have, the less you are able to analyse it in detail. Many of my PhD
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students have discovered that they have gathered far more data than they can pos-
sibly analyse in any depth. However, if you want to err on the side of caution, my advice
would be to gather more data than you need rather than less. One reason for this is that
you only tend to realize later which parts of your data are more impaortant than others.
Another reascn is that, when you try to publish your findings, the reviewers will some-
times ask you to gather more data. Reviewers tend to think that 20 interviews are better
than ten, or ten are batter than five, This is often an invalid objection in my oplnlon, since,
as | said earker, | am not convinced that there is such a thing as an ideal number of inter-
views, Nevertheless, anticipating the reactions of reviewers is something we have to do.

« | 'will now review some of the most commeon approaches to analysing qualitative data
that are used in business and management.

Coding

One of the simplest ways to analyse qualitative data is to do some kind of coding on
the data. A code can be a word that is used to describe or summarize a sentence, a
paragraph or even a whole piece of text such as an interview. All qualitative researchers
need to do some kind of coding, although the level of detail will vary depending upon
the approach taken.

Miles & Huberman (1994) say that: ‘Codes are tags or labels for assigning units of
meaning to the descriptive or inferential information compiled during a study. Codes are
attached to “chunks” of varying size - words, phrases, sentences, or whole paragraphs,
connected or unconnected to a specific setting’ (p. 56).

As soon as you start coding a plece of text, you have already started to analyse it
Coding Is analysis. You are assigning a label to a chunk of textual data and classifying
that chunk into a certain category. Coding helps you to reduce the size of your data (at
least in your mind). Codes are useful for retrieving and organizing the data and they
speed up the analysis (Miles & Huberman, 1994).

Ryan & Bernard (2000) suggest that there are six fundamental tasks associated with
coding. These tasks are sampling, ldentifying themes, building codebooks, marking
texts, constructing moedels (relationships among codes) and testing these models against
empirical data. In more detail:

1. Sampbng identifies the texts thal are to be analysed and the basic units of analysis within
these texis.

2. identifying themes usually involves the researcher inducing themes from the text itself.

However, themes can also be derived from the literature,

Building codebooks involves organizing lists of codes (often in hierarchies) and their

definitions.,

L
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4, Marking fexts involves the assigning of codes to units of text,

5. Construcling models involves identifying how the themes, concepts, beliefs and behaviours
are linked to each other,

6. Testing models involves testing the model developed in step 5 on a different or wider sol
of data.

There are various types of codes: descriptive codes (open codes), Interpretive codes (axial
or selective codes), theoretical codes, pattern codes, etc. As some of these codes were
discussed earller in Chapter 2, | will not discuss them here.

Analysing Data from the Bottom Up

Young et al. (2012), in their study of a knowledge management system in Taiwan,
explain how they analysed their data from the bottom up. First, thay analysed the
transcripts of their interviews for tentative concepts. One example of an excerpt from
a transcript is as follows;

It s easy to tell who posts messages as | read the tone of voice, the pattern of
writing, and the content of the event description. The name doesn't need to be
written . .. Actually, the community is 5o tight that it is bard to retain anonymity . ..
(Young et al, 2012)

From this excerpt the researchers came up with three tentative concepts or codes: Easy
I teff who does what, fight community and ancnymity. In total, more than 100 tentative con-
cepls were identified from the text,

Second, the authors grouped together these concepts into themes. The three tenta-
tive concapts idantified earlier were grouped into a theme called ‘an invisible eye’. Overall,
the authors came up with threa main themes and eight sub-themes.

Third, an overarching theme was built to integrate the varous themes by repeatedty exam-
inimg and comparing the material bath within themes and across themes. This overarching
theme was “to share or not to share’, which ended up becoming the fitle of their paper.

The final step was to relate their findings to the research literature. They gen-
eralized their findings about ‘to share or not to share' to the concept of 'gaze’ from
Foucault and the concept of ‘face’ in Chinese culture. They said that, although a web-
based knowledge management system was developed to enable knowledge sharing,
the capabilities for surveillance inherent in the software severely limited sharing. Thay
suggested that, in a Chinese collectivistic culture, the cultural requirement to protect
individual and group face constrains and disciplines knowledge-sharing practices in
knowledge management systems (Young et al, 2012).
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Thematic Analysis

As well as coding, the previous example illustrates thematic analysis. Thematic analysls
is a qualitative research technique concerned with identifying, examining and recording
themes within data - with these themes being defined as patterns explaining certain phe-
nomena. Data sets can range from single-word responses to thousands of pages In text.

Themes are developed through coding = which generally involves a process of the
researcher increasing his or her familiarity with data, generating initial codes, searching
for themes among codes, reviewing themes, defining and naming them and finally pro-
ducing the end report. This essentially seeks to display graphical relationships between
different themes.

Thematic research can either occur inductively or deductively: inductively is where
the themes that emerge are data driven and coding Is completed without trying to fit
data to a pre-existing model or frame; deductively is where the themes are theory driven
and results focus on one or two aspects of the data, The researchers” epistemologies deter-
mine whether thematic analysis is conducted deductively or inductively.

Memos

As well as coding, memos are a useful way of starting to analyse your data. Memos are, in
effect, your own commentary on what was happening or what you were doing during your
research project. They state what you were thinking, feeling and/or delng at a certain time.

Esterberg (2002) says there are two main types of memo: procedural memos and ana-
Iytic memos. Procedural memos focus on the research process. They summarize what
vou did and how you did it. They help you to keep track of what you have done. Analytic
memos focus more on the subject matter. They focus on the data and contain hunches
and ideas about what the data mean (Esterberg, 2002). They are the first step in develop-
ing concepts and thermnes that arise from your data.

Analytic Induction

Another way to analyse qualitative data is to use analytic induction. Analytic induction
is a way to develop causal explanations of a phenomenon from one or more cases. Ryan
and Bernard (2000) describe the sequence of steps that are used as follows:

First, define a phenomencn that requires explanation and propose an explanation. Mext,
examing a case to see if the explanation fits, If it does, then examine another case. An
explanation is accepted until a new case falsifies it. When a case is found that doesn't fit,
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then, under the rules of analytic induction, the alternatives are to change the explanation
(so that you can include the new case) or redefine the phenomenon (so that you can
exclude the nuisance case). Ideally the process continues until a universal explanation
for all known cases of a phenomenan is attained. (p. 787)

Markus's article is a good example of analytic induction in business and management
(Markus, 1983). Markus tested three theories of resistance to management information
systems with data from an in-depth case study. The first theory holds that resistance 1s
caused by people - resistance is people-determined. The second theory holds that resis-
tance s caused by the technology - resistance Is systems-determined. The third theory
holds that resistance is caused by the interaction of the people with the system. The case
study data illustrate the superiority of the interaction theory (Markus, 1983).

Series of Events

Another way to analyse qualitative data Is to list a series of events, An event listing is
a series of events organized by chronological time perlods.

The events can possibly be sorted into categories. Some events occur before others and
are connected. The events can be described In narrative form and/or summarized in a
table or flow chart (Miles & Huberman, 1994).

Table 13.1 is an example of a series of events listed in tabular form. The table appears
in an article that discusses company strategy and its relationship to the implementation
of enterprise resource planning (ERP) systems. The table summarizes some of the major
events that occurred in a particular company over a ten-year period (events that were
related to changes in senior managers and strategy). As can be seen, the events are listed
in chronological order. Each of the rows summarizes what happened. A more detailed
narrative of the events is included in the article (Lee & Myers, 2004).

Table 131 Series of events (adapted from Lee & Myers, 2004)

Dl Events

1860 SEKTOR group of companies formed with Billy Wilton as chiel executive

1991-3 CamCo, MaxCo, and Xenon managed as independent business units. All
business units are seen as production arms of SEKTOR

1593 Stark formed from the merger of CamCo, MaxCa, and Xenon. David Callon

becomes general manager of Stark
Movement to develop a single corporate identity beging
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Table 131  (Continued)

Date Evants

1-993-11'&:! 1998 Stark seen as the marketing arm of SEKTOR group
1994 Strategic Information Technology Praject starts
1895 ERAP project starts

1998 ERF system goes live

1908 Gene Romm becomes general managel]of Stark

A clearer separation of businesses is espoused, Le. disintegration
TeES-presant Stark seen as a production arm of SEKTOR

Critical Incidents

The critical incident approach involves asking people to discuss events or inci-
dents that are deemed by the researcher to be extremely important and pertinent to
the research (Miles & Huberman, 1994). It is, in effect, a shorter form of the "series of
events’ approach. The critical incident approach ‘provides a systematic means for gather-
ing the significances others attach to events, analyzing the emerging patterns and laying
out tentative conclusions for the reader's consideration’ (Kain, 2004: 85). Often, these
incidents are then analysed together to see if there are commonalities between them.
Although the critical incident technigue has strong positivist roots, it can be used with
interpretive research as well (Kain, 2004).

Ewvents can also be states. For example, 2 manager might become alarmed at the down-
turn in sales in a particular region. This might be deemed a critical incident by the
researcher.

Hermeneutics

Another way to analyse qualitative data is to use hermeneutics. Hermeneutics can be
treated as both an underlying philosophy and a specific approach to qualitative data
analysis (Bleicher, 1980). The following discussion Is concerned with using hermeneutics
as a specific approach to qualitative data analysis.

Hermeneutics suggests a way of understanding textual data. It Is primarily concerned
with the meaning of a text or text-analogue (an example of a text-analogue is an organi-
zation, which the researcher comes to understand through text or pictures). The basic
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questlon In hermeneutics is: what is the meaning of this text (Radnitzky, 1970: 2007
Hermeneutlcs Is particularly useful if the text appears to be confusing or contradictory.

One of the key concepts in hermeneutics is the idea of the hermencutic cirele.
The hermeneutic circle refers to the dialectic between the understanding of the text as
a whole and the Interpretation of its parts, In which descriptions are guided by antici-
pated explanations (Gadamer, 1976a). The key idea is that the Interpreter of a text has to
constantly move from the whole to the part and back again to the whole. For example,
if you decide to read a book, you usually look at the title and author first. If the author
is John Grisham, then you already hawve an idea before you even open the cover as to
what the book might be about. You are probably thinking or expecting that the book Is
likely to be a crime fiction or a legal thriller. Then once you start reading the book your
anticipations are conflrmed. If, however, you find yourself getting confused by the detail
at some stage, then you might try to see the big picture again (e.g. by looking at the con-
tents page). Hermeneutics suggests that we are constantly interpreting texts by moving
from the whole to the pant and back to the whole again, often without even realizing it.

Ricoeur (1974) suggests that: ‘Interpretation . . . is the work of thought which consists
in deciphering the hidden meaning in the apparent meaning, in unfolding the levels of
meaning implied in the literal meaning’ {p. xiv).

If hermeneutic analysis were to be used in business and management, the object
of the interpretive effort could become one of attempting to make sense of a com-
pany as a text-analogue. In a company, the different stakeholders can have confused,
incomplete, cloudy and contradictory views on many issues. The alm of the herme-
neutlc analysis could be one of trylng to make sense of the whole and the relationship
between the people and the company. The use of hermeneutics is discussed in more
detail in Chapter 14,

Hermeneutics and Consumer Stories

I the field of marketing, Thompson (1997) uses hermeneutics to develop insights into
consumer stories. He interprets the stories that consumers tell about products, services,
brand images and shopping, He suggests that hermeneutics can bring consumer sto-
ries to life, revealing the rich texture of their self-identities and lifeworld contexts. For
example, he shows how someone’s personal history can influence their consumption. In
ona case, a mother decided not to buy a particular car - even though it was significantly
cheaper - because it was difficult to manage both the children and opening the doors.
at the same time. This one design feature figured prominently In her consumer narrative.
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Semiotics

Semiotics is primarity concerned with the analysis of signs and symbaols and thelr mean-
ing. A sign or symbol is something that can stand for something else. According to Eco
(1878}, ‘semiotics is concerned with everything that can be taken as a sign’ (p. 7). This
broad definition means that words, images and objects can all be studied as signs, as
hong as they have been recorded in some way and can be studied (e.q. in writing or on
video).

There are various kinds of semiotics, although there are two main semiotic tradi-
tions. The European tradilion is based on the work of Saussure whareas the American
tradition is largely based on the work of Peirce. Saussure was concernad with the role
of signs as part of social life whereas Peirce was more interested in a more abstract
‘formal doctrine of signs’.

Chandler (2008) says that:

Contemporary semiolicians study signs not in isolation but as part of semiotic
‘sign systems’ (such as a medium or genre). They study how meanings are made:
as such, being concerned not only with communication but also with the con-
struction and maintenance of reality.

In business and management, the greatest use of semiotics has been in marketing,
consumer research and informaltion systems. This is because of the pervasiveness of
signs in marketing commumnications (e.g. brand names, logos and advertising) and the
importance of ‘information’ in information systems.

The use of semiotics is discussed in more detail in Chapter 15.

Content Analysis

Payne & Payne (2004) say that content analysis ‘seeks to demonstrate the meaning of
written or visual sources (like newspapers and advertisements) by systematically allocat-
ing their content to pre-determined, detailed categories and then both quantifying and
interpreting the outcomes’ (p. 51).

KErippendorff (1980) defines content analysis as ‘a research technique for making
replicable and valid references from data to their contexts’ (p. Z1). The researcher
searches for structures and patterned regularities in the text and makes inferences on
the basis of these regularities.,

To do this, the researcher first develops a set of categories of words and phrases. These
codes are then applied to units of text. Once the texts have been coded, varlous statistical
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techniques can be applied. Content analysis is thus, in effect, a quantitative method of
analysing the content of qualitative data (documents, pictures and videos).
McMabb (2002) comments that:

The main advantage of content analysis is that it provides the researcher with a struc-
tured method for guantifying the contents of a gualitative or interpretive text, and does 3o
in a simple, clear, and easily repeatable format. Its main disadvantage is that it contains a
built-in bias of isclating bits of information from their context. Thus the contextual mean-
ing is often lost or, at the least, made problematic. (p. 414)

Content analysis is thus most useful when the meaning of the text is relatively stralght-
forward and obvious (McMNabb, 2002). It is useful for looking at frequencies of words and
their change in frequency over time. [t can be used for analysing historical trends, e.g.
mention of the Internet in marketing magazines over the last ten years. It can also be
used to analyse interview texts, e.g. counting the use of brand names.

Conversation Analysis

Conversation analysis looks at the use of language by people as a type of action, or
a5 a skilled accomplishment by competent actors. A key concept within conversatlon
analysis 1s the Idea of the speaking turm. The principle of turn-taking in speech is claimed
to be a universal feature of all conversations.

LUnlike written documents, verbal conversations tend to be informal, semi-structured
and ungrammatical. Often the topic can change in an instant, leaving the previous topic
of conversation hanging or unfinished. Conversation analysis is useful for analysing the
change in meanings that can cccur during verbal communications.

Hence, unlike content analysis, which tends to assume that the meaning of words is
relatively straightforward, conversation analysis does not presume the existence of fixed
meanings in words and idioms. Rather, it assumes that the meanings are shaped in the
context of the exchange. To understand and explain these meanings, the researcher has
to immerse him- or herself in the verbal Interactions (Klein & Truex, 1995) that have
been previously tape-recorded.

Discourse Analysis

Discourse analysis looks at the way texts are constructed and 1s concerned with the
soclal contexts within which the text Is embedded. The word ‘discourse’ refers to
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communication that goes back and forth, like an argument or debate. All language
can be treated as a soclal interaction (there is always a speakerfwriter and listener/
reader), but discourse analysis focuses mostly on language in use - the use of natu-
rally occurring language in speech and/or written text. Hence, discourse analysis is
concerned with actual instances of language as used in communication.

Johnstone (2002) says:

The basic question a discourse analyst asks is: Why is this text the way it is? Why is it not
another way? Why are these particular words in this particular order? (p. 8)

Although there are many different kinds of discourse analysis, many researchers using
discourse analysis tend to focus on ‘language games'. A language game refers to a well-
defined unit of interaction consisting of a sequence of verbal moves in which turns of
phrases, the use of metaphor and allegory all play an important part. Discourse analysis
encourages multiple readings and interpretations of a text (Klein & Truex, 1995).

Gill (2000) says there are three broad traditions of discourse analysis. The first is
known as critical linguistics, social serniotics or critical language studies. The second
is influenced by speech-act theory, ethnomethodology and conversation analysis. The
third tradition is associated with poststructuralism, perhaps the most well-known being
the work of Michel Foucault (Gill, 2000).

Narrative Analysis

Marrative is defined by the Concise Oxford English Dictionary as *a spoken or written
account of connected events; a story’ (Soanes & Stevenson, 2004). Traditionally a narra-
tive requires a plot as well as some coherence. It has a linear structure, with a beginning,
middle and end. Narrative analysis Is a qualitative approach to the Interpretation and
analysis of qualitative data,

There are many kinds of narrative analysis. In an oral narrative, for instance, the nar-
rative is a record of events that are seen as significant by one person (the narrator). Other
narratives describe significant events in the life of an organization. Harvard case studies
fit into this category, as they have a plot with a more or less obvious ending. Business
students are expecied to figure out the moral of the story. At the other extreme are post-
modern ‘ante-narratives’. Ante-narrative analysis tends to reject 'grand narratives’ as single
voiced, instead looking at the fragments of multiple stories. Eoje (2001) provides an excel-
lent discussion of the many different kinds of postmodern narrative analysis approaches
and their application to qualitative research in organizations and management.
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Metaphorical Analysis

A metaphor Is the application of a name or descriptive term or phrase to an object or
action te which it is not literally applicable (e.g. a window in Windows 10). Metaphors
do not appear In isolation but are part of larger meaningful strictures.

Metaphoricel analysis ‘allows a systematic reflection of the metaphors In which,
and through which, we perceive, speak, think, and act’ (Schmitt, 2005: 369).

Schmitt says that the first step in metaphorical analysls Is to ldentlfy the metaphors
contained in the text. A metaphor can be determined when:

a. A word or phrase, strictly-speaking, can be understood beyond the literal meaning in
the context of what is being said; and

b, The literal meaning stems from an area of physical or cultural experience (source area)

c.  which, however, is - in this context — transferred to a second, often abstract, area (target
area). (Schmitt, 2005: 384)

The second step invelves sorting the metaphorlcal idioms and clustering them under a
smaller number of concepts.

Koller (2004) discusses the use of metapheorical analysis to study business media such
as the Fimancial Times and Business Week. She looked at metaphor frequency in four
sample texts, then looked at the metaphor scenarlo (the scenario within which the meta-
phor was used), This was followed by describing metaphoric chains within the texts.
Metaphoric chains elaborate and extend the use of a metaphor (Koller, 2004).

Analysing Social Media and Big Daia

There Is a huge amount of data avallable on soclal media sites such as Twitter, Facebook
and Reddit. Most of this big data Is unstructured text in the public domain and hence
readily available to researchers for analysis. Quantitative researchers tend to focus on
data items such as message counts, messages downloaded, friend counts, number of
posts and so forth, They might use sentiment analysis to find out what people think
about a particular topic, e.g. consumers’ opinion about whether they ‘like’ a particular
brand, or they might analyse such things as the statistical relationships between the
users of Twitter and their information sharing behaviour (Shi et al., 2014).

However, the sheer volume of data is potentlally problematic for qualitative research-
ers. For example, there are more than 500 million tweets per day on Twitter. In one
research project the authors collected a total of 1,915,429 wweets from 50,778 Twitter
users on their chosen topic in just two months (Oh et al., 2015). Another problem
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relates to the authenticity of the data, Since many people using soclal media might use
a pseudonym or be anonymous, It might be difficult, If not impossible, to determine
the identity of the author. There are many other challénges in using social media in
qualitative studies, some of which concern ethics (McKenna et al., 2017).

To solve the problem of too much data, you need to find some way of reducing
the data set to a manageable size for analysis. In a research project that I was involved
with, we filtered the data by focusing only on the text that we considered important for
answering our research question. Since we were interested in key events, we wanted to
analyse only the text that was posted at specific points in time, Therefore we performed
a keyword search and filtered the text by time stamp. The net result is that we were
able to reduce 128,773 discussion posts to 405 posts which we considered to be useful
for answering our main research question, We then used two qualitative data analysis
software tools to analyse the data, NVive and Leximancer (McKenna et al,, 2017). 1
discuss the use of gualitative data analysis software tools below.

13.3 WHICH QUALITATIVE DATA ANALYSIS APPROACH?

For the novice qualitative researcher, the sheer number of alternative approaches to qual-
itative data analysis might seem bewildering. All of them are concerned with qualitative
data such as documents, pictures or videos, but each approach has a slightly different
focus. Some approaches are quite similar, whereas others are completely different and
might even have underlying assumptions which are opposed.

My personal view is that there is no such thing as one approach that is better than
all the others. Rather, each approach has its advantages and disadvantages. Hence, in
choosing a particular way to analyse your data, | suggest some of your considerations
should be as follows:

1. Doyou find the approach interesting?

2. s the approach reasonably consistent with your own philosophical assumptions about

knowledge and reality?

Is the approach reasonably consistent with the research method you employed?

Have you gathered the right quantity and quality of data for the particular qualitative

data analysis method?

5. Do you have a supervisor or soma other faculty member who can provide advice and
gusdance on the use of your preferred approach?

Lo

The first consideration is perhaps the most important of all = do you find your proposed
approach to qualitative data analysis interesting? If you find a particular approach boring,
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then it is unlikely that you will do a good job of qualitative data analysis. You need to
choose an approach that you find intellectually stimulating.

The second consideration suggests that if you are a positivist researcher, then some-
thing like content analysis or analytic induction might be consistent with your own
philosophical assumptions. If you are an interpretive résearcher, then something like
hermeneutics, semiotics or narrative analysis might be more appropriate. A critical
researcher might choose discourse analysis or some form of ante-narrative,

The third consideration asks you to check that your approach to qualitative data
analysis is consistent with your research method. For example, If you used grounded
theory, then it might be best to continue to use some kind of coding rather than try to
use something like hermeneutics or discourse analysis.

The fourth consideration looks at the data you have gathered. If you have transcripts
of tape-recorded conversations, then conversation analysis might be a good cholce. On
the other hand, if you do not have tapes of any conversations, then obwviously conversa-
tion analysis 1s out of the question.

The fifth consideration is very Important if you are writing up a thesis for a research
Master's or PhD. You will need good advice on the appropriate use of a particular
approach. By appropriate, | mean using it in the way in which it is normally used within
your own discipline. In the final analysls, your examiners will assess your thesls based
on their own experience of acceptable use within a particular tradition. Advice on what
qualifies as appropriate or acceptable 1n your discipline is what an experienced supervi-
sor should be able to give, so that you can navigate the examination process successfully.
The worst outcome is one where your examiners are unqualified to examine your work,
L.e. they do not have the skills or the experlence in the approach you have used, In this
case you will run the risk of fallure. It is a bit late to complain about the unfairness of the
examination process after It has raken place; hence, it is much better to ensure you have
the appropriate guidance early on.

13.4 USE OF QUALITATIVE DATA ANALYSIS SOFTWARE

The simplest tools that qualitative researchers can use to analyse their data include a
pen, paper and a highlighter pen. However, most qualitative researchers these days use
quite a few computer software applications to help them with their research. This usu-
ally Includes, at a minimum, Microsoft Word (or some other word-processing software)
to write up thelr notes and thelr transcriptions of interviews, and to help in the writing
and editing of a thesis, papers and/or books, Some people also used Microsoft Excel to
do their coding. Additionally, many people use a bibliographic software package such as
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EndNote, ProCite or Mendeley. If vou are writing a thesis or many papers, this kind of
software can save you a lot of time in managing your references (e.g. by automatically
reformatting them for a different journal style).

As well as word-processing and bibliographic software, a majority of qualitative
researchers probably also use email, a search engine on the Intemnet (such as Google
Scholar) and their own internal university systems for library access. In my own case,
although 1 still receive the print version of many jowrmals (as a member of an association
or as an editorial board member), I find that | rarely consult the hard copy any more.
I find it so much easier and quicker to access the electronic version of an article in a
journal in one of the bibliographic databases (such as ABlfInform) that are available in
my own university library. One advantage of these online databases is that 1 am able
to access them from home or when | am overseas. | have also for some time now used
Mendeley (a software application available on the PC, Mac, iPad, etc,) to store PDF ver-
sions of articles on my laptop and in the cloud.

Qualitative data analysis ((0DA) software, however, Is a different type of software
from the ones mentioned above. Sometimes known as Computer-Assisted CQualitative
Data Analysis Software ({240 1DAS), this software can be used to help with the analysis of
qualitative data. Weitzman and Miles (1995) say that QDA software can help the qualita-
tive researcher in the following ways:

# Making notes in the field, writing up or transcribing field notes

= Editing: correcting, extending or revising field notes

«  Memoing: writing reflective commentaries on some aspect of the data

« Coding: attaching keywords or tags to segments of text 1o permil later retrieval

=  Storage: keeping text in an organized database

» Search and retrieval: locating relevant segments of texis

« Datalinking’: forming categories, clusters, or networks of information

« Content analysis: counting frequencies, sequence or locations of words and phrases

« Data display: placing selected or reduced data in a condensed organized format

« Conclusion-drawing and verification: helping the interpretation of data and testing
findings

s Theory-building: developing systematic explanations of findings; testing hypotheses

« Graphic mapping: creating diagrams that depict findings or thecries

«  Preparing interim and final reports.

Although almost all QDA software packages allow you to code, search and retrieve, there
are significant differences between them. Some will allow you to import documents from
Microsoft Office whereas others will allew you to import plain text documents only.
Some will allow you to work with multimedia documents such as videos, photos or
musie whereas others will allow you to work with textual documents only.,
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Of the approximately 15 software packages that are available, the two most popular
are NVivo and Atlas/tl, NVivo is the latest version of the software from QSR International,
software which was previously known as NUD®IST (Monnumerical Unstructured Data,
providing ways of managing ideas by Indexing, Searching and Theorizing) or N6. Many
universities hawve site licences for at least one of these products. Barry (1998) provides
a useful comparison of both products; however, her review is now very dated as both
products have Improved considerably over the past decade.

Should You Use GDA Software?

If you are doing qualitative research in business and management, should you use QDA
software? My advice is as follows,

If you are using a research method and QDA approach that require you to code, search
and retrieve text, such as grounded theory or content analysis, then [ strongly recom-
mend that vou use a good QDA software package. Such a package will make the process
s0 much quicker and easier. If you are going to use social media and have thousands of
tweets or blog posts, then QDA software s absolutely essentlal.

On the other hand, if you are using a research method and a QDA approach that
is more holistic, such as hermeneutics and narrative analysis, then you may prefer
not to use QDA software. This is because a software package cannot mechanize the
kind of analysls that characterizes these approaches. Qualitative researchers using such
approaches rely mostly on their own judgement and intuition when they are analysing
their data. However, even in this case, | believe that you might find QDA software useful.
This is because you do not have to use coding with the software if you do not wish to
code. Instead, you can use the software to annotate text and/or create memos linked to
specific sections of text. Alternatively, you can use the coding capability of the software,
but think of it as marking, tagging, indexing or labelling instead (Eréaut, 2002). In other
words, you can use it for your own purposes and to suit your own style of research if you
50 choose.

Asa general rule, therefore, | recommend that almost all qualitative researchers should
consider using QDA software, However, if you use the software, you should remember
that it is enly a tool. You should also remember that it can be a temptation 1o become
too detafled in your analysis simply because the software allows you to do so. [ have
found this to be especially the case with more Inexperlenced researchers. The danger is
that you will become too bogged down In the detail (e.g. coding) and not see the big
picture. However, if you have a clear ldea beforehand of what kind of analysis you plan
to do, then you should be able to avoid this trap and use the software appropriately.
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13.5 EXAMPLES OF ANALYSING QUALITATIVE DATA
1. Codes, Themes and Clusters

Gendron & Spira (2009) conducted a set of seml-structured interviews with former mem-
bers of Arthur Andersen, These former members of the firm were asked to reflect on the
collapse of their firm. The purpose of their study was to Improve our understanding of
the construction of controllability boundaries surrounding the financial audit function.

The authors say that ‘micre levels of analysis matter In developing a better under-
standing of the ways in which control Is experienced, practiced, acted-on, and resisted
in contemporary society’ (p. 991). The way the authors analysed their data reflects this
attention to detail at the micro-level.

First, the authors extensively read the transcripts of the intenviews. Second, they
systematically coded every paragraph in which issues of eontrol and regulation were
discussed. Third, for each transcript, the coded sections were copied into an interviewee-
based thematic matrix. Each interviewee-based thematic matrix ended with a summary
narrative. This thematic matrix for each interviewee helped to display the data in a com-
pressed and ordered form. Throughout this process the authors frequently compared
thematic matrices to ensure analytical consistency.

Kev commonalities were found as a result of this process of analysis. For example,
they found that almost all interviewees believe that financial auditing is controllable
through the deployment of organizational or regulatory controls. However, their analy-
sis also suggests that governance within accounting firms Is problematic (Gendron &
Spira, 2009).

2. Using QDA Software to Analyse Blogs

Silva et al. (2009) used NVivo, a QDA software package, to help them analyse their
data. The purpose of their study was to explore the soclal processes and mechanisms
that provide identity and cohesion to community blogs. The community blog they
studied has more than 30,000 registered members who are able to post a topic and/or
comment on different posts. These posts are then read by approximately 150 million
people every day.

Given the huge amount of data, the authors first selected a sample of posts about tech-
nology, politics, education, entertainment and news. Second, they erganized and coded
the data from these posts using NVivo. The software allows the threads to be organ-
ized by vear and month, and hence the authors could look at the data chronologically.
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They coded their data using their Communities of Practice theoretical framework as a
gulde. Third, the authors used NVivo for data analysis. As the texts were read and inter-
preted, new themes appeared. Once all of the data were classified in NVivo, the authors
were able to identify general patterns that depicted the mechanisms and soclal processes
in community blogs.

The authors® findings suggest that certaln practices bring about cohesion in a com-
munity blog. These practices are explicit membership ground rules, moderator présence,
profile information availability, ‘net-etiquette’, tacit warrants for discerning pertinent
posts and deploying specific technigues of discipline (Silva et al., 2009).

3. Discourse Analysis: Changing Gender Domination
in the Big Four

Kornberger et al. (2010) used discourse analysis in their study of an initiative to pro-
mote gender equality in one of the Big Four accounting firms. The authors conducted
fieldwork in this organization and obtained their data via observation, participant obser-
vation and interviews with a variety of organizational members.

The authors used discourse analysis to investigate the power effects of language.
Through a continuous reading and re-reading of their data, they found ambiguity and
contradiction in comments related to gender: 'Frequently our interviewees seemed
unable to articulate coherently thelr impression of the flexibility program (to improve
gender equality) and its impacts. Ultimately we concluded that this ineoherence was one
of the particularly interesting features of our data’ {p. 779).

The authors found that gender inequality was framed as a problem relating to
women rather than an outcome of interaction and soclal organizatlion. Rather than
changing structures and practices in this Big Four firm, the solution to gender inequal-
ity was seen rather simplistically as a numbers game (counting how many women
were promoted). The authors concluded that the initiative to promote gender equality
ended up having the opposite effect of that intended and simply reinforced the status
quo (Kornberger et al., 2010).

4, Critical Discourse Analysis of Strategy Work

Mantere & Vaara (2008) used critical discourse analysis to interpret their qualitative data.
The purpose of thelr study was to better understand why strategy processes in organi-
zations often involve participation problems. They wanted to find out what kinds of
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discourses impede or promote participation in strategy work. The authors conducted
empirical work in 12 professional organizations.

The analysis of their data took place in four stages, First, they used interview data
and document analysis to map out the key characteristics of the strategy processes for
each erganization. Second, they examined case-specific discourses focusing on how
strategy processes were understood and which roles organizational members were
assigned in these processes. Third, they coded and analysed the interview material
and examined patterns across cases. They were able to perform discursive mapping of
six discourses in each case and their relationship to each other. Fourth, the authors
focused more closely on the six discourses, identifying and analysing specific examples
in more detail. This enabled the authors te better understand how particular concep-
tions of strategy work and the role of specific actors in it were discursively constructed
and legitimized.

The authors concluded by saying that ‘genuine widespread participation requires
reconsideration of the ways in which we all think and talk about strategy’ (Mantere &
Vaara, 2008: 356).

5. Narrative Analysis in Accounting

Davie (2005) examined the role of accounting in the financial restructuring of the Fijian
timber industry. She told the story of a recently corporatized state-owned enterprise in
Fiji, namely Fiji Pine Limited (FPL).

The research method used was that of ethnography. Her data were collected via obser-
vation (in ethnic Fijlan villages), attending meetings, interviews and archival records.
Her ethnographic research was oriented towards studying accounting’s role in institu-
tionalized patterns of discrimination in affirmative-action initiatives. She analysed her
data and told her story using narrative analysis.

Davie's main topic is the attempt to give preference to indigenous Fijians in the Fijlan
timber industry. The financial restructuring of the pine industry was part of the affirma-
tive-action policy of the Fijlan government.

Her story reveals how accounting/finance expertise enabled a highly sensitive and
controversial political issue of indigenous preferencing to be hidden under a veneer
of acceptable calculations. She said her research shows how accounting can become
aligned with racially discriminatory development policies (in this case, favouring the
indigenous Fijians). Her conclusion was that accounting is not in itself racist, but it can
become racist through the context in which it is practised (Davie, 2005).
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Exercises @

1. The following is a simple coding exercise:

First, choose an article from a newspaper (about one page long) or a
transcript of an interview (if you have onea).

Second, develop an initial enderstanding of the content of the text,

Third, try breaking the text down into meaningful segments. Create some
codes to summarize and label the content (perhaps ene for each sentence).
Fourth, write some brief memos about the content. What is the text about?
Lastly, summarize what vou have learnt from the text. What insights have you
gained?

2. If you conducted an interview earlier (e as one of the exercises for Chapter 10),
analyse the text using ona or more of the guaktative data analysis approaches
mantioned in this chapter.

Further Reading

Books

= Johnstone (2018) provides a good overview of discourse analysis, as does Boje (2001) I_.I_]
of narrative analysis,
«  Although the book by Weitzman & Miles (1995) is now quite old, it is still one of the best
in terms of providing criteria for evaluating qualitative data analysis software. However,
while it is useful in terms of suggesting what to look for, | would not actually use its
analysis of the various software packages, as the software has changed significantly
aver the past decade,

Webhsites

Here are quite a few useful websites on gualitative data analysis:

« ‘Semiotics for Beginners' by Daniel Chandler provides a very good overview of semiot-
ics concepts at httpfvisual-memory.couk/daniel/Documents/ S48/
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«  Stel Slembrouck's site ‘'What Is Meant by Discourse Analysis?' is a very useful overview |
at wwwumsledu/-wilmarthp/mrpc-web-resources/discourse-analysis. pdl

«  Narrathe Psychology is an excellent resource on narrative and related areas at hitp.ifiweb,
lemoyne.edu/-hevemn/narpsych/narpsych.htmi

» James Drisko has a few pages on qualitative data analysis software packages at hittps:/
sophia.smith.edu/-jdrisko/qdasoftwhim

To access these links, as well as additional suggestions for further reading online, visit
https:f/fstudy.sagepub.com/myers3e.
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HERMENEUTICS

Learning Outcomes

By the end of this chapler, you will be able te:

| = Understand the purpose of using hermeneutics

| = Appreciate some of the fundamental concepts of hermeneutics

|+ Distinguish between varicus approaches to using hermeneutics

| = Be more confident in using hermeneutics

| =« Recognire the advantages and disadvantages of using hermenaulics
+  See how hermeneutics has been used In business and management

| AR R L)

14.1 INTRODUCTION

As we saw in the previous chapter, hermeneutics is one approach to analysing and Inter-
preting qualitative data. This chapter discusses hermeneutics in more depth so that you
can appreciate some of the fundamental hermeneutic concepts and become more confi-
dent In using hermeneutics in your own research work.

Hermeneutics focuses primarily on the meaning of qualitative data, especially textual
data. In a qualitative study such as a case study or ethnography, the researcher gath-
ers much textual data. Case study notes, interviews, documents and field notes record
the views of the actors in an organization and describe certain events and so on. Once
this material is gathered, the researcher then has the task of ordering, interpreting and
explaining it in order to make some sense of it.

Hermeneutics provides a set of concepts to help qualitative researchers analyse their
data; these concepts can help a researcher to interpret and understand the meaning of



228 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMEMNT

@ text or multiple texts. The hermeneutic concepts are particularly useful in situations
where there are contradictory interprelations of erganizational issues and events (&.g.
why a certain system was a failure). Hermeneutics 15 an approach that lends Itself to
in-depth analyses of social and organizational situations in management and business.

The main purpose of hermeneutics is human understanding: understanding what
people say and do and why. The hermeneutic effort consists of an attempt to make clear,
or to make sense of, an abject of study.

Hermeneutic philosophy was originally eoncemed with the interpretation of the Bible
and other sacred texts. In the twentieth century, however, hermeneutlcs was taken up by
social philosophers and applied not just to written texts, but also te the interpretation of
speech and actions (Myers, 2004). Social philosophers such as Gadamer, Habermas and
Ricoeur looked at how the interpretive technigues of hermeneutics could be applied in
the social sciences (Mueller-Vollmer, 1988; Palmer, 1969),

Hermeneutic philosophy has also been wsed by sociologists and cultural anthropolo-
gists (Agar, 1986; Geertz, 1973). In this case, culture is treated like a text that needs to
be interpreted and understood (Frost et al., 1985). The qualitative researcher seeks to
discover the meaning of actions or statements in their social and organizational contexts
(Bryman, 1989; Myers, 2004).

As an approach to meaning analysis, hermeneutics has been used to analyse gualita-
tive data in various business disciplines (Arnold & Fischer, 1994; Lee, 1994; Myers, 2004).
In information systemns research, for example, the subject of organizational discourse
about information technology has become an important theme (Wynn et al,, 2002).
Hermeneutics has been used to help us understand how information is Interpreted and
how information systems are used (Boland, 1991). Hermeneutics has also been used
to help us understand the information systems development process (Boland & Day,
1989) and the impact of infoermation technology In scclal and crganizational con-
texts (Lee, 1994; Myers, 1994). In marketing, hermeneutics has been used in consumer
research to study the meaning of advertising for consumers (Ritson & Elliott, 1999). In
organization studies, Gopinath & Prasad (2012) used hermeneutics to challenge the con-
ventional understanding and interpretation of a particular event, namely Coca-Cola's
exit from India in the 1970s. While most previous researchers had blamed the protec-
tionist policies In India for Coca-Cola's demise, their hermeneutic analysis, focusing
on the wider macre-economic and historical context, suggests that the company lost a
valuable opportunity due to its own inflexible policies. As another example, Robinson
& Kerr (2009) used critical hermeneutics to study charismatic leadership In a British
organization. Although charismatic leadership is usually associated with positive organi-
zational change, Robinson & Kerr say that charismatic leadership and extreme leadership
episodes in organizations can lead to long-term damage.
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Hermeneutics can be very useful in the study of business and management because
it provides a way to understand how soeclally constructed systems of meaning become
accepted (legitimate) or challenged (Myers, 2016). As Phillips & Brown (1993) explain,
any act of communication that attempts to change or reinforce the interpretive frame-
works of the organizational actors is potentially a subject for hermeneutic an,ai}rsls,

The purpose of using hermeneutics is to ald human understanding: it helps the gualitative
researcher in business and management to understand what pecple say and do and why.

Hermeneutics Defined

Hermeneutics can be treated as both an underlying philosophy and a specific mode
of analysis (Bleicher, 1980). As a philosophical approach to human understanding, it
provides the philosophical grounding for interpretivism (Klein & Myers, 1999; Myers,
1997b). As a mode of analysis, it is an approach to qualitative data analysis. This chapter
is concerned primarily with using hermeneutics as an approach to analysing and inter-
preting qualitative data. Used in this way, it helps a qualitative researcher to understand
and interpret the meaning of a text or text-analogue,
Taylar (1976) says that

Interpretation, in the sense relevant to hermeneutics, is an attempt to make clear, tomake
sense of an object of study. This object must, therefore, be a text, or a text-analogue,
which in some way is confused, incomplete, cloudy, seemingly contradictory -
in one way or another, unclear. The interpretation aims to bring to light an underlying
coherence or sense. (p. 153)

The concept of ‘text-analogue’ refers to anything that can be treated as a text, such as an
organization or a culture. Texts include not just written documents, but also conversa-
tions and even non-verbal communications such as gestures or facial expressions (Dlesing,
1991}, The hermeneutic task consists of understanding what a particular text means.

For example, let us assume the following scenario. Say that a marketing researcher,
Sally, decides to conduct case study research related to marketing strategy in a com-
pany. Sally gathers as much data as possible related to the company’s marketing strategy.
These data include public documents such as the annual report, published statements in
newspapers by the CEO and Internal company documents. Once she starts interviewing
people, Sally finds that the story Is not as clear as the public documents imply. She finds
that the marketing director has a different view of the company's marketing strategy
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from that of the chief financial afficer. The more she talks to people, the more versions
of the marketing strategy she gets. Eventually, after doing more In-depth research, Sally
comes to the realization that the officlal marketing strategy as published In the annual
report and other official company documents bears little relation to what the company
actually does. For instance, the company says on its website and in its annual report that
customers are its first priority, but then customers have an average walt time of 12 minutes
for their calls to be answered by the call centre.

In this scenario, the organization can be treated as a text that s confused, incomplete,
cloudy, seemingly contradictory — In one way or another, unclear (Taylor, 1976: 153). At
the conclusion of the data-gathering phase of the research, Sally ends up with hundreds
of pages of text (including diagrams, computer data, audiotapes of interviews, etc.). In
a sense, there might be hundreds, if not thousands, of subtexts (such as Intendews with
particular people). Now Sally needs to organize, sort and edit all this text so that she can
write her thesis. Hermeneutics helps a researcher to interpret the text so that it makes
sense. It helps the researcher to produce a story that is believable.

4.2 HERMENEUTIC CONCEPTS

Hermeneutics provides a set of concepts that help a researcher to understand a text,
These concepts will now be described.

Historicity

One fundamental concept In hermeneutic philosophy is that of historicity.
Wachterhauser (1986) describes the concept of histericity as follows:

'Historicity’ does not refer to the incontestable but obvious fact that we live out our lives
in time. It refers instead to the thesis that who we are is through and through histori-
cal. This conceplt refers to the claim that the relation between being human and finding
oursetves in particular historical circumstances is not accidental but rather essential or
‘ontological’. This means that what we are cannot be reduced 10 a noumenal, a historical
core such as a transcendental ego or, more broadly, a human nature that is the same in all
historical circumstances, Rather, who we are is a function of the historical circumstances
and community that we find curselves in, the historical language we spaak, the histori-
cally evolving habits and practice we appropriate, the temporally conditioned choices
wie maki . . . In short, hermeneutics defends the ontological claim that hurman beings are
their history. (p. 7)




HERMEMEUTICS i

This implies that our understanding of ourselves and others in business organizations
occurs In an historical context where our ‘historically informed present informs our
interpretation of any topic or subject’ (Myers, 2004: 106). Understanding a phenomenon
means being able to talk about it with others in a community (Wachterhauser, 1986).

To illustrate the applicability of this concept, let us return to our scenario of Sally
doing case study research on marketing strategy. She finds that, for the past 12 months,
both the revenue and profits of the company have been down. She also finds that the
chief financial officer appears to have much more influence over the CEO than the mar-
keting director. Two to three years ago, however, when both revenues and profits were
growing, it appears that the marketing director had more influence.

Mow we see that the current mismatch of the strategy with action appears to be a result
of historical clrcumstances. Perhaps the strategy, as described in officlal company doeu-
ments, was developed a few years ago; perhaps the strategy correctly described senior
management's intention at that time. However, with the downturn, the chief financial
officer has Insisted on cost-cutting and some redundancies to keep the company in good
financial health. That is his job.

Hence the concept of historicity suggests that the qualitative researcher needs to be
aware of the historical context of the people and the phenomenon being studled. This context
needs tobe madeexplicit and should help to make sense of thestory. This kind of analysis would
be much easier If some longitudinal data were collected during the data-gathering phase.

The Hermeneutic Circle

Another fundamental concept in hermeneutic philosophy is that of the hermeneutic
circle. The ldea of a hermeneutic circle refers to the dialectic between the understanding
of the text as a whole and the interpretation of its parts, in which descriptions are guided
by anticipated explanations. As Gadamer (1976a) explains:

it ks a circular relationship . . . The anticipation of meaning in which the whole is envis-
aged becomes axplicit understanding in that the parts, that are determined by the whole,
themselves also determine this whole. (p. 117)

To explain the concept of the hermeneutic circle, Klein & Myers (1999) relate Gadamer's
example of how we are to translate the meaning of a sentence into a foreign language:

As a case in question, consider the sentence 'they ara playing football’. In order to
understand the individual parts of the sentence (i.e. whether football is a round ball, an
egg-shaped ball or no ball at all), we must attempt to understand the meaning of the
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senlence as a whole. The process of interpretation moves from a precursory under-
standing of the parts to the whole and from a global understanding of the whole context
back to an improved understanding of each part, i.e. the meanings of the words. The
sentence as a whole in turn is a part of some larger context. If from this context it is
clear that nobady is engaged in sport at all, then we can conclude that the meaning of
‘they are playing football' must be metaphorical. To apply the metaphor, one needs to
interpret ‘feotball’ as an issus which is contested which in turn involves a new under-
standing of the meaning of the term ‘playing’ as involving something abstract which is
being 'thrown or kicked around.’ Also, ‘playing’ no longer means physical movement on
a grassy field, (p. T1)

Thus the movement of understanding is constantly from the whole to the part and back
to the whole.

The idea of the hermeneutic circle can be applied not just to texts, but also to any
text-analogue.

To illustrate this concept, let us return to Sally doing her case study research on an
organization. As | have said, the organization itself can be treated as a kind of text.
Sally starts by gaining some general knowledge about the organization {the whole). This
might involve reading some annual reports, newspaper reports and any other publicly
available information (the parts). After doing this, Sally then might interview specific
people within the organization about certain subjects or events. As more Interviews
are conducted and as more information Is gathered, she understands more about the
organization as a whole and how the various parts fit together. She will gain a better
understanding of why things are the way they are. The moverment of understanding °is
constantly from the whole to the part and back to the whole'.

However, as we have seen, her research might also reveal some apparent absurdities or
contradictions. The company's marketing strategy says one thing, but the actions of the
ofganization suggest something else. As more people from different parts and functions
of the organization are interviewed, some contradictions and differences of opinion
emerge. There may be differences of opinion as to why a certain event happened (e.g.
why the advertising firm in charge of the advertising campaign was fired). In this case,
the hermeneutic process should continue until the apparent absurdities, contradictions
and oppositions in the organization no longer appear strange but make sense. From the
perspective of a qualitative researcher, the fieldwork Is not complete until all the appar-
ent contradictions are resolved — at least in the researcher’s mind (Myers, 2004).

We can see that the concept of the hermeneutic circle suggests that we have an expec-
tation of meaning from the context of what has gone before. Hermeneutics suggests that
we come o understand a complex whole from preconceptions about the meanings of its
parts and their interrelationships.
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Ricoeur (1974) defines interpretation as ‘the work of thought which consists in

deciphering the hidden meaning in the apparent meaning, in unfolding the levels of
meaning implied in the literal meaning’ (p. 13).

This task of unfolding the levels of meaning 15 at the heart of hermeneutics. The
goal of interpretation Is "to produce a reading of the text that fits all important

detalls into a consistent, coherent message, one that fits coherently Into the context’
(Diesing, 1991: 110).

Prejudice

Another concept that is essential to hermeneutics is that of ‘prejudice’. Hermeneutics
suggests that ‘prejudice’, pre-judgement or prior knowledge plays an important part in
our understanding. The basic idea is that our attempt to understand a text always involves
some prior knowledge or expectation of what the text is about. In fact we cannot even
begin to understand a text unless we have some understanding of the language in which
it Is written. Understanding a language involves, at a minimum, prior knowledge of the
vocabulary, rules of grammar and social conventions with regard to the appropriateness
of what should or should not be sald. Thus prior knowledge Is a prerequisite for under-
standing, even though most of this knowledge might be taclt knowledge and taken for
granted (Myers, 2004).

In positivist social science, however, ‘prejudice’ or pre-judgement Is 5een as a source
of bias and therefore a hindrance to true knowledge; objectivity, according to positivism,
is best attained if a soclal sclentist adopts a value-free position and does not let biases
interfere with his or her analysis. By contrast, hermeneutics suggests that understanding
always Involves interpretation; interpretation means using one's own preconceptions
so that the meaning of the object can become clear to us (Gadamer, 1975: 358).
Understanding is thus not merely a reproductive process, but a productive process and
interpretations will always keep changing (Myers, 2004).

Hermeneutics thus suggests that prejudice or foreknowledge Is the necessary starting
point of our understanding. The hermeneutic maxim Is: ‘no knowledge without fore-
knowledge’ (Diesing, 1991; 108), The critical task of hermeneutics then becomes one of
distinguishing between ‘true prejudices, by which we understand, from the false ones
by which we misunderstand’ (Gadamer, 1976a: 124). Of course, the suspension of our
prejudices s necessary if we are to begin to understand a text or text-analogue. But as
Gadamer points out, this does not mean that we simply set aside our prejudices. Rather,
it means that we, as researchers, must become aware of our own historicality (Gadamer,
1976a: 125). By this he means that we need to become aware of how our own views and
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blases are to a large extent determined by our own culture and personal history. Our
own ideas and personal experlence (educatlon, family situation, job, etc.) have a signifi-
cant impact on how we view the world. Of course, In many scientific experiments it Is
considered important to know how the research instrument Is ‘calibrated’. What herme-
neutics emphasizes is that in almost all kinds of social research, the research instrument
Is the researcher. Therelore it Is important to know how the researcher approached the
research (Mvers, 2004).

This awareness of the dialogue between the text and the interpreter has been brought
to the fore in contemporary hermeneutics. The earlier hermeneutie philosophers, such
as Dilthey, ignored this dialogical relationship between the text and the interpreter and
attempted to understand the objective meaning of a text in its own right,

Let us return again to the story of Sally's case study research. Sally, as a marketing
researcher, believes that a company's marketing strategy should be taken seriously. She
is disappointed that the company seems to have abandoned its marketing strategy, even
though she can understand the reasons for doing 0. She tries to be abjective in writing
up the case, but in her own mind she wishes that the marketing director had more influ-
ence with the CEO onee again. She thinks It is a bit unfair that he is being blamed for
what is, after all, a downturn in the market across the board.

Tradition

Although one might think that our prejudices are simply a matter of our own personal
preferences, Gadamer (1975, 1976b) points out that this is not so. Rather, our prejudices
are often based on tradition = the culture and customs that we have been taught, usually
with the imprint of some form of authority. Tradition, along with our own historicity,
forms the background and serves as the condition of our knowledge, However, this does
not mean that we should remain uncritical of tradition: rather, tradition is the starting
point for any understanding at all (Myers, 2016).

Autonomization and Distanciation

Two further concepts that are important in hermeneutics are those of autonomization
and distanciation (Myers, 2004). Ricoeur (1981) makes an important distinction
between verbal speech and written text. He says that the author's meaning, once it is
inscribed in a text, takes on a life of its own. This process of autonomization takes place
whenever speech is inscribed in a text: the text takes on a fixed, finite and external
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representation. This means that the text now has an autonomous, ‘ob|
independent of the author. Once something is published or in meecmre existence
it is virtually impossible to take it back. A good example of this public domain,

15 wh,
says something In an Interview with a reperter. Many times a F"D“lim:: :.- ﬁ-::{tgci:r:
something that was said or apologize for It, but after the statement is i E;t :3

impossible to take it back. Many politiclans have been forced to Mesign because of a
staternent that has taken on a life of Its own.
= c'“?i“'““ai::hi:“':“?‘ :fhlautommi:anm Is that of distanclation (Lee, 1994).
istanciation re o the inevitable
the text and its original auther on th:::::n::n:m:nﬁ:: .::u:: :nd Sy
g the text {the audi-
ence) on the other. A fundamental characteristic of a text is that it s communication
‘in and through distance’ (Ricoeur, 1991: 76). Since the text takes on a life of its own,
it becomes dissociated from the original author, the originally intended audience and
even its original meaning. Although not all hermeneutic philosophers are agreed on this
point, Ricoeur suggests that the goal of hermeneutics is not to get ‘behind’ the text, Le.
to seek to reconstruct the mind of the author or original readers. Rlcoeur says that we
can never really do this.

For example, we can never really understand what Plato was thinking when he wrote
one of his classic books of philosophy. This is impossible given the distance in time and
space between Plato and us. Neo matter how good an Imagination we have, we cannot
simply abandon our own prejudices, biases, culture and personal history (since many
of these things are taken for granted by us and they are part of our being). Rather, the
hermeneutic task is to make Plato's writings our own. The ‘text is the medium through
which we understand ourselves’ (Ricoeur, 1991: 87).

However, If we are doing qualitative research today, then this insight of Ricoeur's
should be tempered with the knowledge that we can sometimes go back and interview
the original author of a document, It Is technlcally feasible to try to fgure out what
someone was thinking at the time. Nevertheless, | believe Ricoeur's main point is still
valid: a text, even if the author is still allve, takes on a life of its own.

To return to Sally and her case study research, It has been six months since she did
the empirical part of her research. She 1s now writing the final draft of her thesis. She
finds that she is becoming much more sympathetic to the chief financial officer than
she was before. $he now realizes that the cost-cutting measures recommended by him
were indeed for the good of the company as a whole. A recent article in the business
section of the local newspaper has praised the company for reacting quickly to the
downturn, whereas the company’s competitors are now in a much worse financial
position. Sally decides to call up the chief financial officer to see if she can have one
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last interview. Unfortunately, she finds that he has left the company. Sally calls the
personal assistant of the chief financial officer at his new company. The personal assis-
tant, however, says that he is far too busy to be interviewed. Sally tries to convince her
otherwise, but the personal assistant is simply not interested in Sally’s research with
the previous company that her boss worked for. Why should she care? Another inter-
view is just not possible.

In Sally's case, she has to make do with the transcript of the original interview with
the chief financial officer. The author is no longer available for a further interview.

Appropriation and Engagement

Another two concepts are those of appropriation and engagement. Hermeneutics
suggests that we only come to understand the meaning of a text 1f we appropriate the
meaning of the text for ourselves, i.e. we make it our own. This act of appropriation is
essential for understanding to take place (Myers, 2004). Gadamer (1975, 1976b) sug-
gests that meaning does not reside in “the subjective feelings of the interpreter’ nor
in ‘the intentions of the author’. Rather, meaning emerges from the engagement of
the reader with the text. As a reader engages with the text, both the reader and text
{or the meaning of the text) are changed. This process of critical engagement with
the text is crucial.

Mow that Sally has finished her thesis, she feels that she has a much better under-
standing of the marketing theories she studied earlier. Before she started doing her own
research, she thought that some of the marketing textbooks she read were too theoretl-
cal, She didn't tell her supervisor this, but she found some of the books boring and she
had her doubts about their practical relevance. But now that she has finally finished
her thesis, she sees the relevance of marketing theory. In fact, one theory in particular
resonates with her. She has appropriated this theory and is now engaging with it. She
believes that this theory helps her to explain and interpret her findings.

Fusion of Horizons

Gadamer (1975, 1976b) says that true understanding comes from the fusion of horlzons.
The expansion of our own horizon (viewpoint) Is only possible if we are prepared to
engage in a dialogue with the text. The key idea is that we should be prepared to allow
our own horizons to be challenged as we engage with the text or text-analogue, e.g.
another person or organization (Myers, 2016),
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14.3 TYPES OF HERMENEUTICS

There are different types of hermeneutics. The first is called
menentics (Prasad, 2002). The early hermeneutic philosop r-::ﬂ hemmeneutics or classicap N
a ‘pure hermeneutics' which stressed empathic ”"ﬂff&tandin’ such as Dilthe
human actioen from the ‘inside’. This form of h'E’T“EI'I.Eut[“ i f.,:lnd the Hnlﬂﬂrﬁlanﬂjng of
hermeneutics: it sees the text or object to be investigated as ‘uutmm ?'Djectlﬂsl form of
being investigated in a more or less objective manner by the scim::jm and amenable 1

Blelcher (1982) says that Dilthey failed to take account of meﬂﬂ[!!elche:, 1982: 52y,
Giddens (1976) describes the double hermeneutic as follows: auble hermeneutic,
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Sociology, unlike natural seience, stands in a subject-subjec

: ; : 3 t relation ta its fi

not a subject-object relation; it deals with a pre-interpreted warld: lmmcx:.:w ‘
social theory thus involves a double hermeneutic that has no parallel elsewhers. (p. 14;;

The _dnub!e hermeneutic says that the qualitative researcher does not stand, as it were,
outside of the subject matter looking in. He or she does not study natural phenomena
such as rocks or forests from the outside. Rather, the only way a qualitative researcher
can study people is ‘from the inside’. That Is, he or she must already speak the same
language as the people being studied (or, at the very least, be able to understand an inter-
pretation or translation of what has been said). The double hermeneutic recognizes that
soclal researchers are "subjects’ and are just as much interpreters of social sltuations as the
people being studied (Myers, 2004).

Radnitzky peints out that the pure hermenegutics advocated by philosophers such as
Dilthey is uncritical in that it takes statements or ideologies at face value (Radnitzky,
1970: 201f.). He cites Gadamer as saying that ‘we don't have to Imagine onesell in the
place of some other person; rather, we have to understand what these thoughts or the
sentences expressing them are about’ (Radnltzky, 1970: 27).

In contrast to pure hermeneutics, pasmrodem rermmenentics assumes that there is no
such thing as an objective or "true’ meaning of a text. 'Facts” are what a cultural, conver-
sational community agrees they are (Madison, 1990: 191). Postmodernist hermeneutic
philasophers say that a text always goes beyond the author and every reading is a differ-
ent reading. This form of hermeneutics Is the most subjectivist.

comewhere between these two positions Is critical hemmenentics (Myers, 2004). Critical
hermeneutics has emerged following the debates between Habermas and Gadamer
{Gadamer, 1976b; Kogler, 1996; Ricoeur, 1976; Thompsoen, 1981). Critical hermenesutic
philosophers recognize that the interpretive act is one which can never be closed as there
is always a possible alternative interpretation (Taylor, 1976). In critlcal hemmeneutics the
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interpreter constructs the context as another form of text, which can then, of itself, be criti-
cally analysed. In a sense, the hermeneutic interpreter is simply creating another text upon
a text, and this recursive creation is potentially infinite. Every meaning is constructed,
even through the very constructive act of seeking to deconstruct and the process whereby
that textual interpretation occurs, is self-critically reflected upon (Ricoeur, 1974).

Critical hermeneutics is thus aware of the double hermeneutic and acknowledges the
reflective critique of the interpretation applied by the researcher. This awareness of the
dialectic between the text and the interpreter has been brought to the fore in contempo-
rary hermeneutics, Classical or ‘pure” hermeneutics ignored thils dialectic in the attempt
to understand a text in terms of itself.

Howewver, critical hermeneutic philosophers disagree with some postmodern ver-
slons of hermeneutics that assume that all interpretations are equally valid (which is
itself a normative statement). Some interpretations are better than others. If there are
no grounds for judging between alternative explanations, then David [rving’s view that
the systematic extermination of Jews in German concentration camp gas chambers did
not occur is as equally valid as the generally accepted historical view of the Holocaust.
Critical hermeneutic philosophers reject this position and suggest that we can judge
berween alternative explanations, even though that judgement may not always be cor-
rect and may change over time. The fact that we sometimes get it wrong does not mean
that we should suspend our judgement altogether.

Critical hermeneutic philosophers also suggest that there are socio-economic and
political constraints within which human communication takes place. In this form
of hermeneutics there is thus an attempt to mediate 'hermeneutically-grounded self-
understanding’ and ‘the objective context in which it is formed’ (Bleicher, 1982: 150).

A slightly different form of hermeneutics, closely related to that of critical hermeneu-
thcs, Is that of depth henmenentics. Depth hermeneutics assumes that the surface meaning of
the “text’ hides, but also expresses, a deeper meaning: ‘It assumes a continuing contradic-
tion between the author's conscious and unconscious mind, a false consciousness, which
appears in the text’ (Diesing, 1991: 130). This form of hermeneutics i$ a hermeneutics of
suspicion (Klein & Myers, 1999). Ricoeur argues that it is possible in certain circumstances
to see consclousness as ‘false’ consciousness, He illustrates the operation of the principle of
susplcion with examples of critical analysis from Marx and Freud (Ricoeur, 1976).

14.4 USING HERMENEUTICS: AN EXAMPLE

To illustrate some of the practicalities of using hermeneutics, | will draw on an exam-
ple from my own research work In the field of Informatlon systems (Myers, 1994). This




HERMEMEUTICS 239

particular study used critical hermeneutics and was concerned with the failed Imple-
mentation of a centralized payroll system for the New Zealand Education Department.
Although the system did achieve some measure of success, in the end the centralized
payroll system was abandoned.

I was attracted to studying this particular project for several reasons. First, the project
received a substantial amount of publicity within MNew Zealand. The problems with the
Implementation of this new system were broadcast on national radio and television and
featured on the front page of The New Zealand Herald. As this new system affected every
teacher in public schools in the country, there was wide public interest in It. Second,
one of my maln research Interests at that time was the implementation of Information
systems. The case fitted perfectly within the scope of this interest. Third, since 1 had
used critical hermeneutics in my earlier research work in anthropology, [ was very inter-
ested to see If critical hermeneutics could be applied to this area of Information systems
research. My hunch was that it would apply very well, since there appeared to be many
different stakeholders with widely different opinions. For all these reasons, therefore,
this case seemed a very good cholce.

Unlike ethnographic research, which tends to be very open-ended, | decided to use
the interpretive case study method, mostly because it takes much less time. [ focused on
just one question: why did the system fail? The empirical part of the study was actually
the shortest | have ever done in my career, but paradoxically one of the most interesting,
The case study material was collected from interviews, documents and newspaper and
magazine reports.

Once | had gathered all the data, the next step was to wrlte a narrative history of the
project. This was fairly straightforward, since [ simply recounted the major events over
time, This was then followed by the case analysis. From a hermeneutic perspective, the
case was interesting because of the sharply divergent and sometimes contradictory views
of the main protagonists. The project was characterized by conflicting interpretations
among the participants about what happened, who was to blame and how successful
the project was. For example, while the system received very bad publicity in the media
and was seen as a fallure by teachers, ‘the Director of Management Services proclaimed
some 4 months after implementation that the system was successful in that it was now
on target to meet its main financial goal of saving the government millions of dollars
in interest payments’ (Myers, 1994: 196). Despite this apparent ‘success’, [ discussed the
continued opposition of the teachers’ union to the payroll system and the govermment's
decision to scrap it just a few months later.

In the first instance, my aim in the analysis section was to show how each person's
view ‘'made sense’ when considered from their point of view. My analysis juxtaposed
some of the conflicting interpretations and my analysis of them, showing how it was
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possible for two or more people to hold contradictory views of the same phenoms-
enon or event. For example, the payroll system Itself was seen as ‘one of the means
by which the government intended to restructure educational administration in New
Zealand’ (Myers, 1994: 197). The oppositlion of the teachers’ union and others to the
system was explained (at least in part) by noting that the system became, in effect, a
symbol of the government's resolve to restructure educational administration in New
Zealand. Many of them opposed this government initiative. In the final analysis, |
argued that the disaster itself ‘made sense’ given the social and historical context
within Mew Zealand at the time. The analysis revealed the various interests of the
parties and what they were trying to achieve. [ found that the apparent paradox (i.e
the government deciding to scrap the system despite the fact that it was working
correctly) could only be explained by looking at the broader social and historical
context.

In addition to the case analysis, the article also attempted to make a contribution to
implementation theory in information systems. The artlcle argued that most existing
models of information systems implementation were somewhat narrow and mechanistic
and that the implementation of the New Zealand Education Department’s payroll sys-
tem could only be understood in terms of its wider social and historical context. | argued
that ‘success’ was a matter of interpretation.

The above example draws attention to a few practical points about using her-
meneutics in business and management research (Myers, 2004). First, it is more
interesting to use hermeneutics where there are disagreements or contradictory inter-
pretations of the same phenomenon or event. This gives the researcher something to
interpret and explain. Second, prejudice, as used in the hermeneutic sense, is some-
thing to build upon rather than be avoided. My previous background and experience,
along with my current research interests, were the starting point for this particular
research project. In a hermeneutic study there is no need to appeal to a false objec-
tivity. In fact, this particular research project fitted with my previous experiences,
prior knowledge and interests. However, this is not to say that | had already made up
my mind as to why the systemn had failed. This was an open question and required
further empirical research. Third, it is not necessary to discuss every single herme-
neutic concept in every paper or journal article. This is because conference papers
and journal articles are, by definition, quite short. In this particular article | focused
on just one hermeneutic concept, that of the hermeneutic circle. I believe it s much
better to focus on those issues that seem particularly pertinent to the case at hand,
rather than try to cover everything. Having said this, however, | think it is important
for researchers seeking to use hermeneutics to be familiar with the most important
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concepts, even if they are not discussed In every paper. Otherwise, there Is a danger
that hermeneutics will be used Inappropriately and simplistically. Fourth, I think
it is important to generalize from the case study or the fleld study to theory (Klein
& Mvers, 1999). Hermeneutics is something that enables one to do that and in fact
almost requires it. This is because a hermeneutic researcher usually starts out with
some kind of theoretical framework that he or she wishes to explore within the con-
text of a company or situation.

14.5 CRITIQUE OF HERMENEUTICS

The main advantage of wsing hermeneutics in analysing and interpreting qualitative
data is that it enables a much deeper understanding of people in business and organi-
zational settings. It requires a researcher to look at an organization through the eyes of
the varipus stakeholders and from many different perspectives. Hermeneutics allows the
qualitative researcher to portray the complexity of organizations and look at them from
many angles, e.g. from a social, cultural and political perspective.

Another advantage of using hermeneutics is that hermeneutics is well grounded in
philosophiy and the social sciences more generally. This means that it is relatively easy to
justify the use of hermenéutics to those who are not as familiar with it.

One potential disadvantage of hermeneutics Is that It can be difficult to know when to
conclude a study. Since the hermeneutic interpreter Is simply creating another text upon
a text, and this recursive creation Is potentially Infinite, when does the intérpréetive pro-
cess stop? There Is no easy answer to this question. For qualitative researchers in business
and management, however, | suggest that the hermeneutic analysis can stop when you
(and your supervisor, if applicable) believe that you have satisfactorily explalned most,
if not all, of the 'puzzles’ or apparent contradictions in the story. When the text - which
was perhaps confused and unclear before — becomes clear (at least to you), then you can
start writing it up.

Another potential disadvantage of hermeneutics is that many of the seminal texts are
difficult to understand. They are difficult to understand not only because of the inherent
philosophical nature of the subject, but also because many of the texts have been trans-
lated from French or German, While everyday French or German might be relatively
easy to translate, difficult philosophical concepts are more problematic. Taking one or
more courses in philosophy might help you to overcome this problem and is certainly a
good idea if you are planning to use hermeneutics as your maln qualitative data analysis
approach.
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14.6 EXAMPLES OF USING HERMENEUTICS
1. Richness in Email Communications

Lee {1994) uses hermeneutics to critique information richness theory. Information
richness theory classifies communications media by their capacity to process rich infor-
mation. According to this theory, richness varies according to the medium’s capacity
for immediate feedback, the number of cues and channels utilized, personalization and
language variety. The theory postulates that face-to-face communication is the richest
medium, whereas a document (such as an email message) 15 a lean medium. Richness
or leanness is conceptualized as an Invariant, objective property of the medium itself
(Lee, 1994).

After providing an excellent explanation of the differences between interpretivism
and positivism, Lee then draws on the hermeneutic theory of Ricoeur (1981) to show
that richness or leanness is not an inherent property of the email medium, but an
emergent property of the interaction of the emall medium within its crganizational
context,

Instead of using his own qualitative data, Lee uses data from a previously published
study by Lynne Markus. He uses transcripts of some actual emall messages exchanged
among managers from within a corporation to illustrate how richness occurs. These tran-
scripts are related to a particular event in the company that turned out to be politically
sensitive and managerially troublesome.

By analysing a series of email exchanges related to this one event, Lee shows that
email messages are rich if one takes into account the wider social and political context
within which the email communications take place. He also points out that managers
who receive email are not passive recipients of data, but active producers of meaning.
Lee’s hermeneutic analysis reveals a complex world of social and political interactions
that are embedded in, and an integral part of, emall communications within the com-
pany (Lee, 1994).

2. The Social Uses of Advertising

Ritson & Elliott (1999) say that consumer research in marketing has generally failed
to address the socio-cultural settings that contextualize all consumption activity. In
the specific case of advertising theory, they say that researchers have tended to ignore
the social dimensions of advertising. Hence, this study focuses on the social uses of
advertising.
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The authors used ethnographic research to study the meaning of advertising in
the socially contextualized lives of adolescents. They decided to study adolescents
because this group has been shown to be particularly active in the social use of a
variety of different forms of popular media. They are also "advertising literate’, in the
sense that they have an ability to use advertising meanings for the purposes of social
Interaction.

One of the authors collected data from six sites {l.e. schools) over a period of six
months, Qualitative data collection techniques included observation, fieldwork and
group interviews. All the interviews were tape-recorded and transcribed to produce over
500 pages of Interview data.

Although only the frst author was involved in data collection, both authors analysed
the textual data (the transcripts of interviews, field notes and so forth). The authors
used a hermeneutic, iterative approach in their data analysis. They found that the dif-
ferences between the two interpretations proved to be highly productive. This dialogue
between the two researchers helped them to reanalyse the data and produce stronger
and more Interesting results. One of their conclusions was that adolescents are able to
appropriate advertising texts for themselves, independently from the product that the
advertisements were promoting.

3. The ‘Culture of Intoxication” among Young People
in the UK

Szmigin et al. (2011) Investigate some of the social marketing initiatives designed by
government agencies to curb what has become a culture of binge drinking among
young adults in the UK. They critically assess these marketing campalgns using a
contextualist approach that explores how young people understand thelr own drink-
ing experience.

The authors gathered thelr data from recent alcohol advertising, focus groups, obser-
vation and individual interviews with elght young people. Their fieldwork included 16
informal group discussions with young people in three different locations.

The authors used a hermeneutic approach to analyse their data. They say that after
individual analysis of the transcripts of their data, they had a focused discussion among
all five researchers about the meaning of the data. The themes and patterns that emerged
were then further examined and explored.

Their hermeneutie analysis reveals a fundamental contradiction between some of the
key messages in all the marketing campaigns and young people’s understanding of their
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own drinking patterns. For example, all the marketing campaigns emphasized the need
for individual responsibility, but the young people themselves said this ignored an essen-
tial feature of drinking - that it is essentially a social activity: "The upside of drinking - the
fun, the togetherness and the sense of social identity” = which was emphasized in most
alcohol advertising and marketing campaigns, was virtually ignored in the government-
sponsored marketing campaigns (p. 775).

The authors’ hermeneutic analysis reveals that the government marketing initiatives
designed to curb excessive drinking among voung people are largely ineffective. They
suggest a more fruitful government strategy could be to change some of the key messages
in the current marketing campaigns. Also, government could take a serious look at the
commercial marketing efforts that support a “culture of intoxication’,

4. Using ICT for Cultural Identity Restoration

Young (2018) looks at how the Klamath, a North American Indian tribe, used their
website for cultural identity restoration. After being subject to United States gov-
ernment assimilation policles for many years, In 1986 the Klamath successfully
petitioned the United States to have their status as an independent nation recog-
nised. Since then, the Klamath have attempted to restore their cultural identity, with
one such initiative being the development of an organizational website. Young draws
upon hermeneutic concepts to understand how the Klamath used thelr website to
express cultural values, frame historical events, and combat negative portrayals of
Mative Americans in the media. Her critical case study demonstrates how information
and communications technology has the potential to give a voice to the oppressed
and can be a tool for emancipation.

5. Stressful Sustainability

Valor et al. (2018} discuss the distress that consumers experience when faced with barri-
ers that prevent them from embracing a sustainable lifestyle. After conducting in-depth
interviews with 25 people who deflned themselves as sustainable consumers, they ana-
lysed their qualitative data using hermeneutics. The authors say they focused specifically
an the hermeneutic circle, iterating between the data and the litérature as well as within
and across inteérview transcripts. Their analysis reveals the coping strategies that con-
sumers adopt and suggests that emotional empowerment 15 more effective than the
traditional focus on cognitive empowerment,
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Exercises EEF]

1. Find an issue in the newspaper about which there is considerable disagreement and
Vanous opposing viewpoints. Using only the text at your disposal, apply two or three
hermeneutic concepls to interpret the text. Are you able to understand the meaning
of the text from more than one perspective?

2. Brainstorm to come up with a list of three or four possible research lopics. Now
come up with one or two research questions per topic.

3. Canyou think how some of these topics could be studied using hermeneutics? What
kinds of data could you use?

4. Canduct a brief literature search using Google Scholar or some other bibliographic
database and see if you can find articles using harmensautics in your chosen field,
What kinds of topics appear?

Further Reading
Books

= If you want to learn more about hermeneutics, | suggest you look at one or more of
the general intreductions. Palmer's (1969) collection of readings on hermeneutics, enti- LllJ
tied Hermensubics: inferpredation Theory in Schisermacher, Dilthey, Heldegger and Gadamer, is
excellent. The Hermeneulic Reader edited by Mueller-Volimer (1988) is another first-rate
collection. Both books include selected works by prominent hermeneutic scholars.
+  Fram thera, you might want to look at Gadamer's (1975) book Truthand Method, which is
regarded as a classic in the field. Gadamers main concern is the veracity of interprata-
tion. Given that we cannot escape our pre-understandings and context, how can we
avoid being purely relativistic? Gadamer's solution is to suggest that our prejudices and
biases can be made subject to critical scrutiny,
«  Bernstein's (1983) book, Beyond Objectvism and Relatiism, represents an important land-
mark in social philosophy. He shows that there is an important hermeneutical dimension
to all science (including the natural sciences). Bernstein's work had a significant influ-
ence on Thomas Kuhn (Kuhn, 1986).
= A good introduction to critical hermeneutics is the book by Thompson (1281) entitied
Critical Hermenautics: A Study in the Thought of Pawl Ricoeur and Jirgen Habermas. Thompson
also edited and translated a collection of essays by Ricoeur (1991). This collection
presents a comprehensive view of Ricoeur's critical hermeneutics and looks at the
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consequences of his hermeneutic philosophy for the social sciences. Ricoewr is best
known for his proposal of a ‘hermeneutics of suspicion’. He argues that it is possible in
cerain circumstances to see consciowsness as 'false’ consciousness.

Articles

+  Hlein & Myers (1999), In an article entitled ‘A set of principles for conducting and evalu-
ating interpretive field studies in information systems’, suggest a set of principles for
the conduct and evaluation of interpretive research in information systems. As these

principles are derived primarily from anthropology, phenomenology and hermeneutics,
| believe they are equally relevant to other business disciplines besides information

systems,
= Meta Research in Hermeneufics Phenomenology, and Prachical Philosophy is a journal that is
available online at wwwmetajournalorgfdisplay_page phpZtitle=home

Webhsites
Here are quite a few useful websites about hermeneutics:

« The Wikipedia encyclopedia eniry on hermeneulics provides a good introduction at
hitp/fen wikipedia org/wiki/Harmenautics

« The AlISWorld Section on Qualitative Research contains many useful references at
www.gualauckland.ac.nz/

To access these links, as well as additional suggestions for further reading onling, visit
https:study.sagepub.com/myars3a.
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SEMIOTICS

Learning Outcomes —|

By the end of this chapter, you will be able to:

+  Understand some important semiotic concepts
+  Recognize the advantages and disadvantages of using semiotics
s Know how (o use semiotics

{
+  Appreciate the potential value of using semiotics "
|« Seehow semiotics has been used in business and management ‘

15.1 INTRODUCTION

As we saw in Chapter 13, semiotics 15 one approach to analysing and interpreting qualita-
tive data. This chapter discusses semiotics in more depth so that you can appreciate the
potential value of using semiotics and understand some of the most important sermiotic
COnCepts,

Semlotics is primarily concerned with the analysis of signs and symbols and their
meaning. Signs and symbols can be studled not only in language (both written and
spoken forms), but also in rituals, culture, images and art = In fact, anything that can be
‘read’ as text.

Misth (1990) describes semiotics as the ‘sclence of meaning’. Morris (1985) says that:

Semictic(s) has for its goal a general theory of signs in all thelr forms and manifesta-
tions, whether in animals or men, whether normal or pathological, whether linguistic
or nonlinguistic, whether personal or social. Semiotic(s) is thus an interdisciplinary
enterprize. (p. 178)
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Early in the twentieth century Ferdinand de Saussure, a French professor of linguis-
tics, said that all communication between people was made by means of signs. Since
Saussure, semiotic scholars have applied his theory of language to anything which
can be considered to be a sign or symbol. Hence, as well as language, semiotics can be
applied to images, videos, objects, myth and culture. For example, a flag (a plece of
cloth with a specific design) can represent a country such as the United States, as can
one or more words (e.g. the United States or Uncle Sam). Just as words in a language
hawve rules that govern their usage, so do other kinds of signs and symbols. There are
various rules and social conventions that govern the usage of a flag. For example, a flag
flving at half mast may signify that an important person, such as a president or prime
minister, has died.

Semiotic researchers do not study signs In Isolation. Rather, they study the conven-
tions governing the use of signs and sign systems. They try to understand how signs and
symbols are related to each other. It is usually consideretd Important for the researcher
to study the meaning of signs and symbols within their social, cultural and historical
context (McMabb, 2002). As Hackley (2003) describes:

The meaning of signs is arbitrary. In principle, anything could stand for anything else. Itis
the cullural context that frames the interpretation of signs and imbues signs with local-
ized meanings. (p. 162)

This means that a sign can mean one thing in one particular cultural context, but mean
something quite different in another. For example, looking at someone directly during an
interview is considered normal and polite in most Western cultures, In most Polynesian
cultures, however, it is considered rude to look directly into the face of someone who is
of higher status than you yourself. Hence, Polynesians consider it normal and polite to
look away and not to stare at the other person during an interview. Unfortunately, this
very same behaviour is often misinterpreted by Western Interviewers as a sign of rude or
‘shifty’ behaviour. Hence, the meaning of a sign (in this case a gesture or body position)
varies depending upon the cultural context,

Signs can also change their meaning over time. Hackley compared advertisements for
beer in the UK in the 19605 and 19%0s and found that the representations of men and
women changed considerably over that period. Given the change in social mores and
culture, Hackley says that the representations of men and women In the advertisements
of the 19605 ‘would be unthinkable today® (Hackley, 2003).

There are various kinds of sermiotics, although there are two main semiotic traditions.
The European tradition is based on the linguistic work of Saussure, whereas the Morth
American tradition is largely based on the work of Peirce. Saussure was concerned with
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the role of signs as part of soclal life, whereas Peirce was Interested in a more abstract
‘formal doctrine of signs'.
Chandler (2008) says that:

Contemporary semioticians study signs not in isolation but as part of semiotic ‘sign
systems’ (such as a medium or genre), They study how meanings are made: as such,
being concerned not only with communication but also with the construction and main-
tenance of reality.

Semiotics has been used to analyse qualitative data in many disciplines, such as literary
criticism (Scholes, 1982) and sociology. Perhaps one of the most well-known proponents
of semiotics was the French anthropologist, Claude Lévi-Strauss, who applied Saussure’s
theory to the analysis of cultural systems (Lévi-Strauss, 1996). Lévi-Strauss argued that
surface cultural phenomena, such as myths and rituals, actually reflect deep, underlying
cultural structures. These deep structures are embedded in human thought and are uni-
versal; hence, the subdiscipline ‘structural anthropology’, of which Lévi-Strauss was the
foremost exponent. One of the key ideas of structural anthropology 15 that individual
concepts or beliefs cannot be understood in isolation; rather, they must be understood
in terms of an entire cultural system.

Léwvi-5trauss discussed the nature of myth and the role of myth in human thought. He
argued that, although each myth appears to be unique, myths throughout the world are
actually very similar. Myths always consist of elements that oppose or contradict each
other and other elements that *mediate’, or resolve, these oppositions. He claimed that
if mythical thought obeys universal laws, then all human thought must obey universal
laws as well. He suggested that all cultures reflected (and were structured by) these deep
oppositions in the human mind, such as the oppositions between goodfevil, sacred/
profane, clean/dirty and so forth (Desai, 2002).

In business and management, semiotics has been used especially in information sys-
tems, management, marketing and organizational studies. Marketing researchers have
used semiotics in research on advertising, brand image and marketing communications
(Hackley, 2003). Desai (2002) says that semiotics and Lévi-5trauss's ideas in particular
have proved to be very useful for understanding consumer cultures and ‘brand myths’,
which in many cases appear to be structured by cultural oppesitions. In information
systems, researchers have looked at the meaning of information in organizational
contexts and how this relates to the design and development of information systems
{Holmgwist et al. 1996; Liebenau & Backhouse, 1990). In management, semiotics has
been used to study organizational communication and organizational culture (Barley,
1983). Semiotlcs is potentlally a very useful qualitative data analysis approach in any
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study that seeks ‘insights into the constructed, arbitrary and culturally mediated charac-
ter of human understanding’ (Hackley, 2003: 171).

15.2 SEMIOTIC CONCEPTS

Semiotics provides a set of concepts that help a researcher to understand a sign or a sym-
bol. Some of these concepts will now be described.

Signifier and Signified

Saussure thought that the process of the interpretation of signs involved a relationship
between two things: the sigriffer and the sigeified. A sign must have a signifier and
a signified and both are needed for communication to take place. The sigriffer Is a sign
or symbal that can stand for something else. By definition, all words are signifiers since
they always stand for something else (e.g. a thought, a feeling or a thing). A signifier is
used by the person wanting to communicate. The signified is what the sign or symbel rep-
resents —what it is interpreted to mean by the receiver of the communication. Obviously,
for the receiver of the message to understand correctly the meaning of the sign or symbol
used by the sender, they both need to use the same sign system. Hence, Saussure empha-
sized the Importance of sign systems and the role of signs in social life.

Sign, Object and interpretant

Peirce thought that the process of the interpretation of signs involved a relationship
between three things, rather than two: the sign, the object and the interprefost. The
interpretant (usually a person) fulfils the office of an Interpreter; that is, it refers to
the interpretation placed on the sign. Hence there is the sign, the object it refers to and
the interpretation of the sign. Peirce's view explicitly recognizes that the same sign can
have difféerent meanings depending upon the context.

lcon, Index and Symbol

As well as proposing a process for the interpretation of signs, Peirce suggested a rela-
tively simple classification scheme. He classified signs into three basic types: icons,
indices and symbols.
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An feon |5 a sign that signifies its meaning by qualities of its own; it is like the thing it
represents. For example, the icon of a trash can on Apple and Windows COMputers looks
like a trash can; the lcon of a speaker on a computer looks like a speaker and is _—h
control the volume of the sound.

A sign can also act as an index. If you look at the index of this book, you will see
multiple entrles for ‘action research’. The page numbers given point to the place in the
book where the term actlon research is mentioned. Hence a sign can also be an indexj.
cal sign.

An indexical sign points to or indlcates something else. For example, a wavy line on a
road might ‘point to’ bends in the road a few hundred yards ahead. A picture of a silhou.
ette of a man on a deor might ‘point to’ or indicate that a men's bathroom is right here
behind this door (Hackley, 2003: 167).

A symbaol s something that stands for, or Is symbolic of, something else. For exam-
ple, a black T-shirt with a silver fern emblazoned across the front symbolizes the
All Blacks (the national rugby team of New Zealand). When Saatchi & Saatchl were
commissioned by the Mew Zealand Rugby Football Union to develop a marketing
plan, they formally identified a ‘constellation” of ten brand values for the All Blacks,
The three core values were ‘excellence’, ‘respect’ and ‘humility’, The extended val-
ues were ‘power’, ‘masculinity’, ‘commitment’, ‘teamwork’, "New Zealand', ‘tradition’
and ‘inspirational’.

Symbols can be very powerful. As one journalist commented: ‘Is there anyone who
has ever laced up a pair of rughy boots In New Zealand and not privately dreamed of
wearing the black jersey?’ (Brown, 2003). OFf course, it Is a relatively simple matter to
{literally) put on a black jersey, but Brown is referring to the more powerful meaning of
actually becoming an All Black and representing the country in a test match.

Encoding and Decoding

Central to semiotics Is the idea of messages and a code. The only way that messages can
be sent from one person to another is via the use of a code.

Encoding Is the process of transforming any thought or communication into a mes-
sage. Decoding is the process of reading the message and understanding what 1t means.
Sebeok (2001) says that:

Encoding and decoding imply a code, a set of unambiguous rules whereby messages are
convertible fram one representation to another; the code is what the two parties in the
message exchanged are supposed to have, in fact or by assumplion, totally or in part, in
common, (p. 31)
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An obvious example of this is language, If we take this particular book, only someone
who understands English can understand the meaning of this book. By definition, they
must be able to read the Latin alphabet on which English is based. The road or highway
code is another good example. Only someone who can read the road signs correctly is
allowed to obtain a driver's licence. Hence, an important task for researchers using semi-
otics 15 to decode the meanings implied in signs and symbaols. Eco (1984) polnts out that
there are many different kinds of codes.

Pragmatic, Semantic and Syntactic

Semiotic researchers often make a distinction between various levels of the meaning of
signs. Three of these levels are the pragmatic, semantic and syntactic levels.

The pragmatic level refers to the cultural context within which communication takes
place. The pragmatic understanding of a sign Is what the people involved at the time
expect and assume the sign to mean In a particular situation. For example, if | were to
say to an academic colleague, 'l am teaching tomorrow’, she would immediately assume
that 1 am talking about teaching a class at university. The meaning of my statement is
‘obvious’. The idea that | might be reférring to teaching something else, such as tennis,
would not éven occur to her. This ‘taken-for-granted' meaning is the pragmatic level.

The semantic level refers to the precise meaning of the signs. What does the sign refer
to? As words and signs can have many different meanings, the semiotic researcher has to
figure out which interpretation is correct in any given context.

The symtactic level refers to the rules governing the use of the signs. In effect, this is
the logic or grammear that specifies how the words or signs should be used. For example,
there are published rules governing how flags should be displaved and published rules
about the placement of road signs.

Syntagmatic Analysis

Svantaygmatic analysis involves studying the structure of a text and the relationships
between its parts, Chandler (2008) says that:

Structuralist semicticians seek to identify elementary constituent segments within the
text - its syntagms. The study of syntagmatic relations reveals the conventions or 'rules
of combination” underlying the production and interpretation of texts (such as the gram-
mar of a language). The use of one syntagmatic structure rather than another within a
text influences meaning.
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Chandler says that there are essentially three syntagmatic relatlonships, The flrst s a
sequential relationship, as found In flm and television narrative sequences. The second
is a spatial relationship, as found in posters and photographs (where signs and symbaols
are juxtaposed). The third is a conceptual relationship, such as in an argument. He points
out that many texts contain more than one type of syntagmatic structure, though one
may be dominant (Chandler, 2008).

Paradigmatic Analysis

Whereas syntagmatic analysis studies the ‘surface structure’ of a text, Chandler says that
paradipmatic analysis seeks to identify the various paradigms which underlie the con-
tent of texts. A paradigm ‘is a set of associated signifiers or signifieds which are all members
of some defining category, but in which each Is significantly different’ (Chandler, 2008).

For example, the words ‘black’ and ‘white’ belong to the same category (colour), but
are opposites. A paradigmatic analysis involves studying ‘the oppositions and contrasts
between the signifiers that belong to the same set from which those used In the text were
drawn* (Chandler, 2008):

Paradigmatic analysis involves comparing and contrasting each of the signifiers pre-
sent in the text with absent signifiers which in similar eircumstances might have been
chasen, and considering the significance of the choices made. It can be appled at any
semiotic level, from the choice of a particular word, image or sound to the level of the
choice of style, genre or medium. The use of onea signifier rather than ancther from the
same paradigm is based on factors such as technical constraints, code (e.g. genre),
convention, connotation, style, rhetorical purpose and the limitations of the Individual's
own repertoire. The analysis of paradigmatic relations helps to define the 'value' of
specific items in a text.

Polysemy

Texts and signs can have multiple meanings. For example, the two words ‘red light’ can
refer to a light at an intersection (the light ltself being a sign for ‘stop’) or they can refer
to a part of the city (the ‘red light' distrlct). The same two words (or signs) can have dif-
ferent meanings. Which meaning Is meant in a particular sentence or situation depends
upon the context.

Of course, while the author or the sender of a message might try to control or influ-
ence the way the audience interprets it, there Is always the possibility that the receiver
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will interpret the message differently. This Is almost guaranteed if there are multiple
audiences.

Barthes suggests that all images are polysemous. Images imply a ‘floating chain’ of
signifieds, the reader being able to choose some and ignore others (Barthes, 1985).

Scott says that meaning is not static and that the meaning of texts and signs is
continually shifting. Previous perceptions of linear processes of fixed meanings are
now challenged by postmodern cultural enquiry which sees meaning as a ‘network of
associations’ (Scott, 1994).

15.3 HOW TO USE SEMIGTICS

The qualitative researcher using semiotics has to study the signs and symbols that are
used in a particular domain and identify the conventions of their use. He or she has to
decode the meanings conveyed by the signs. The idea i5 to uncover the rules that govern
human behaviour.

In marketing, semiotics can be used to study signs and symbols in adwvertising
and consumer research. There Is an increasing awareness in marketing that the
interpretation of advertising is shaped by cultural values and the symbolic mean-
ings of words and rituals. Consumer theory argues that consumption Is not merely
an economic activity, it is also a cultural activity with a multiplicity of meanings
{Desai, 2002).

You only need to walk down a city street or turn on the TV to realize that we are
bombarded with brand names, logos, video clips or music. At the supermarket, a
certain kind of music might be playing to get us into the moed for shopping, or a
salesperson might try to entice us to taste a particular product, The adwvertising, the
product design, the packaging of the products, the pricing, and the placement of the
products in a certain position can all be read as signs. The purpose of these signs is
to communicate a certain message to the “target” audience with the net result being
buying behaviour (or so the advertisers hope). Marketing researchers are probably
interested in the following guestions: Have the signs communicated the right mes-
sage to the right people? What impression has been conveyed by the use of the signs?
How effective have the signs been?

Of course, there are many other research questions that can be considered. For exam-
ple, Floch (1988) used structural semiotics to analyse major store design alternatives
regarding store layout and interior architecture. Arnold et al. (2001) used institutional
semiotics to reveal the myriad of meanings In a Walmart advertising flyer. Beyond the
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promise of deep savings on a wide range of products, the flyer reflected a rich blend of
family, community and national norms. The world's largest retaller projected an image
in the flyer of a neighbourly, small-town shopkeeper, thereby legitimating itself among
its consumer constituency (Arnold et al,, 2001).

Hackley (2003} suggests that doing semiotics entails the deconstruction of meaning
in given contexts: that which 15 everyday and taken for granted ‘must be made strange
and unfamiliar’, This Is because we take our own culture and subjective understanding
for granted. His approach to semiotic analysis is summarized in Table 15.1, using the
semiotic analysls of advertising as an example. His approach involves deconstructing an
advertisement as a ‘string of signs’.

Talzle 151 An approach to semiotic analysis (Hackley, 2003)

Questions to ask: What does X signify to me?
Why does X signily this 10 me?
What might X signify for others?
Why might X signify this for others?
Possible sources of X:

Chiects (visual semiosis) For example, clothes, hairstyles, make-up styles, the ways
objects are used by people, use in prass ads of printed copy,
typeface, use of logo/pictorial symbolic image, the spatial
interrelationships of objects

Gesture (bodily semiosis) For example, body types, facial types, expressive gestures, facial
expressions, posture, gaze, juxtaposition of bodies, juxtaposition
of bodies with products

Speech (verbal semicsis) For example, use of idiomatic expressions, regional or national
accent or dialect, use of metaphor/metomyrmy, 1one and valume
of speech, pace delivery, use of voiceover, use of humour,
emphasis on particular words/phonemeas

Hence semiotics can be uwsed to study the way consumers interpret marketing
communications. More broadly, semiotics can be used to study consumption and anti-
consumption. As Hackley (2003) points out: “Your ownership of branded goods can
signify much about you, such as your social status, the groups to which you claim mems-
bership and your aspirations and fantasles about yourself' (p. 165).

Eco (1976) points out that there are many potential semiotic research applications.
The researcher can focus on cultural codes, mass communications, rhetoric, visual com-
munication and written languages, among other things.
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15.4 CRITIQUE OF SEMIOTICS

Semiotics is potentially a very powerful way of analysing and interpreting qualita-
tive data in business and organizational settings. It enables, and indeed encourages,
the qualitative researcher to use any type of data, whether those data are in the form
of text, images or music. It requires the researcher to step outside the everyday and
common-sense way in which we see the world and to decode the meaning of signs and
symbuols.

Another advantage of semiotics s that it 15 well grounded In linguistics and
structural anthropology. This means that it is relatively easy to justify the use of
semiotics.

Perhaps the main disadvantage of semiotics s the tendency to focus solely on the
structures of meaning (e.g. binary oppositions) and to treat people as somewhat pas-
sive. Since semiotics emphasizes the importance of interpréting the meaning of signs
and symbols within a particular social and cultural system, it has a tendency to become
fermalistic and can ignore the way in which people actively create meaning.

Another disadvantage of using semiotics is that it relies almost entirely on the
insights of the researcher. Considerable creativity is required to produce a good semi-
otic analysis of qualitative data. This may suit some qualitative researchers but not
others.

15.5 EXAMPLES OF USING SEMIOTICS

1. Using Semiotics to Study Occupational and
Organizational Cultures

Barley (1983) shows how semiotics provides one avenue for conceptualizing and analys-
ing occupational and organizational cultures. Barley studied a funeral home for three
months, during time which he observed and conducted multiple interviews in a met-
ropolitan neighbourhood of an eastern city in the United States. His purpose was to
understand how a funeral director understands funeral work.

His first task was to uncover the basic units of semiotic analysis: signs that have
relevance for funeral directors. Hence he familiarized himself with the work of the
funeral home and after several weeks of interviews, analysed the transcripts to dis-
cover domains of objects, events and action into which the funeral directors seemed
to segment the flow of their work. Cnce he had identified the domains (56 in total),
he then conducted more interviews to elicit the categories and subcategorles of
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each domain. His goal was to map each domain In terms of a steuctural and attrib-
ute analysis.

Barley found that the typical case of a funeral director consists of a series of events:
removing the body, making arrangements with the family, embalming and preparing
the body, holding a wake, holding a funeral and, finally, interment. He analysed the
system of codes that funeral directors use to make funeral scenes appear more ‘natural’
or ‘normal’,

In his article, Barley discusses three codes: the ‘code of posed features’ (whereby the
body is made to look as if it were sleeping), the ‘code of furnishings' (to make people
feel comfortable and at home during the funeral) and the code of removals (to make the
dreath room appear normal).

Barley's article thus illustrates the use of semiotics to map the systems of mean-
ing employed by people in a particular occupation or organization. He was able to
discover codes underlying the meaning of several domains of action and communi-
cation, showing how they are consistently structured. The discovery of such cultural
codes, using structural analysis, represents ‘tightly formulated rules for producing
actions and interpretations deemed appropriate by members of the culture’ (Barley,
1983: 410). He argues that semlotics offers a set of concepts and methods of analysis
‘for directly confronting the nature of culture as a system of meaning and encour-
ages the creation of theory and analysis congruent with the nature of the beast Itself’
(Barley, 1983: 411).

2. Why Consumers Value Special Possessions

Why do consumers value special possessions? Grayson & Shulman (2000) point out
that special possessions can represent personally relevant events, people, places and
valiues:

A retiree treasures a book his wife gave him on their wedding day. A college student
saves the ticket stub from a recent concert, A restaurant owner frames the first dollar
his business ever earned. A university professor keeps a bottle of champagne givan in
thanks by a graduating student. An attorney could not bear to lose the necklace she
bought for herself when she was promoted to partner, (p. 17)

Grayson & Shulman used semiotics to understand the representation processes that
support these meanings. Specifically, they used the semiotic concept of Indexical-
ity to extend understanding of how meanings are embedded in irreplaceable special
possessions,
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They found that special possessions establish a semiotic linkage, enabling consumers
to verify self-selected maments from their personal history. As they explain:

Qwur research suggests that irreplaceable special possessions are indices becausea
they have a factual, spatial connection with the special events and people they rep-
resent. Given Peirce's assertions regarding the nature of indices, we further posit
that the indexicality of irreplaceable possessions allows them to serve a factual
or evidentiary function for their owners. Just as in a court of law, where physical
evidence often verifies a past event by virtue of its physical and factual relation-
ship with the crime, irreplaceable special possessions serve as evidence for their
ewners. They verify important moments of personal history. (Grayson & Shulman,

2000: 19)

Their research shows the value of semiotic frameworks as applied to research on posses-
sion ownership and also sheds light on the value of authenticity to consumers (Grayson
& Shulman, 2000).

3. A Semiotic Analysis of Corporate Language

Fiol (1989) used semiotics to analyse CEOs’ letters to shareholders in an attempt to
explain differences in the propensity of organizations to enter into joint ventures. She
analysed the narrative structures of these letters using semiotic concepts. The central
proposition of her study is:

Joint-venturing firms are likely to exhibit weak boundaries separating the company
from external environments and strong boundaries among organizational subunils.
Conversely, non-joint-venturing firms are likely to exhibit strong boundaries separating
the company from external environments and weak boundaries among crganizational
subunits. (Fiol, 1988: 278)

She points out that letters to shareholders not only communicate facts about the firm,
but also communicate implicit beliefs about the organization and its relationship to the
surrounding world.

Fiol performed a semiotic analysis of CEOs' letters to shareholders in ten chemical
companies” annual reports. All ten firms had similar product lines, markets and sizes. Her
analysis only partially supported her central proposition, reflecting the unstable nature
of the environmental context. However, she found that there was a patterned simplicity
underlying all the letters of the joint-venturing firms, much like the recurring patterns
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Exercises

L
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With Table 151 as a guide, use semialic analysis 1o deconstruct the meaning of a
particular advertisement.

Using the same adverlisement, analyse it by asking the following questions: What is
the purpose of the advertisement (the pragmatic level)? What is the meaning of the
words and signs used (semantic level}? What are the rules governing the use of the
signs and symbols (syntactic level)?

Conduct a brief literature search using Google Scholar or some other bibliographic
database and see if you can find arficles using semiotics in your chosen field. What
kinds of topics appear?

Browsing the websites on the Internat listed below, identify some of the cumrent
writers using semiotics. What kinds of topics appear? Can you work out how these
topics might have relevance to business and management?

Further Reading

Books

(1] °

A useful introduction to semiotics is the book by Sebeok (2001). He suggests six
species [or types) of signs: signal, symptom, icon, index, symbol and name. The
Savage Mind (Lévi-Strauss, 1996) is a classic text showing how semiotics has been
usad in structural anthropology. For those studying information systems, the col-
lected set of readings in Holmagvist et al. (1996) is a good introduction to the use of
semiotics in that field.

Articles

L] -

The Jowrnal of Consumer Research in marketing has published many articles on semi-
ofics over the past 20 years or 3o, For example, Mick (1986} provides a reasonably
comprehensive overview of semiotics and its applications and implications for
consumer research. He points out that the world of consumers is full of signs and
symbaols.
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Webhsites

The following websites on semiotics are very useful:

«  Daniel GChandler has an excellent site entitled 'Semiotics for Beginners® at hitpyfvisual-
memory.co.uk/daniel/ Documents/ S48/

« Martin Ryder provides an excellent index to semiotic resources on the Internet. His
i i divided into three categories: topics in semiotics, seminar authors and active
writers: wwwumbertoeco.com/en/semictics-linkshtemi

+ The Open Semiotics Resource Center is at hitps//semicticon.com/

To access these links, as well as additional suggestions for further reading online, visit
htips:/fstudy.sagepub.com/myers3e.

Cl
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NARRATIVE ANALYS IS

[ Learning Ouicomes

| By the end of this chapter, you will be able to:

»  Understand the purpose of using narrative analysis
|+  Appreciate the different types of narrative analysis
| = Identify the advanlages and disadvantages of using narrative aralysis
|« Be more confident in using narrative analysis

«  See how narrative analysis has been used in business and mar agement

16.1 INTRODUCTION

Marrative analysis, like dlscourse analyss or semiotics, is a speciflc approach to the analy
sis of qualitative data. In this chapter [ will review how narratives can be structured an
the various kinds of narrative analysis.

Narrative is defined by the Concise Oxford English Dictionary as “a spoken or writter
account of connected events; a story’ (Soanes & Stevenson, 2004). Traditionally, a nar
rative requires a plot as well as some coherence. It has some SOr't of ordered sequence
often in linear form, with a beginning, middle and end. Narratives also usually hav
a theme and a main point, or a moral, to the story. It has been sy ggested that nar
rative Is an important way through which human experence i; made meaningfu
{Polkinghorne, 1988).

In the social sclences, the word ‘narrative’ has often been usedl to gascribe the empir
cal materials that the researcher has gathered. In this 5ens, 3 DATray, ¢ refers to the lif
history of a person who has been interviewed, a story about 3 SI&ifieang aspect of the
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life or a specific event. A personal narrative might refer to their diarles, journals or letters
(Chase, 2005). MNarrative analysis thus ‘examines the informant’s story and analyzes how
it is put together, the lnguistic and cultural resources It draws on, and how It persuades
a listener of authenticlty® (Riessman, 1993: Z).

However, a narrative can also refer to an organizational narrative. Czamnilawska (1997)
savs that organizational narratives are ‘the main mode of knowing and communicating
in organizations’ and that their ‘construction and reproduction must be documented’
and their contents interpreted. MNarrative analysis can open up organizational texts for
negotiation ‘and thus enter into a dialogical relationship with organizational practice”
(Czarniawska, 1997: 17).

A narrative can also be a story created by the researcher. This kind of narrative is
an edited reconstruction of events or aspects that are seen as relevant to the subject or
theory being discussed.

In every case, a narrative always has a sequence (Riessman, 1993). Marrative is a dis-
tinct way of making sense of the world. The use of the word ‘narrative’ emphasizes the
voice of the person telling the story and focuses on the unigueness of the story. As Chase
(2005) describes:

Marrative is retrospective meaning making - the shaping and ordering of past experience.
Marrative is a way of understanding one's own and athers' actions, or organizing events
and objects into a meaningful whole, and of connecling and seeing the consequences of
actions and events over time . .. Unlike a chronalegy, which also reports events over time,
a narrative communicates the narrator's point of view, including why the narrative is worth
telling in the first place. (p. 656)

McKenna (2007) makes a similar point when he says that narratives are "ways of develop-
ing identities, representing experience, and giving meaning to lives in the past, present
and anticipated future’ (p. 146).

Marrative analysis has been used in many disciplines, including accounting, anthropol-
ogy, information systems, management, marketing, organization studies, psychology and
sociology. The data-gathering phase of qualitative research is often written up in narra-
tive form. In information systems the focus has mostly been on understanding language,
communication and meaning among systems developers and organizational members. In
marketing. researchers have looked at consumers’ narratives and how consumers construct
narratives about themselves and the world. In management, narrative is a common way of
presenting data about organizations and organirational actors. Management and organiza-
tional researchers have considered how stories symbolize aspects of organizational culture
or the role of storytelling in organizational sense-making.
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16.2 APPROACHES TO NARRATIVE ANALYSIS

There are many different approaches to narrative analysis; however, same approaches
are preferred in some disciplines more than others. Many narratives describe the life his-
tory of one person. The narrative is a record of events that are seen as significant by the
narrator. Other narratives describe significant events in the life of an organization. Ante-
narrative analysis, on the other hand, tends to reject ‘grand narratives’ as single volced,
Instead looking at the fragments of multiple storles. Some of these kinds of narrative
analysis and the sorts of distinctlons that are made will now be discussed,

Writing versus Reading

From the perspective of doing qualitative research in business and management, a useful
distinction can be made between writing and reading with respect to the use of narrative
analysis.

Writing a narrative means that you have decided to use narrative analysis as a way of
organizing and presenting your data. Writing a narrative involves the use of one or more
narrative structures to tell a story. The key task is to collate all the various materials you
have collected (interviews, fleld notes, documents, etc.) and to tell the story In a coher-
ENL Manner.

As many of my own research projects have been concerned with the development and
implementation of a particular information system over time, | have often used narrative
analysis as a way of organizing and presenting the data in a coherent way. The narrative
Is, in effect, a compilation of data from interviews, documents and so forth, telling the
story of what happened and when during an Information systems project.

Reading a narrative means that you have decided to use narrative analysis to interpret
the meaning of a pre-existing narrative account. For example, you may want to analyse a
previously published narrative or a personal life story as told by one of your interviewees,
In this sense ‘narrative’ mostly refers to part, or all, of your qualitative data.

Top Down versus Bottom Up

One way to classify narrative approaches 1s to distinguish between top-down and
bottom-up approaches. A top-down approach analyses the narrative text ‘according to a
set of culturally established rules of grammar and exposition’ (Mcl¥abb, 2002: 418). This
approach Is often used in education. Teaching cases In business and management usually
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follow this approach, as they tend to be written according to a formula. Positivist case
studies also tend to use this approach.

Bottom-up approaches ‘use elements in the text to build a structure for analyzing the
whaole' (McNabb, 2002: 418). Instead of using a formula - and fitting qualitative data
into that formula - this approach leads to greater variety in narrative structures, This
approach is the one that is followed most often In ethnographic research and interpre-
tive types of studies.

Realist, Constructivist and Critical

Realist narratives assume a one-to-one correspondence between the narrative and events
that are described. Realist narratives are often portrayed as common-sense, descriptive
accounts of reality and are sometimes written in an authoritative tone. If the narrative
comes from one or more Individual cases (people or organizations), the narratives are
often described as being representative of the population as a whole.

Conmstructivist narratives assume that the narrator constructs events through narra-
tive as opposed to simply describing them. Constructivist (or interpretive) narratives
are usually portrayed as subjective, partial views of reality. Instead of arguing for the
representative nature of the narrative, constructivist narratives tend to emphasize their
uniqueness. For example, Riessman (1993) says that narrative analysis gives prominence
to human agency and imagination; hence it s well suited to studies of subjectivity and
identity.

Critical narratives assume that the telling or publishing of narratives can be a force for
change. Narratives can be used for emancipation. They can also be used to elicit previ-
ously silenced narratives, narratives that those in power resist hearing (Chase, 2005). For
example, ferninist narratives might give voice to previously silenced groups of women
{Riessman, 1993).

Genres

The concept of genres refers to the idea that narratives can be written in different
styles. Marratives written according to a certain genre will have distinctive stylistic fea-
tures, content and structure. A genre is a convention for telling the story in a certain
kind of way.

For example, a narrative can take the form of an adventure story, a fairytale, a
romance, a farce, a tragedy or a comedy. Riessman (1993) says that narrative genres
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include stories (which have protagonists, inciting conditions and culmi
habitual narratives (when events happen over and over),
{(which deplct events that did not happen) and
past events that are linked thematically).

nating events),
hypothetical narratives
topic-centred narratives (snapshots ol

Genres of Organizational Communication

Yates & Orlikowski (1992) suggest that the concept of genres is usefyl for studying
organizational communications. Organizational genres, such as the mema, the busi-
ness letter or a meeting, are characterized by certain rules and norms. Far acample, a
business meeting usually has a pre-arranged time and place, an agenda with a chair-
person and there may be minutes noted by the firm's secretary,

In their article, they focus on the memo genre and show how it has evolved over
time. They show how systems designers embedded certain structural features of
the memo inlo email messages, but email created new possibilities and constraints
as compared with the earlier paper version. Hence a new email genre has emerged,
with its own set of rules about how it is supposed to be used. They conclude that
the genre approach is a productive way of understanding communicative action in
organizations.

Voice

Chase (2005) suggests a typology of three voices or narrative strategies that can b
employed by qualitative researchers. In principle, any of the three volces can be use
with any research method (such as case study research or ethnographic research),

The first narrative strategy Is where the researcher develops an authoritative voice |
his or her writing. By writing in an authoritative voice, the researcher separates his ¢
her voice from the voice of the narrator and interprets the narrator's story in the light «
the researcher’s own cultural, institutional or organizational discourse. Although in th
style of writing the researcher can be accused of privileging his or her own voice, Chas
(2005) says that this is not necessarily the case, as a researcher may also present extensiy
quotations from a narrator's story.

The second narrative strategy 1s where the researcher develops a supportive voice, Th
strategy pushes the narrator's volce to the fore, Although this strategy runs the risk «
romanticizing the narrator's voice, Chase (2005) says that it can help to create a sel

reflective and respectful distance between the researcher’s and narrator's voices,
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The third strategy is where there is a complex interaction between the researcher’s and
the narrator's woices, Chase (2005) says this strategy Is common In narrative ethnogra-
phies and auto-ethnographies, where the researcher makes him- or herself vulnerable,
Although this strategy Is sometimes criticlzed for being self-Indulgent, Chase says that at
least we can understand how the researcher interpreted the narrator's stories,

Postmodern Narrative and Ante-narrative Approaches

Boje (2001) provides an interesting discussion of the many different kinds of postmodern
narrative analysis and their application to qualitative research in organizations and man-
agement. He uses the term "ante-narrative’ to describe narratives that are quite different
from the usual single-voiced, third-person narrative found in management and organi-
zation studies; rather, these ante-narratives are fragmented, non-linear, incoherent,
collective, unplotted and pre-narrative speculation. He suggests that both narrative and
ante-narrative analysis can be fruitfully used in research on organizations (Boje, 2001).

Boje also says that the term ‘ante-narrative’ has two meanings. The first interprets
‘ante’ as meaning ‘before’; hence, ante-narrative is something that is told before the
narrative is finalized. In organizations, stories are often fragmented, non-linear and
incoherent. Marrative analysts transform these ante-narrative folk storles into less messy
narratives and in so doing they ‘create an account that is fictively rational, free of tan-
gled contingency’ (Boje, 2001: 2). Hence, narrative comes after ante-narrative, in which
coherence is imposed on otherwlse fragmented experiences.

The second meaning of ‘ante-narrative’ is to use it In the sense of a bet = as In “up
the ante’. In this sense, ante-narrative is a somewhat speculative appreciation or inter-
pretation of an experience. Marrative analysts impose order onto the story and provide
a moral and agreed plot. Hence, while ante-narrative is speculative, narrative imposes a
coherent story line.

Boje (2001) says that ante-narrative is not the same as ‘anti-narrative’. In fact, he sug-
gests that both narrative and ante-narrative analysis can be combined In organization
studies.

Boje (2001) describes eight ante-narrative analysis approaches, all of which are able to
deal with ‘the prevalence of fragmented and polyphonic storytelling in complex organi-
zations’ (p. 1). These alternative ante-narrative approaches are as follows:

i.  Deconstruction
2 (Grand narrative
3. Microstoria
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4, Story network
5. Intertextuality
6.  Causality

7. Piot

8. Theme.

In deconstruction, the narrative Is not fixed, but moves and flows with the networks of
embedded meaning. Deconstruction challenges linearity, sequence, voice and plot.

Although postmodernists are suspicious of grand namatives, Boje says that not everyone
wants them banished. In fact, the grand narratives of modernity are still very powerful
and hence these should be studied along with the ante-narrating of little stories.

Microstoria are stories of the ‘little people’ that do not fit into the ‘great man’ accounts
that are fashionable in organization studies.

Story network analysis 1s where the narrative analyst traces the names of “little people’ and
their social relations (family and economic) to other people. The organization Is seen as
astorytelling system in which the stories become nodes or links In the narrative analysls.

Intertextuality Involves a dialogic conversatlon among writers and readers of texts. Boje
says that intertextuality Is all the dialogulng that goes on between and within narratives.

Causality analysis studles the non-linear ante-narrative pathways of story reconstruction
before the retrospective sense-making of narrative - it looks at the acts of storytelling
that construct and reconstruct reality.

Plot analysis raises questions regarding authorship - who gets to author the narratlve and
produce a plot?

Theme analysis questions the usual taxonomic classification of narratives into themes
and opens up the hierarchy of classification to see what gets left out.

Boje (2001) says that all these eight ante-narrative analysls approaches are postmodern
alternatives to more traditional narrative analysis.

Bankers and Their Moral Stories

Whittle & Mueller (2011) used ante-narrative and conversation analysis to examine tha
discursive devices employed by senior banking executives during public hearings in the

(Continued)
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(Continued)

UK about the global financial crisis. They say that the ante-narrative approach sheds
lght on how certain stories are made plausible in the face of rival versions. Stories are
important ‘because they are the key method through which people make sense of events’
{p. 114).

In their artiche they show how bankers had to achieve a complex balancing act: they
did not want to discredit the banking system altogether, but neither did they want to
blame the leading actors or themsehves, Hence they tried to tell an ante-narrative, a story
that was competing with other stories, some of which were more coherent or convincing.
These other stories, often told by politicians or the media, tended to paint a picture af
bankers being greedy, arrcgant and negligent villains.

One of the contributions of this article is to show how discourse can be seen as
social action. The focus is on what the stories achieve or perform for those telling them.

16.3 HOW TO USE NARRATIVE ANALYSIS

If you are planning to collect narratives during interviews (and hence narratives will
be your main source of data), then you need to work at inviting stories from your
informants. As Chase (2005) points out, some Interviewees might not take up the
part of narrator unless you specifically ask them to do so. One of the key tasks of the
researcher is to try to work out beforehand what Is ‘storyworthy’ in the narrator’s
social setting (Chase, 2005},

You also need to provide a facilitating context for the research interview and
ask open-ended questions that ‘open up topics and allow respondents to construct
answers, in collaboration with listeners, in the way that they find meaningful”
(Riessman, 1993: 54).

If you are planning to write a narrative of an organization, then the typical form in
management and organization studies is to write it up as a case study. Case studies usu-
ally use chronology as the main organizing device (Czarniawska, 1997). An essential
requirement is that the story should be interesting. Howewver, it is also possible to write
one or more short case studies or vignettes, Vignettes are shorter and more focused
than in-depth case studies and much easier to write-up. Miles & Huberman say that:

A vignette is a focused description of a series of events taken o be representative, typi-
cal, or emblematic in the case you are doing. It has a narrative, storyline, [and aj structure
ihat preserves chronological flow. (Miles & Huberman, 1954: 81)
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16.4 CRITIQUE OF NARRATIVE ANALYSIS

For qualitative pesearchers in business and management, perhaps the most useful way
of using narrative analysis is in the creation or critique of organizational narratives.
Marrative analysis is potentially an excellent way in which we can enter into a dlalogue
with managers and business people In organizations (Czarniawska, 1997). All of us (both
academics and practitioners) can relate to storles. It is one way of making our research
more relevant to practice.

However, because of its depth, narrative analysis s not particularly useful if you are
planning to Interview large numbers of people, It can be very time-consuming to collect
life histories of people and even more time-consumning to analyse them.

Mevertheless, narrative analysis can be very powerful. It is an in-depth approach to
analysing qualitative data, enabling us to study personal experience and meaning in
management and organizational settings. tearrative analysis helps s to see ‘how events
have been constructed by active subjects’ {Riessman, 1993: 70).

16.5 EXAMPLES OF USING NARRATIVE
AND METAPHOR
1. A Narrative Analysis of Strategic Discourse

Barry & Elmes (1997) analyse management strategy as a form of narrative, They say that
‘gtrategy must rank as ane of the most prominent, influential, and costly storles told in
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organizations’ (p. 430). They argue that narrative analysis is appropriate for capturing
the diversity and complexity present In strategic discourse,

They point out that narrative analysis can be applied both to strategizing and to strat-
egies. In the former, strategy can be examined as a narrative process in organizations,
ane in which stories about directionality are contested. In the latter, formal published
strategies can be examined as narrative artefacts.

Barry & Elmes (1997) posit that strategy can be considered a form of fiction, By fic-
tion, they do not mean to imply that strategy is false, but rather that it is something that
Is created:

As authors of fiction, strategists are subject to the same basic challenge facing other
fictionalist writers: how to develop an engaging, compelling account, one that readers
can willingly buy into and implement. Any story the strategist tells is but one of many
competing alternatives woven from a vast array of possible characterizations, plot lines,
and themes. (p. 433)

Barry & Elmes discuss the various narrative devices that strategists use to make their
strategic discourse appear both credible and novel., For example, strategies are often
described in the third person, giving the impression that the strategy represents an unbi-
ased, rational point of view. Strategies can also take an epic form, with the herofcompany
portrayed as confronting a number of enemies and/for obstacles: ‘If everyone in the com-
pany were to pull together, the company should emerge victorious with increased market
share, profits, and job security® (p. 437).

They conclude their article by making suggestions with regard to how strate-
gic narratives may change within the *virtual’ organization of the future (Barry &
Elmes, 1997),

2. A Narrative Analysis of Letters to Nike and
Reebok Shareholders

Landrum (2008) examines the letters to shareholders of Nike and Reebok over the
period 1990-9. The purpose of her article is to show how the strategic intent of these
two companies changed over time, as revealed through their letters to shareholders.

The author uses narrative analysis incorporating literary genres and strategic nar-
ratives to interpret her data. She started out by identifying the various characteristics
of different literary and strategic narrative genres, using Mintzberg's (1990) schools of
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3. Entrepreneurial Storytelling to Secure Capital

Martens et al. (2007) examine the effects of storytelling on a firm’s ability to secure
capital, They say that storytelling is increasingly recognized as an essential nart of
an entrepreneur's skill set. Marrative helps the firm to secure investment capital.

The authors used a mixed-methodology design, combining both qualitative and
quantitative research methods. The qualitative phase involved analysing all initial pub-
lic offering prospectuses in three high-tech industries from 1996 to 2000. This allowed
them to identify how identity constructions, story elaboration and contextual embed-
ding were Invoked within narratives. Three hypotheses emerged during this qualitative
phase. The quantitative phase invalved testing these hypotheses with the entire popu-
lation of semiconductor, biotechnology and Internet content provider flrms that filed
an intent to lssue an initial public offering (IPO) on the New York Stock Exchange
{MYSE), NASDAC or AMEX stock exchanges over the same period. They used ordinary
least squares (OLS) regression to analyse the data.

The authors found that effectively constructed stories do indeed help entrepre-
neurs acquire the money they need. This article isa nice Mustration of how qualitative
research can be effectively combined with quantitative research without compromis-
ing the richness of the qualitative data or the robustness of the quantitative data.

4, Consumers’ Identity Narratives

How consumers use products to construct their Identity has become an important
theme in marketing research. Research in marketing has shown that people use con-
sumption to maintain their sense of identity through time and define themselves in
relation to other people.
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Ahuvia (2005) looks at the role that possessions and activitles play in the construc-
tion of a coherent identity narrative. In particular, he focuses on possessions and
activities that consumers love. Consumers will often say they love a purchased pos-
session or activity (e.g. 'l love snowboarding’ or 'l love my new car'), which can often
indicate something about themselves and their refationship to other people.

Ahuvia's data were obtained from In-depth interviews and follow-up phone interviews
with ten consumers. However, the stories of only two consumers were discussed in the
article (due to space imitations), He says that the two cases selected were representative
of the interviews as a whole and provided good illustrations of the major findings. He
asked his informants what, if anything, they loved and then discussed these loved items.

From the interview data, Ahuvia constructed a ‘life narrative’ for each person, sum-
marizing their life story. For each person, he then discussed what each one loved and the
resulting identity conflicts. For example, he found that Pam was an investment banker
but actually loved composing music:

Pam experiences a conflict between Pam the composer, a risky choice but one shie sees
as an expression of her inner self, versus Pam the businesswoman, a practical cholce
supported by her family. Within this identity conflict, Pam's loved objects all played a
partisan role, serving to buttress her artistic persona and distance her from the business-
WOman persena. (p. 174)

He found that love objects served as mementos of key events or relationships in the
life narrative helping to resolve identity conflicts and tended to be tightly embedded in
a rich symbolic network of associations. His interviews with consumers revealed three
different strategies that they used to create a coherent self-narrative: these were labelled
‘demarcating’, ‘compromising’ and *synthesizing’ solutions.

Demarcating is where a loved object serves to demarcate and reinforce a boundary
with respect to one's identity: ‘In Pam’s identity conflict between creating a life as a
composer and pressures to pursue a less risky career in business, all the objects she
claims to truly love demarcate and reinforce the boundary between her desired com-
poser identity and rejected businesswoman identity’ (p. 181).

Compromising and synthesizing solutions are used by consumers when all alter-
natives possess desirable aspects: ‘In a compromise solution, consumers give up what
they see as some of the attractive features of each identity position to stake out a
middle ground between them' (p. 181). Ahuvia says that, while compromising 15
very common in everyday shopping, it Is rare in object love. However, products can
provide consumers with synthesizing solutions to identity conflicts.
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5. Narratives of Information Systems Development
Projects

Davidson (1997) analyses three project history narratives that she collected during a field
study of an information systems development project. She was interested in how project
participants communicated their knowledge, assumptlons and expectations to negaotiate
a shared understanding of information systems requirements.

She says that creating and maintaining accounts of action and events In the infor-
mation systems development projects ‘were critical sensemaking processes that shaped
participants’ interpretation of IT requirements and influenced thelr decisions about the
design and implementation of IT artifacts’ (p. 123).

In her interviews with informants she found that they often told stories about major
events and episodes in a particular IT project, identifled key actors and attributed goals
and motives to these actors. Each Individual seemed to have his or her own unique per-
spective on the project. She systematically analysed the project history narratives using
elght categories, which are as follows:

Marrator's abstract

Marrator's perspective
Orientation/contextual descriptions
Actors

Problematic situation
Goal/problem solution

Actions and events

Outeomes.

DNO DA PN

She concluded by saying that narrative analysis is very useful for studying the develop-
ment and implementation of IT. Information systems development ‘s often characterized
by ill-defined problems or vague goals, conflict and power struggles, and disruptions that
result from pervasive organizational change' (p. 142). Narrative analysis can Inform our
understanding of these activities (Davidson, 1997).
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I@ Exercises

1. Using Davidson's (1997) eight categories as a guide, analyse a published case study in
business and management. Can you answer the questions for all six elements?

2 Search your weekend newspaper for stories. Analyse one of the more in-depth sto-
ries using Davidson's (1987) eight categories as a guide. Are there other aspects of
the story that you consider to be impartant?

4. Conduct a brief literature search using Google Scholar or some other bibliographic
database and see if you can find articles that use narrative analysis in your chosen
field. What kinds of topics appear?

4. Can you think of some additional topics in your own field that could be studied using
narrative analysis? What kinds of data could you use?

Further Reading

Books

ness and management. The books by Polkinghgrne (1988) and Czarmiawska (1997) are
also interesting.

l.!] « | think the book by Boje (2001) is particularly useful for quakitalive researchers in busi-

Journals

l.IJ + A journal called Narrative Inqury is published by John Benjamins. See hittpss/benjamins.
com/catalog/ni

Websites
! ./. Here are quite a few useful websites on narrative analysis:

= Narralive Psychology is an excellent resource on narrative and related areas at
hitpy/fweb.lemoyne.eduf-hevern/narpsych/narpsych.html
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. The International Society v the Sy 9 niserallie. spoosors: M interimnga
Gonference on Marrative each year. See http://narrative georgetown.edu/

. The Wikipedia entry on narrative inquiry avallable at hittps:fenwikipediaorg/wiki/
Marrative_inguiry

To access these links, as well as additional sueggestions for further reading online, visit
h'ttl:lfﬁaf.l'study.sagapuh.cum.ﬂ'm‘ycrsSt.



PART VI

Writing Up and Publishing

Part VI discusses the issues associated with writi

Ng up and publishi I
research, as illustrated in Figure V.1, Chapter 1 ng qualitative

7 discusses the process of writin
B
up while Chapter 18 discusses the process of getting published. Both chapters con-

tain many practical suggestions for wrlting up and getting published in business and
management,
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Written record
]l\_ (thesis, book, journal article, research report, 04.)
5
) 4
Data analysis approach
L {hermeneutics, semiolics, narrative analysis, ebc.)
Data collection technique
(interviows, figldwark, using documents)

!

Research methed J
{action research, case shudias, sthnography, grounded theory)
A

Philosophical assumpticns I
{positivist, inberpretive, critical)

Figure Vii Qualitative research design
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WRITING UP

Learning Outcomes |
By the end of this chapter, you will be able to:

= Understand the purpose of writing up

«  Develop a writing plan

+  Appreciate different writing styles and genres

«  Avoid making some commaon mistakes

| = Work out ways in which you can improve your own writing

e —

17.1 INTRODUCTION

In qualitative research the process of writing up the research is just as important as doing
the research itself (Atkinson, 1990; Clifford & Marcus, 1986; Van Maanen, 1988). One
reason for this emphasis on writlng Is that the qualitative researcher, by definition, is
someone who “writes about people’. As Grills (1998b) explains:

In the writing, we make decisions about the story we will tell - how the tale will be
made theoretically Interesting, what questions we will engage with our work, and what
aspects of our research will be presented and what will be set aside. Through this
process, lived research and the experiences that accompany it are represented and
mediated by text. (p. 199)

In a sense, then, the gualitative researcher is a storyteller (Grills, 1998b). It is easy to
underestimate the importance of writing up and the actual time it takes to do it.
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You might be tempted to think that you are basically done when you have finished
all your empirical research and completed your analysis of the data. However, this is a
big mistake. The write-up does not happen automatically and in [act some people take
just as long to write up as they did to conduct the empirical part of their research. Also,
there are many different ways to write up your research and hence many choices to be
made, The writing-up phase requires planning, considerable thought and effort.

In some ways, 1 think the writing-up phase Is actually the most important of all. Of
course, doing qualitative research is a remendous personal learning experience and that
in itself is of much value. You get to learn a lot about other people and yourself. However,
the only way that most people can learn about your work is through the finished article,
thesis or book. OF course, if you present your findings at a research seminar or in a pres-
entation of some sort, then | agree that some people will learn about your work without
having to read it; they will hear you talk about it instead. But the fact remains that only
those who attend the seminar will learn about it. However, if you write up your research
work and have it published, then potentially hundreds, if not thousands, of people can
learn about your research findings. Your research, instead of being just a personal learn-
ing experience, enables other people to learn from what you did. Your research becomes
a contribution to the research literature in a particular discipline. This published contri-
bution is something which others can build upon.

Therefore it is almost impossible to overemphasize the importance of good writ-
ing. What is written becomes reality — it becomes the objective story that is told. Of
course | am exaggerating a little, since it is possible to write a second edition of a
book and people might disagree about the meaning of the printed word. However,
the point remains that once the article or book is published you have little further
influence on how others Interpret your work. Once the story is in print, that's it
(Myers, 2018).

This suggests that qualitative researchers need to give careful consideration to writ-
ing. As Wolcott (200%) points out, writing up for a qualitative researcher is absolutely
essential. But if we are going to write, we need to write well. This means trying to keep a
few things in mind.

First, we should try to ensure that what we write is interesting. Caulley (2008) dis-
cusses how qualitative researchers can make their writing more interesting through
creative writing technigques, while Ely et al. (1997) discuss how research writing can be
useful, believable and interesting.

Second, since writing itself is a creative process, we need to decide what story we are
going to tell. When we write we create a particular view of reality and decide what (or
what not) to say (Richardson & 5t Pierre, 2005).
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17.2 HOW TO WRITE UP

There are many different ways to write up qualitative

variety of possible outputs, for example: diﬁgﬂa“un;e::’a;:;.: :p‘::;‘ ahﬂ considerabje
ence papers, journal articles, blogs, websites, newspaper and m“ﬂn; a.ﬁ;:ﬂ.;;m'
are also many different writing styles and genres. Depending upon your chosen ﬂ::’:
and institution, some writing styles, genres and outputs may be more acceptable or
valued than others.

If you are a postgraduate student about to write a thesls, 1 suggest one of the fiest
things you should do is to look at some of the theses produced by your own Institution.
Ideally, | would ask one or two faculty members for suggestions as to what they consider
to be excellent examples of theses In your particular discipline. 1 find that previous exam-
ples are always helpiul to my students. When you have a template to follow and you can
ses that even excellent theses are not perfect, the process of writing a thesis no longer
seems quite so daunting.

A Writing Plan

Regardless of the type of output {e.g. thesis, book or journal article), 1 have found that It
is always worthwhile to have a writing plan. Oine possible writing plan Is to use the tem-
plate provided in Table 17.1. This template lists eight items that should be considered at
the start of a research project. | suggest that you attempt to fill out this template as soon
as possible,

Of course, the description for each of these items might change as your research
project progresses, but the sooner you are able to come up with a concise description
of each item, the better. In fact, | suggest producing a draft of the template in Table 17.1
before you even begin the empirical research. This is because it helps to focus your
mind on the end product (the written output) and goes some way towards preventing
you getting bogged down in collecting data. Collecting qualitative data is very Inter-
esting and 1 find it one of the most enjoyable aspects of doing qualitative research.
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Table 174 A writing template

Eight questions Description

1 Title? What is the title of the thesis, article, or book | am writing?

2 Purpose? What is the purpose of the article or book | am writing?

3 Authors? Whao are the authors of the work and what is their intended
contribution?

4 Audience? Whao is the intended audience for the work?

5 Method? What research method am | planning to use?

& Publication cutlet? Whieh journal, conference, or book publisher will | submit the
work to?

7 Theoretical contribution? What is my proposed theoretical contribution?

8 Practical contribulion? What is the practical relevance of my work (if any)?

I enjoy meeting people and learning about the challenges they face. However, you can
never collect enough data. There is always someone else you should interview, or one
more plece of documentary evidence that you think you need. [t is perfectly possible to
spend years collecting so much data that you never actually get around to writing it up.

Actually, 1 had a FhD student who fell into this trap. He was doing ethnographic
research in one of the largest companies in Australasia (one of the Global 500 compa-
nmies). He would ‘finish’ his fieldwork but then find out that there was some exciting
new development that had just occurred in the company. He would Insist that he had
no choice but to go back into the company and conduct just a few more interviews, The
problem for my PhD student was that this happened more than once, Approximately
one year later | started to lose patience and I simply declared that his fieldwork was com-
plete. | advised him to start writing up his PhD thesis right away based upon the (partial)
data that he had by then collected. Of course, he was perfectly free to go back and collect
more data after the PhD thesis was completed, but for now he was banned from doing
any more fieldwork. It was time for me, as supervisor, to crack the whip. [t was time for
him to stop collecting data and to start writing.

Iam pleased to say that he was awarded his PhD without too much difficulty and more
than one article has now been published from his doctoral research. As it turned out, he
included only a fraction of his empirical data in the completed thesis. In fact, he has encugh
data, even within the pages of the thesis, to provide the basis for numerous articles,

Hence, the purpose of having a template such as the one illustrated in Table 17.1 is
ta help you to stay focused on the ultimate goal. Your ultimate goal should be to write
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1. Title® | find that if | have a title in mind from the start, this heips
other questions which follow. Of course, | might Pevise the titla Ialmm 10 foeys on all the
tures the purpose and contribution of the work is treme hel}:fu

2. Purpose? | suggest you try to axplain the purpose of the ;:""EIE X l.
tence. If you cannot clearly describe the purpose of your researchin ahuﬂk_ln vl SBM-
the most likely reason is that you yourself are not entirety clear what itsl:':::'m manner,

3. Authors? This question is not appropriate if you are the sole author of thy :{o:t.
thesds]_: however, if there are _mL?Iiple authors, it is very important to mtn;ﬂ :
are;. going to be from the beginning. | have SE'.E" many people argue mﬁs“:ﬁlm i

which the authors’ names should appear on a journal article when this issue should have
been sorted cut (or at least discussed) right from the start. Of eourse, thy ardar iy
change if ane author ends up doing more work than anticipated, but it s good lieits
discuss this early on 5o that the issue is out in the open.

4. Audicnce? | suggest you actually write down the names of specific people that you
think might be the potential audience. i you are writing a PhD thesis, then think of
potential examiners besides your own supervisor, If you are writing a book, think of the
target market (e.g. undergraduate or postgraduate students, researchers, etc.), If you
are thinking of writing a journal artiche, then think of who might be a good réviewsr for
your paper. If you are unable to come up with anyone then one suggestion is to take a
look at some of the authors that you are citing in the bibBography. | find it is very helpful
to have specific people in mind when writing up my work because | will then write for
this audience. The finished work will have a much greater chanes of being appropriate
and of interast to this target audience.

5. Methad? It is important that you have good support for whichever research mel_hud
you are planning to use in your own institution. This includes having a good supervisar,
ie. a person who is ‘qualified’ and has the experience and axpertise 10 do the job. It
also includes having the right research training befare you start the work, e.g. perhaps
being able to take one or more courses on qualitative research. It is mtllnrp-ussi‘!:h, but
certainly very difficult, to use a research method well without appropriate advice and

idance from within your cwn institution. )

&, E:Ihlbcatinn outlet? This question asks you 1o think about the m:-‘t appropriate pub-
lication cutlet for your research work. If you are considering writing Up your work as
a journal article, conference paper, o book at some stage, then | suggest you start
thinking abaut writing for that particular cutiat fram the start. This will affect the s::az
topic you choose, your research method and the style of your research. It will also
your intended audience. For example, if you are considering writing a joumal article, you



288 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMENT

should consider the people who are currently invaleed in the journal (the senior and
associate editors, recent authors and 3o forth) and see what kind of research they are
doing and what kind of research is currently being published. This is because research
is a social process (as well as a rational one). As someone with substantial editorial
experience, | can tell you that it is not a winning strategy to submit a paper to a journal
when you have hardly even Iooked at the types of paper that it publishes. Editors get
frustrated when a paper is submitted by an author who has no real understanding of the
style or standard of research of the publication oullet in question. If, after locking at the
particular publication outlet in detail, you are still unsure about the fit of your proposed
research within the aims and scope of the journal, conference or publisher, then ask
someone who has some experience with that particular cutlet for some advice.

7. Theoretical centribution? This guestion is important because it is a requirement of
maost of the top joumals in business and managemaent for research articles to make a
good contribution to theory, As Siggelkow (2007) points out, a purety descriptive study
is a hard sell, whereas one that has some conceptual contribution is better. OF course,
if you are writing for a conference or a second- or third-tier journal, this may not be
50 important, However, | still think it iz a good idea to try to describe your proposed
theoretical contribution in just one paragraph. This may be very general at the start of
your research project, but at least this guestion will help you to fecus on how you think
your work will contribute to the wider discipline. The thecretical contribution will most
ikely emerge from your Blerature review. The literature review places your own research
project in context.

&, Practical contribution? It is a good idea to try to describe yvour practical conftribution
in one paragraph. Depending on the particular business discipline, this question may
not be essential if you are planning to write up your research solely for a top academic
journal, but I think it is still a useful exercise, Of course, this practical relevance might
change your answers to some of the earlier questions (e.9. potential audience).

I am sure there are additional questions that could be considered to help you write up
your research; howewver, | belleve the eight questions in Table 17.1 succinctly summarize
the most relevant questions for qualitative researchers in business and management.

Writing Styles and Genres

As | mentioned earlier, there are many different writing styles and genres that can be
used to write up qualitative research (Harvey & Myers, 1995; Myers, 1999). [ will briefly
review some of these here.

¥an Maanen (1988) discusses three styles of writing that can be used to write up
ethnography: these are the realist, confessional and impressionist styles. [ believe these
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A weakness of the impressionist style is that very few people are able to use it suc-
cessfully. It requires the researcher to be an excellent writer, something akin to being a
novelist. Unfortunately, not everyone can write in this style.

As well as the three styles of writing discussed by Van Maanen (the realist, confes-
sional and impressionist styles), other styles include the narrative, literary and jointly
told styles. | will briefly discuss each of these in turn.

The narrative style tends to see the case study or ethnography as the wrlting of
history. Both the researcher and the subject matter are situated historically and the
researcher pays attention to the chronological nature of events. For example, much
of the research in the field of information systems is concerned with information sys-
tems projects and information systems development, A researcher studying a particular
project might document some of the significant events that occurred over the life of
the project, e.g. when the consultants were hired or when the system went live, The
advantage of the narrative style is that it is often easy for the reader to see how things
progressed the way they did, i.e. how one significant event led to another. The writing
of a good narrative, however, requires the author to make sure that only the relevant
details of events are included. The narrator has to make good decisions with regard to
what to include and what to exclude. An example of the narrative style is the article by
Larsen & Myers (1999), which narrates the story of a business process re-engineering
project in a bank.

The literary style uses fiction-writing technigues to tell the story. The author uses dra-
matic plots, narration and so forth to tell us about the research findings. A good feature
of the literary style is that the research findings are often very interesting to read. A weak-
ness, however, is that such research accounts tend to be emotionally charged and this
can distort the reality they seek to portray (Van Maanen, 1988).

The jointly told style is where the research report or article is co-authored by the
researcher and a ‘native’. This style could be very appropriate in research that is con-
cerned with international and cross-cultural issues in business and management. The
advantage of this particular style is that it tells the story from both points of view = from
the researchers’ point of view and that of the subjects of the research (although the
native may also be a researcher). A potential weakness of this style, however, is that there
is a tendency for such research reports to be less critical than other styles of writing. This
is perhaps to be expected, given that one of the authors is from the research site. Another
potential weakness of this style is that the researchers may not give much thought to the
question of which native is selected to be the co-author. Obviously, if the ‘native’ Is the
CEQ of a manufacturing company, he or she will have quite a different perspective from
that of a factory worker in the same company.
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time. 1 suggest all my PhD studenis follow this outline, both In their thesis and in any
articles they write. Of course, this is just a suggestion and often | will modify it slightly.
For example, sometimes | combine the Discussion and Conclusions sections into one
and there may be multiple Results chapters if you are writing a thesis that includes a
few previously published papers. However, this basic outline 15 always the same:

+«  Introduction

+  Conceptual/ Theoretical/Topical Foundations

+ Research Method

+  Results/Case Description (starting from the blg plcture followed by more detail)
s+  Data Analysis and Interpretation

+  Discussion
+  Limitations/Future Research
+«  Conclusion

|
1 think it is also a useful exercise to add an anticlpated completion date for each chapter
or section. You can then tick them off as you go.

Write a Good ‘Story’

I find that many students make the mistake of thinking that they have to write in
a certain scientific (read ‘boring’) style. They seem to think that by using a certain
technigque (e.g. writing in the passive voice or in the third person) this will make the
research seem more objective. However, this is a mistake. In my view, every gualita-
tive researcher should attempt to write a good story. This story should be interesting
and compelling for the audience; it should grab their attention and make them want
to read your article or thesis from start to finish. In my opinlon writing In the active
voice and in the first person is clearer and more interesting (see Tables 17.2 and 17.3).

Table 17.2 Active versus passive

Active voice The dog bit tHe cat

Johnson wrobe a chapter
We discovered that . ..
Passive voice Thie cat wasbitten by the dog
A chapter waswrillen by Johnson

It was digcowerad that . ..




Table 17.3  First person vesaus thing B e

First person Tere i
Vo rirlen i
Third person The &.ter T b,
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A few years ago | had a conversation with one of the semior pefyyrs 90 Mimsgemen
Science. This particular journal is the top research joumal in Wittt S g
Operations Management and publishes mostly quantitagve :1-:.-_:1,';-_-5,. We were ik
ing about the 'publishing game' and he pointed out to me the: piwn- sincie 2rice in
Muagenient Science needs to tell a good story. Without a good stomy t:h? ertice will not
be published. However, most stories In this particular journal are 104 with numbers,
rather than text. The story needs to be sufficiently compelling tha; 1he reviewers and
editors can agree that the manuscript is a new contribution to knowledge.

Data Selection

Since qualitative researchers usually accumulate much data, a commeon “problem’ Is
deciding what to include or exclude from the written document. It is easy to think that
‘everything’ is important, especially when you are in the middle of a qualitative study.
Howewer, if you try to include everything in a thesis or article, you will quickly over-
whelm your readers with too much detail. The net result is that the finished product is
actually quite boring for your readers and they will skim through it quickly and be glad
when they get to the end. In fact, the chances are that they will not read it at all! Hence
it is important to spend some time editing the thesis or article so that the story can be
told within the word limit set by the editor or your supervisor. It Is a mistake to think
that longer is better.

On the other hand, it is important in many situations to provide a “thick’ rather than
a ‘thin’ deseription of your findings. Providing a certain amount of detail allows the read-
ers to ‘audit’ your findings. That is, they are able to see for themselves how you came to
your concluslons.

I also recommend that, even in relatively short conference papers or jourtial artl-
cles, you include at least some direct quotations from interviews. Reporting verbatim
what one of your informants said gives a certain amount of credibility to your article.
Providing some primary data such as this gives some face validity to your findings.



282 QUALITATIVE RESEARCH IN BUSINESS AND MANAGEMENT

It proves that you did indeed talk to some of the peaple in the organization. Including
direct quotes from interviews also brings your story to life and as long as they are selected
carefully, such quotations can help to make the story more interesting.

Get the Details Right First Time

Although you can always revise your fiest draft later, there are a few things you should
always get right first time, If you get these things correct from the start, you will save
vourself so much time later.

The first thing is the spelling of proper names, such as people’s names, place names
and so forth, These names should be spelt consistently throughout a document. If you
are writing a thesis of 100 pages or more, there is nothing more frustrating than finding
out that people’s names are spelt inconsistently and incorrectly throughout. 5o get the
spelling right first time.

Another thing is direct quotations from your sources. Quotations should be completely
accurate, word for word, with the exact reference and page number {if the quotation is
from a book or article). Again, there is nothing more frustrating than when you find right
at the last minute that you do not have that vital page number. Then you have to go back
to the library and, even werse, you might find that the book you need is not available
because someone else has borrowed it, All you need Is a page number, but it can be frustrat-
ing trving to find it again later. Something very simple can take you an inordinate amount
of time to fix later, when it would have been so much easier to get it right from the start.

Bibliographic Database and Reference Management
Software

I also recommend that everyone use a bibliographic database and reference management
software program such as EndMNote, Mendeley or ProCite. If you are planning to be an
academic, or you are writing something substantial like a thesis, then you should defi-
nitely use bibliographic database software,

One of the main benefits of using this kind of software Is that you only need to enter
a reference once. As long as you get the reference details right first time, then you do
not need to enter them ever again. The software will format the reference in the refer-
ence style of your choice, such as for the Acadeny of Management founal, the Jourmal of
Marketing or in APA format. Many of these reference styles are provided with the software
as a matter of course.



WRITING i
293

1 find this software very useful, particularly as | use some =
in different papers. Also, if you are revising a previous version of 3
journal, then it is a very simple matter to change the reference styl
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start using this kind of software as soon as possible in your research career Pu:l that you
many research universities have a site licence for one of these software Pmér;::umtely

mw.‘r ang Gver agaln
PE for 3 different
e, Just a fow clicks of

Exercises

1. Find a qualitative research article or book that you think is well written and intar-
esting. What makes it such a good article or book?

7 Using the writing template of Table 171, analyse the article or book you identified in
the previcus guestion.

% Mow apply Table 171 to your own work, perhaps an essay or a conference paper.
Write at least one sentence for each of the eight questions.

4, Ifyou are writing a thesis or book, draft an extendad table of contents for the entire
work, including subheadings in the proposed chapters.

5. Encourage a faculty member within your own institution to organize a writing work-
shop for PhD students and interested faculty membars. This workshop can be held
over the space of 2-3 days and ils purpose is lor everyone actually to write while
they are there. Of course, the writing might be intarspersed with presentations
about writing by those who are recognized as good writers.

Further Reading

Books

« For writing up quakitative research in general, | highly recommend Wolcott's (2008)
Wiiting Lip Qualifative Research. This book has many practical suggestions. Another useful
book is called Dairg and Writing Qualitative Research (Holliday, 2016). This book tackles the
practical problems that writers face when they attempt to transform the rich data they
have gathered from their research into the written word,

+  Helen Sword's book is excellent if you want to sharpen your writing style (Sword, 2015).

L]
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Websites

«  Helen Sword's website enables you to input some of your text and check your writing
style. The website address is httpfhwritersdiet.com/

To access these links, as well as additional suggestions for further reading onling, visit
hitps:/study.sagepub.com/myers3e,
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GETTING PUBLISHED

Learning Qutcomes
| By the end of this chapter, you will be able to:

»  Understand the purpose of getfing published

+  Appreciate the differences between publication outlets
+«  Avoid making some common mistakes

+  Improve your chances of getting published

18.1 INTRODUCTION

When [ was starting out as an academic researcher on my very first sabbatical, Lynne
Markus, a well-published qualitative researcher in my own field of informatlon systems,
gave me some excellent advice, She said to me, ‘research is not finished until it is pub-
lished'. I have used this as a motto in my own research work ever since.

1 suggest this should be a motto for everyone dolng qualitative research, If you have
the attitude that a research project Is not finished until you have published something
from it — whether 1t Is a journal article, a book or just a conference paper — then you will
keep working until that Is achieved. You will not rest until you have succeeded in having
at least one publication accepted.

[ have found this motto to be very motivational in my own research career. It ensures
that you finish a research project before you get sidetracked with too many other things.
Towards the end of a long research project most of us have a tendency to get bored with
it or to become tired. It might seem much more Interesting to drop it altogether and
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move on to something else. But If you have the motte that ‘research is not finished until
it is published’, then you will keep going until that objective is achieved.

There are many reasons for publishing your research findings. One of the most impor-
tant is so that others might learn from your research work and, hopefully, use It as a basis
for their own future research work.

Let us imagine the following scenario. Assume that you have conducted a research
project for your doctorate. During the course of your research project, vou have learmnt
many things. The process of doing your doctoral research has been an excellent personal
learning experience. You have also come up with some original findings. These findings
provide an answer to one part of a jigsaw puzzle that has bothered scholars in your fleld
for some time.

However, if you de not publish your findings, then no one else will know about them.
As far as other scholars in your chosen feld are concerned, that one part of the jigsaw
puzzle remains unsolved (simply because they do not know that your solution exists).
Hence, when another PhD student in some other part of the world conducts a literature
réview on the same topic, he or she will not find your research findings (which have
remained unpublished). This PhD student thus has to solve that part of the jigsaw puzzle
all over again. And when this student eventually reveals the solution in a publication, he
or she is the one who will gain the credit for this new discovery, not you.

In the natural sciences there are many instances of scientists in different parts of the
world claiming to have made a particular ground-breaking discovery first. This illustrates
the importance with which most scientists view authorship. The best way for scientists
to ensure that they are credited with a particular discovery is to have the work docu-
mented in published form and normally this is in a peer-reviewed journal article.

Hence, if you want your research project to be more than just a personal learning
experience, you should try to publish something from it. Having a publication enables
other researchers to learn about your findings. It means that your research becomes a
contribution to the body of knowledge In a particular field and also becomes available
for others to build upon. OF course, there is in addition some personal satisfaction in
seeing your own work in print,

Besides the important geal of contributing to a field and the personal satisfaction
of publishing, there are other reasons for trying to get your work published. In most
research universities today, an important criterion in determining promotion and ten-
ure is a person’s research and publications record. The more “well published’ you can
become, the more chance you have of being promoted and gaining tenure. OF course, it
is not so much the total number of publications that count, but the quality of the outlets
in which your work appears.
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Pratt (2008) says that for the top-tler Morth American journals, there are three major
tenslons. These are:

(a} the need to both break away from and be firmly embedded in extant theory; (b) the
need to both provide encugh data so that a reader can draw conclusions, while also
providing enough interpretation of that data; and (c) the need to be both detailed and
tranaparent with regard to one's methoeds, while also fitting one's research inlo the larmat
of a top-tier North American journal. (Pratt, 2008: 485)

For other types of journals, | have found that there is often no requirement to break away
from extant theory - it is perfectly acceptable to use existing theory. | have also found
that the requirernent to interpret the data is not as stringent as for a top-tier journal and
that the description of one's research methods need not be as detailed (Myers, 2018).

Publication Outlets

There is a variety of publication outlets for qualitative researchers In business and man-
agement. These outlets include magazines for business practitioners, peer-reviewed
journal articles for academics, papers published in conference proceedings and books
or chapters in edited books. These days many publication outlets are available on the
Internet as well as on paper.

These various publication outlets each have their advantages and disadvantages. One
of the advantages of presenting a paper at an academic conference is that you can get
some feedback on your research work. Another is that you get to see what other research-
ers in your chosen area of research are working on. One of the advantages of writing an
article for a magazine for business practitioners is that it demonstrates the relevance of
your work to practice. It might also improve your consulting practice. In some fields,
such as anthropology or history, a book Is regarded as the defining publication for a
researcher. Realistically, a book is the only place where an author can convey the rich-
ness of the data.

However, for academics in business and management, the most important publica-
tion outlet is the peer-reviewed academic journal. Although all publication outlets have
their pros and cons - and they should not be seen as mutually exclusive - as a general
rule journal articles are regarded much more highly than any other kind of publication
autlet in business schools.

Therefore, If you Intend to have a career In academia and in a business and manage-
ment discipline, It Is Important to know how to get published in peer-reviewed journals.
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Having one or more articles In these academic journals is often a prerequisite for a suc-
cessful academic career. In fact, in the more highly ranked research-oriented universities
it is essential (if you want to get promotion and tenure) to publish in the top journals in
your field, What is defined as top varies depending upon your institution and country,
but it might be the UT Dallas list of 24 journals, the Finarcial Times list of 50 journals or
some other list based on criteria such as acceptance rates, impact factors, citation counts
or specific disciplinary recommendations. For example, since [ am living in New Zealand,
my colleagues in the business school often lock at the journals ranking list provided by
the Australian Business Deans' Council, in addition to the ones mentioned above. Since
I am a scholar in information systems, many of my fellow 15 colleagues look to the list
of top IS journals provided by the Senior Scholars of the Association for Information
Systems, The key thing is to find out which journals are regarded as the most important
by your discipline, institution and the country in which you want to work and then
target those journals from day one,

Hence, the main purpose of this chapter is to help you succeed in the publishing
game. | hope that you can become a ‘well-published’ qualitative researcher, one whose
research work s often cited by others.

The Peer Review Process

As | have just said, researchers in business and management are expected to publish their
work in journal articles. The reason for this is that manuscripts submitted to academic
journals are subject to a peer review process, which gives some assurance of quality.
Business school deans and others on the promotions and tenure committee believe
that the peer review process is more rigorous in academic journals than elsewhere. In
the more highly ranked academic journals in particular, the peer review process Is very
tough. Many good research articles are rejected and only the best survive, hence it is
important to understand the peer review process. Let me explain how it works.

Essentially, the peer review process is a form of quality assurance that is used in every
academic discipline. The general idea is that one’s research work is subject to review by
one’s peers, i.e. other ‘qualified’ researchers who are able to judge the quality of the work.
If the findings are judged to be significant and robust by one’s peers, then the manu-
script will be accepted and published as a new contribution to knowledge. However, if
the findings are judged to be Insignificant and not robust, then a manuscript will be
rejected. As you can see, the peer review process, by definition, is a social process. Peer
review involves having your work evaluated by others.
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In arder to explain the peer review process more fully, 1 will use as an example the
process at MIS Quarterly. 1 am familiar with this process since | was a senior editor ar MIS
Quearterly for five years and, before that, an assoclate editor for three, [ also have experi-
ence as an author of articles published in the journal.

MI5 Quiarterly is the top research journal in information systems and Is included in
both the UT Dallas List of 24 journals and the Firancial Times list of the top 50 aca-
demic journals in business. MIS Quartery has one of the highest impact-factor ratings of
any academic journal in both information systems and computer science. (Briefly, the
impact factor is viewed by many as a proxy for the impertance of a journal in a field.
It looks at the average number of times published articles are cited by others up to two
years after publication, hence the higher the impact factor, the more impact the journal
is assumed to have on a field.)

The first step of the review process at MIS Quarterly Involves the screening of a man-
uscript by a senior editor, When one or more authors submit a manuscript to the
journal for consideration, they are able to nominate one or more senior editors whom
they would like to handle their manuscript (based on what they consider to be the
appropriateness of the expertise and research interests of the senior editor). If a senior
editor agrees that the manuscript is of interest to him or her, then the manuscript is
assigned to that senior editor. The senior editor then screens the manuscript based
on its appropriateness and suitability for the journal. Many manuscripts are rejected
at this point and returned to the authors. This can be for many reasons. For example,
the manuscript may not fit the mission and scope of the journal. By definition, any
article submitted to MIS Quarterly should be concerned with some aspect of informa-
tion systems, but if the manuseript is enly tangentlally related to this subject then it
will be rejected. Another reason may be that the manuscript does not fit the style of
the journal. All articles in MIS Quarterly have a certain style and are expected to be of
a certain standard. Mo matter what the reason, if a manuscript is rejected during the
screening process, it is because it Is judged by the senlor editor as having virtually no
chance of surviving the peer review process. Given thelr extensive experience with
the review process and the expected standard of articles published in the journal, the
senior editors (SEs) all have full authority to accept or reject papers. In my view it is
much better for all concerned (authors, reviewers and editors) if those manuscripts that
are clearly unsuitable are weeded out sooner rather than later, even though authors of
rejected papers might not always appreciate this at the time. A good number of papers
are rejected at this peint.

The second step of the review process involves the screening of the manuseript by
an associate editor. Again, authors are able to nominate one or more associate editors
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{AEs) that they consider to have the required expertise and research interest for their
particular manuseript (although there is no guarantee that the author's suggestions will
be followed, since AEs can choose whether or not they wish to handle papers assigned to
them). Some papers may also be weeded out at this peint, based on the experience and
advice of the AE.

The third step of the review process involves sending the paper out for review.
MNormally, three reviewers are asked to review the paper and to evaluate its suitability
for publication In MIS Qurarterly. One reviewer might be an expert in the methodol-
agy, another might be an expert in the subject area and the third might be one of the
reviewers suggested by the authors, At least one or more of these reviewers is likely
to have published in MIS Quarterly or another journal of similar quality. They will
be selected by the SE and AE based on their expertise (i.e. their previous publication
record). The main thing that the reviewers look for is whether the paper is an origi-
nal research contribution (or a potential contribution) to the field of information
systems. As with the nomination of the S5E and AE, authors can nominate potential
reviewers for their paper. Of course, authors should not nominate a reviewer who
may have a potential conflict of interest. A conflict of interest includes things like
being a co-author, a colleague at the same institution or a current or former student.
Avoidance of a conflict of interest is vital in order to ensure the integrity of the
review process.

The fourth step of the review process involves the AE looking at all three reviews, writ-
ing a report and making a recommendation to the SE.

The fifth step involves the SE making the decision. This decision is final and is based
on the report of the AE, the three reviews and the 5E's own assessment of the paper.
Unfortunately, as is the case with most top journals, the vast majority of papers are
rejected at this peint, given the rigorous nature of the review process. Some, however,
are considered to have sufficient potential such as to warrant a “revise and resubmit’ decl-
sion. This means that the authors are Invited to revise their paper based on the feedback
they have been given and to resubmit the paper at a later date. In my experience, very
few papers are accepted at this stage (in fact none during my tenure as an SE).

When the authors have finished revising the paper, they then resubmit it to the jour-
nal. The review process then starts all over again, beginning at the first step. If, during
the fifth step, the 5E decides that the authors have successfully addressed the criticisms
of the paper raised during the first review cycle, then the SE may accept the paper for
publication. Alternatively, the paper may be rejected or the authors invited to revise the
paper once again (although three review cycles is very unusual and in some journals is
frowned upon aliogether).
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There are a few Important features of the review process that help to ensure the qual-
ity of the published articles. First, the reviewers at MIS Quarterly are likely to be experts in
some particular aspect of the paper (e.g. the toplc or methodology). In other words, they
themselves will have published their work In M5 Quarterly or other first-tler journals.
They will be leading researchers in the field.

Second, the peer review process Is double-blind. This means that the authors do not
know who the reviewers are and the reviewers do not know who the authors are. The
idea of having a double-blind review is to try to ensure that the paper Is reviewed in an
objective manner. It Is assumed that if the reviewers knew who the authors were, then
well-known authors might have a higher chance of success than those who are not so
well known, Similarly, if the authors knew who the reviewers were, the authors might
bear a grudge against them if their paper were rejected or needed significant revisions.
Reviewers who are more junior might be reluctant to say anything negative about a
paper written by a more senior or famous researcher, particularly if they think this
could affect their career in the future (e.g. getting published, gaining tenure or promo-
tion). Writing a negative review can be perceived as being career-limiting. Hence the
double-blind system tries to make sure that reviewers are not Influenced by the names
of the authors,

Third, AEs and SEs are appointed to these roles based on merit. The AEs suggest which
reviewers should be appointed as AEs based on thelir performance and, likewise, the SEs
suggest which AEs should be appointed as SEs. The SEs vote on who should be appointed
based on thelr experience with those nominated to this role. This experience includes
the quality of the reviews the person has provided for MIS Quarterly in the past and their
publications record.

In summary, the peer review process at MIS Quarterly and other academic journals is a
quality control mechanism, ensuring that only the best articles are published. Of course,
not all journals have the same quality standards. There is a big difference between those
In the first tier, such as the Academy of Managemiént Joiral, Acconnting, Organisations
and Society or the forrmal of Marketing, and those in the third or fourth tier. However,
almost all academic journals, no matter which tler they are In, will have some kind of
peer review system in place. [t is this system that sets academic journals apart from most
other types of publication. Of course, the peer review system is not perfect since it is, by
definition, a social system (with all the problems that social systems may have). Editors
and reviewers are human and sometimes they make mistakes. However, the peer review
system is the best quality control mechanism we have at the moment and is the reason
why academic journal articles are regarded as the most important publication outlet for
academics in business and management.
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18.2 COMMON MISTAKES AND PITFALLS

In my experience, there are some common mistakes and pitfalls that people make in
trying to get thetr research work published in academie journals. [ will discuss these com-
mon mistakes and pitfalls and then suggest how they might be overcome.

Getting Your Paper Rejected

The first thing you should realize is that everyone gets their papers rejected at some time
or another. This is especially the case If you are trying to get your research published in a
top journal. In fact, the more you submit your papers to journals, the more times you are
likely to experience rejection. If you do not like the idea of having your papers rejected,
then the best way to avoid this is not to submit anything at all!

My experience, as an author, réviewer and editor, has shown me that even the best
and most published researchers have their papers rejected. Many of my papers have
been rejected over the years, But one significant difference between a well-published
researcher and someone else is that a top researcher will quickly revise the paper and
submit it to a different journal. These researchers do not spend too much time wallowing
in their sorrows, complaining about the unfairness of the reviewers.

I distinctly remember my first experience of rejection. | submitted what I thought
was an excellent paper to a top journal in information systems. [ was extremely disap-
pointed therefore (this is putting it mildly) when | received the review packet which
stated that my paper had been rejected. The reviewers and the editor did not appear to
appreciate what I was trying to do. In quite a few places they seemed to misunderstand
my research work. Being very disillusioned by the whole experience, 1 put this particu-
lar paper in my filing cabinet, where it sat for almost one full year (I still used a filing
cabinet in the early 1990s).

Looking back now, | realize how inexperienced and immature 1 was at that time. [
made a few fundamental mistakes. The first mistake was to leave the paper in the filing
cabinet for a year. As it turned out, the next time [ submitted it to a journal the paper was
accepted with minor revisions. Why did [ wait one full year to revise it? A second mistake
wis to assume that because the reviewers did not understand my paper, the fault lay with
them. But in reality, the main reason for their misunderstanding the paper was that | did
not explain it well encugh. In other words, the fault lay with me! That was a hard lesson
to learn. I had failed to appreciate that the peer review process is a social process,

Although 1 5till do not enjoy receiving a rejection letter, | am now much more used to
it. After waiting a day or two for the emotional disappointment to pass, | read the reviews
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and the editor’s report In as objective a manner as [ can. Usually, | fing that I a
with mest of thelr criticisms (particularly if the reviewers are "qualified’ and ex Mrle$
qualitative researchers). In fact, [ find that the sooner I am able to take their comments
on board and the sooner | am able to understand their points of view, the sooner | am
able to revise the paper. And the sooner it Is revised, the sooner | am able to resubmit it
to another journal.

When the reviewers simply do not understand

My comments above assume that you have sent your manuscript to an ‘appropriate’ jour-
nal, ie. one where the editors and reviewers have some expertise in qualitative research,
However, If you find that the editors and reviewers for a particular journal do not have the
required understanding or experience with qualitative research, then your manuscript may
well be rejected for the wrong reasons. You may find that their comments are inappropr-
ate and reflect an uninformed blas against your own work. In my own field of information
systems, | have found this kind of treatment to be quite rare nowadays (although this treat-
ment was quite commaon 20-25 years ago). However, if you find yourself in such a situation,
I suggest the best way forward is simply to submit your manuscript to a journal in your field
where qualitative research is welcomed and reviewed appropriately.

Why Are Papers Rejected?

Of course, it would be nice If we could avold getting our papers rejected in the first place.
However, for most of us rejection is just a fact of academic life. So 1 will now consider
the most commen reasons why manuscripts are rejected. After considering these reasons
for rejection, T will then suggest ways in which you can avold these common problems.

The following analysis is based on my own experience as an assoclate and senlor
editor of both MIS Quarterly and Information Systems Research. During my time at these
journals 1 handled qualitative research manuscripts only.

In my experience, although there were many reasons for rejection, [ found there were
two main reasons that cropped up again and again, These were:

1. The lack of a contribution to knowledge;
2. The 'story’ is not convincing.

I will discuss each of these reasons in turn.
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The Lack of a Contribution to Knawledge. The first main reason for rejection Is the
percelved lack of a contribution to knowledge. Reviewers may react this way if they
believe that the paper is unfocused. Being unfocused means that the reviewers are
unsure as to what the main point of the paper is. Often there may be many points
in the paper.

Reviewers may alse believe that the literature review s inadequate. In other words,
the authors may not have done a good enough job of reviewing the literature relevant to
the topic. The literature review may not be sufficiently up to date or certain key articles
may be missing.

Reviewers may also think that the manuseript is not sufficiently new or original.
Perhaps the manuscript does not contradict conventional wisdom. The top journals
always want to publish an article that Is new or original, rather than something
that simply repeats or confirms what has been published earlier. In fact, some busi-
ness journals explicitly state in their guidelines for authors that they will not accept
replication studies. Of course, It is important for such studies to be published if pro-
gress is to be made in a particular discipline; however, these can often be published
elsewhere,

This last objection is a particularly difficult one to overcome. It is relatively easy
to convince your students that what you are telling them is new knowledge, but
not so easy to convince your academic colleagues that your research findings are
original. It is, of course, even more difficult to convince the editors and reviewers
of a journal that what you have discovered is new. This is especially the case if the
journal is in the first tier and the editor and reviewers are well-known international
scholars. Well-published international scholars are likely to say that they have heard
it all before.

The “Story” Is Not Convincing. The second main reason for rejection is that the story is
not convincing or plausible. Although you might think that this criterion only applies
to qualitative research, a senior editor of Management Sclence once told me that all arti-
cles submitted to this journal need to have a good story as well. As you may know,
Management Science is a first-tier journal that publishes mostly quantitative research. But
in this particular case, the story is told with numbers.

Reviewers might think that the story is not convincing if they believe there is a lack
of depth to the story. This can be because the evidence comes from a limited range of
sources or because important data about the organization and the people are missing.
Alternatively, it can be because the reviewers are not sure what the researcher has done
or how he or she did it. If the paper is based on ethnographic research, then the reviewers
may be disappointed that there is no ‘thick description’,
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18.3 POSSIBLE SOLUTIONS

To address the first problem (the lack of a contribution to knowledge), a good starting
point is to complete the following sentence: “The purpose of this paperis. . ." Every jour-
nal article should have just one main point. Of course, theses and books may have many
points. Each chapter may have its own main polnt. But In a 20-page journal article, you
do not have the space to argue for multiple points. Hence, your journal article should
have one main point and you must be able to summarize this point succinctly. If you
find this woo difficult and you also find yourself waffling on for a few sentences, then it
probably means that you are not clear enough about the purpose of the paper. If you are
not clear about the purpose of the paper, then | can guarantee that the reviewers of your
paper will not be either!

I have found that one way to address this first problem 15 to have a paper in mind
right from the start of the research project. Normally you would think that the writing-
up phase Is the very last thing you should consider {especially since this chapter on
publishing Is in the second-to-last part of the book). However, these days, [ tend to think
of a possible publication outlet at the start. For example, if | am discussing a potential
research project with a colleague, | immediately start to think about which journal [ have
in mind and which scholars might be interested in it. | think of possible reviewers for
the paper and put myself in their shoes: would they find this particular article interest-
Ing? Is this particular point (the main one [ am about to make in the article) something
that they would consider to be a new contribution to knowledge? If the answer is “yes’
(although it might pay to check with one or two people if you are not really sure), then [
believe the project is worth doing. If the answer i5 ‘no’, then [ do not believe the project
is worth doing. If the point of the paper simply repeats something that these scholars
already know and If they find it boring, then I consider it would be a better use of my
time to choose a different project altogether. If the answer is ‘'maybe’, then some further
thinking and investigation are required before | reach a definite answer.

Another way to address this problem is to ensure that your literature réview is com-
plete and up to date. Unfortunately, this problem is more difficult than it seems; it is in
fact something of a "wicked' problem. Let me explain. If your literature review includes
a recently published article from a top journal, then it s likely that the article is already
three or four years old. This is the length of time that it would have taken for the authors
to work on the paper and navigate the review process and for the publisher to make 1t
available. The authors, meanwhile, have already moved on to a new research problem.
The article that has just been published reflects what they were thinking four years ago,
but now they are working on new things.
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This means that if you base your research project only on the most up-to-date research
literature that is available, you are already at a dizadvantage. All the top researchers in
your field are working on new problems, while you continue to work on problems that
were important yesterday, How is it possible to solve this ‘wicked’ problem? How s it
possible to get ahead of the game so that you are working on new problems?

One way is to become a reviewer for journals and conferences. If you become a
reviewer, then you get to see articles long before they are published. You get to see what
other researchers are working on now. [ have met many people who say that if you
become a regular reviewer, this takes important time away from your own research, It is
true that while you are reviewing someone else’s work you are not working on your own.
However, there is a certain counter-intuitive logic that operates here. If you review other
people’s research articles then you actually get better at writing your own. You start to
see what the common problems are in writing up research articles for publication, You
also start to see what other people are working on now, leng before publication. Hence,
1 strongly recommend that all scholars should try to become involved in the peer review
process. As the process is a social process by nature, getting involved as a reviewer can
help you to understand what the requirements are for a paper to be accepted.

Another way to try to solve this problem Is to attend academic conferences where
excellent gualitative research is presented. At the conference, 1 suggest you ask other
researchers what they are working on. Social networking Is all part of the socialization
process in a particular academic field.

To some extent, those who are actively involved In an academic discipline (as authors,
reviewers, editors or conference chairs and so forth) can be seen as being part of a sci-
entific community or social club (Kuhn, 1996; Whitley, 1984). Although all social clubs
have their problems, normally one of the easiest and best ways to succeed in a particular
endeavour is to join the club. Hence becoming a reviewer and attending and presenting at
academic conferences are all important steps in becoming socialized into the club. It helps
you to understand what the mles are and what it takes to become a successful researcher.

By contrast, if you are not a member of the social club, do not know any of the people
and have not actually read any of the papers that the journal/conference has published
or tends to publish, then your chances of getting accepted are virtually nil. Editors get
frustrated when a paper Is submitted by an author who has no real understanding of the
style or standard of research expected. If you are still unsure about the fit of your pro-
posed research within a particular journal, then ask someone who has some experience
with that particular outlet for some advice

With respect to the second problem (the story is not convincing), there are a few essen-
tial things that you can do. First, you should ensure that a significant mass of data Is
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collected. This is especially important for an in-depth case study ar ethnography. Secon
itis a good idea to Include verbatim comments from interviews, Quotes from I.l'ltervjm:
give some face validity to your article and glve the article more credibility, They show that
you have indeed talked to some of the key people and that you gathered some inte
data (as long as the quotes are Interesting, of course). Third, make sure that you clearly
describe your research method. If you conducted a case study, for example, ¥ou should
mention how many interviews you conducted and with whom; you should also mentign
all your other data sources and how lang It took you to do the research. All these detajls
will help others to evaluate your research work and how you went abaut it. Fourth, | sug-
gest that you specify how your research should be evaluated. This is especially important
if you are using a new qualitative method or a new method of gualitative data analysis,
If the particular approach you have taken is new in your field, then vou run the risk of
your reviewers not knowing how to evaluate your work appropriately. However, If you can
point to the use of the method in another related field, then this might be very helpful.
The reviewers then have some basis on which to evaluate your own work.

resting

18.4 PRACTICAL TIPS

I will finish this chapter by giving some practical tips on getting your own qualitative
research work published In an academic journal article.

A common problem that many qualitative researchers in business and management
face is the one of trying to write up their results within the space constralnts of a 20-page
journal article. Most qualitative research methods lead to the gathering of a significant
mass of data and qualitative researchers often find it difficult to fit everything into
20 pages. Another problem is the expectation that singular findings will be presented in
each paper. As | said earlier, each journal article should have just one main ‘point’. Often
a qualitative doctoral thesis, such as an ethnographle study, will have many points.

As 1 mentioned earlier, one practical solution is to treat each paper as a part of the
whole. That i, vou have to devise a way 1o carve up the work 5o that parts of It can be
published separately. Then the issue becomes which part of the story is going to be told in
one particular paper. A qualitative researcher has to come to terms with the fact that it is
impaossible to tell the “whele story’ in any one paper, 50 he or she has to accept that only
one part of it can be told at any one time. One advantage of such a strategy s that there
is potential for a qualitative researcher to publish many papers from Just the one research
project. Usually it is possible to tell the same story from different angles,

A good example of someone who adopted this strategy Is Wanda Orlikowsk, a quali-
tative researcher in the field of information systems at MIT. Orlikowski succeeded in
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having many papers published based on the one period of ethnographic feldwork she
did for her FhD at Mew York University.

I suggest that gualitative researchers constantly seek to improve thelr manuscript
before submitting it to a conference or journal. This can be done by asking colleagues to
comment on the working paper version.

Another appreach Is to ask a more senior colleague (i.e. someone who has successfully
published their own work) (o join vou as a co-author. For example, your own supervi-
sor may be willing to become a co-author. In my own case, | learnt so much about
the process of getting published in top journals from one of my own co-authors, Heinz
Klein. Heinz was the first international scholar that | started to collaborate with. Without
Heinz as a co-auther, | doubt if | would ever have been able to publish my work In MIS
Cuiarterly, let alone win the Best Paper Award. This collaboration produced far more than
we could ever have done by ourselves,

I think that junior scholars collaborating and co-authoring with senior scholars acts
as a win-win for both parties. The junior colleague gets advice on the targeting and fram-
ing of their article and the senior colleague gets another publication in return for that
advice. However, 1 also highly recommend writing with other colleagues who might be
your equal.

A slightly trickier situation Is where there is a power differential between the
co-authors, e.g. between a supervisor and student. In this situation, [ recommend the
following.

First, any collaboration should be of a purely voluntary nature. | believe it is unethical
for supervisors to force students into co-authoring with them. If you as a student have
conducted the research, then | believe you are the rightful owner of the findings (even
if the supervisor guided you along the way). Hence, it should be your free choice as
to whether you publish the findings yourself or publish them with someone else as a
co-author. Having said that, however, | believe that, realistically, very few of us are able
to succeed in getting our work published in good journals by ourselves, particularly
when we are first starting out as researchers. For that reason [ always suggest to my own
students that | am happy to be a second author on their first paper, if they would like me
to be. However, the choice is completely up to them.

Second, | believe it is advisable to discuss and agree upon a proposed publish-
ing plan with your co-author(s) right at the start. As | mentioned in the previous
chapter, you should discuss authorship and questions such as: Who will be the first
author? Which publication outlet will we target? Who will take overall responsibil-
ity for the various sections of the article? Who will be responsible for shepherding
the article through the review process? [ think it is much better for everyone



GETTING PUBLISHED ]

to agree on these matters at the start rather than leave them until later. If you assume
things, this Is simply a recipe for arguments and some unhappiness later on. It
is 5o much better to make the arrangements explicit from the start and then no one
Is surprised later. In my own case, | llke to remain on very good terms with all my
co-authors, whether students or colleagues. Publishing should be fun, not a nightmare!

Third, 1 believe that if someone agrees to be a co-auther, then they should actually
contribute something! Unfortunately, | have come across situatlons in which some-
one's name is on a paper, even though it appears that they did not do any work. I know
some academics feel under pressure to publish something elther to survive (‘publish
or perish’) or to gain promotion. However, | cannot accept this as an excuse. If they
cannot actually write something, then maybe they are just not sulted to being an aca-
demic. In any case, [ believe it is unethical to have someone's name on a paper when
they have not contributed anything to the work. If someone's name appears on a paper
as an author, then that person should have actually authored something. Otherwlse,
the list of authors’ names is misleading.

If you are starting out as a new researcher, another good idea is to send your paper to
a conference flrst. As a general rule, it {5 easler to get a paper accepted for a conference
than for a journal. Then you might be able to use the feedback you recelve from the
conference to improve the manuscript. Many conferences allow authors to resubmit a
revised version of a paper published in the conference proceedings to a journal {in fact
some conferences explicitly recommend the best papers to a jeurnal). Also, many jour-
nals are happy to accept revised versions of papers presented at conferences. As long as
the journal version is sufficiently different from the conference paper, journal editors
will usually have no objection to this. As a qualitative researcher, | have found that the
jeurnal version is usually two to three times longer in any case. Often papers accepted
for conference proceedings have a very strict word limit. Having said this, however,
I am aware that there are differences between editors in their attitude to this kind of
publication strategy, hence I recommend that you check with the appropriate people
beforehand te make sure that this approach Is acceptable to them.

Once you have completed the research project and written it up in article form, the
next issue to consider is where you plan to send your manuscript. My general advice
is to send your article to an ‘appropriate’ journal. By appropriate, I mean that the
subject matter and style of the article fit the particular journal in question. Also, your
research work should be of a similar standard to what Is normally published there, In
my own case, | tend not to submit much of my work to the top Journal in my fleld (MIS
Quarterly). This is because | do not belleve it is appropriate for that outlet. If you submit
an article to a top journal when it is not really suitable, one problem you face is that it
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can spend a long time in the review process, enly to be rejected at the end. If you keep
sending It to top journals and keep getting rejected, the research project on which the
project is based starts to age. If you keep going aleang this track, you will find that the
manuscript in question has passed its use-by date and it becomes difficult to publish at
all. At the other extreme, you do not want to send a ground-breaking article to a little
known journal with a very low impact factor. If it is truly ground-breaking, then you
want as many people to know about it as possible. The more highly ranked journals
ténd to have a higher readership. Also, you will gain more recognition by publishing
in a top-tier outlet hence It is important to send your manuscript to an ‘appropriate’
journal. Taking into consideration the subject, style and quality of your article, do not
aim too high, but most of all do not aim too low.

When you submit an article to a journal, often the journal will invite you to récom-
mend suitable editors or reviewers. [f this eption is available to you, | strongly recomemend
you take advantage of it. Even if the editor only selects one of your suggested people, the
fact that you have recommended some people at least gives the editor some idea of who
might be ‘qualified’ to review your work. These suggestions will be appreciated. If you
do not suggest anyone, then you face the real prospect of your work being evaluated by
reviewers who do not have the required expertise in the topic andfor gualitative method
you have used.

Lastly, if your paper ends up being rejected, remember to refine, revise and resubmit
once again. If it is rejected yet again, do the same thing: refine, revise and resubmit to a
different journal. 1 must admit that there was one paper some years ago that 1 submitted
and resubmitted almost half-a-dozen times. In the end | gave up and decided that this
particular paper was not worth the effort. Fortunately, this experience has been the only
one in my entire career. | hope that you will persevere and that you will be successful in
your own publishing career.

@ Exercises

Conduct a brief lterature search using Google Scholar or some other bibliographic
database and see if yvou can find articles that rank the journals in your field. What are
the top journals? Why are they ranked as the top journals (consider the criteria that
are used)?

Choose one of the top journals in your field that has a reputation for publishing
qualitative research (e.g. Academy of Management Review, Accounting, Organizalions

B
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and Society, Journal of Consumer Regearch, MIS Quarterly, etc.). How many qualita-
tive research articles were published aver the past year or 507 Of thesa, which
research methods did they use? Which approach to data analysis did they usa?

3. Find one or more faculty members at your institution or at a conference who you
know publish qualitative research. Ask them what advice they would give for a suc-
cessful publishing career.

4. It you are a PhD student or faculty member, ask someocne you know whao is an editor
or programme committee member of a conference if you can review one or more
papers for them. After you have completed the review, ask for some feedback about
the quality of your review.

5. Wyou have written a thesis, can you think of a potential article from each of the chap-
ters? Compose a title, abstract and autling for each article. Can yvou think of possible
publication outlats?

&, Submit your article to a conference or journal You may wish to consider asking a
more senlor parson (e, someone who has successfully published their own work) to
join you as a co-author. If your first article is rejected, try again,

Further Reading
Books

+ A good book for writing up and publishing qualitative research is Wolcolt's Wiling Uiy
Oualitative Research (2008). A more general book aboul publishing one's research in |_.I_i
journal articles is Henson's Wriling for Profassional Publication: Keys fo Academic and Business
Success (1999). Siverman (2018) includes a chapter on getling published.

For additional suggestions on further reading onling, visit https:/fstudy.sagepub.com/
myers3e.



PART VIi

Conclusion

Part VII Is the last part of this book. Chapter 19 summarlzes some of the key points,
while the Glossary provides brief definitions of many of the most important concepts in
qualitative research.



19

QUALITATIVE RESEARCH
IN PERSPECTIVE

A fundamental theme of the book has been that qualitative research, along with quan-
titative research, can make a contribution to knowledge In business and management.
Both approaches are needed, although this book has only discussed the former. It has
been designed to be relevant for students in almost all business disciplines.

I have tried to write a reasonably comprehensive book, one that covers a variety of
research methods and approaches. The specific methods and approaches | have discussed
are those that are likely to be most relevant to students of business and management.
Howewver, this relatively broad treatment has meant that each particular topic has been
covered as simply and succinctly as possible, without going into too much detail. Hence
highly recommend the additional readings suggested at the end of each chapter for those
who intend to take a particular method or approach further.

The model of a qualitative research project that has been presented in the book is
represented in Figure 19.1. This particular model focuses solely on the process of qualita-
tive research, not substantive lssues (topics, theoretical frameworks and so forth). The
madel llustrates the tremendous variety of qualitative research designs, although there
are many other ways of conceptualizing the process of conducting qualitative research.
It eould be argued that a cyclical model might be better, given the lterative nature of
qualitative research and the considerable flexibllity that is required of every researcher.
However, | prefer the simplicity of my linear model. The model illustrates that, once you
have 'decided’ (if that s the right word) to follow a particular philosophlcal approach,
some other aspects will logically flow from that decision. In other words, to be con-
sistent, your research method and data analysis approach need to match your research
philosophy. For example, if you have been doing an interpretive case study for your dis-
sertation for some months, it might be impractical to start using a positivist approach to
data analysis (and vice versa). You are already ‘locked In’, so to speak, to analysing your
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data in a certain way and to writing up your research in a certain style. Hence I think my
linear mode] captures this important feature of qualitative research.

wrimu record B
L. {m: book jwmll anicla, mrch report, aic.)
b R
I
Data analysis approach

[harrmnal.mcs sunmm. mrmwa analysis, ah::.]
(T Data collection technique
. {interdews, fieldwork, using documants)
( Research method N

{action research, case studies, amnngraptw grounded thaom}

{ Fhih&uphhul assurmplions -1

L {posilivist, interprative, crilical) ]

Figure 121 A model of a qualitative research design

One distinctive feature of this book has been its positive and unapologetic tone.
I fail to see why qualitative researchers in business and management should continue to
be defensive about the use of qualitative research (as many previous works have tended
to be). All qualitative research methods and approaches have their limitations, but so
do all guantitative research methods and approaches. Mo research methed is perfect. Mo
research method can capture all that we need to know about a particular topic. A key
feature of the book is that it has summarized the advantages and disadvantages of vari-
ous qualitative research methods and approaches.

To emphasize the excellent quality of many qualitative research studies in business and
management, I have chosen almost all of my examples of qualitative research from first-
tier academic journals in all of the business disciplines. In this third edition | have provided
more than 30 excellent examples of qualitative research in business and management.

In conclusion, | hope that you have found the book useful and interesting. Make sure
that you do not follow the guidelines and recommendations In a mechanical or slavish
manner. Rather, treat this book as a resource and, above all, make sure that you enjoy
your own qualitative research project.



GLOSSARY

Action research A qualitative research method that aims to solve practical problems
while contributing to research In a particular academic discipline.

Analylic induction An approach to qualitative data analysis that tries to develop
causal explanations of a phenomenon.

Appropriction A concept in hermeneutics suggesting that we must appropriate the
meaning of a text for ourselves if we are to properly understand it.

Auntonomization A concept in hermeneutics referring to a text taking on an autono-
maus, objective existence.

CAnDAas Computer-Assisted Qualitative Data Analysis Software,

Casse sloly rexcarch A qualitative research method that aims to explore or explain

contemporary real-life situations; in business and management the focus is normally on
one organization,

Codling  Attaching keywords or tags to segments of text to permit later retrigval,

Content analysis A systematic approach to qualitative data analysis that looks for
structures and patterned regularities in the text.

Conversation analysis  An approach to qualitative data analysis that looks at lan-
guage use by people as a type of action.

Critical incidents  An approach to qualitative data analysis that focuses on crucially
important events.

Critical rescarch  Assumes that reality is socially constructed but focuses on a soclal
eritique of current conditions.

Cullure A common set of values, beliefs and behaviours, many of which are taken for
granted.

Deductive  Where the researcher starts with a theory or some hypotheses that he or
she wants to test.
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Diagnosing  The first phase of action research where the primary problems to be
addressed are Identifled,

Discourse analysis  An approach to qualitative data analysis that focuses on the way
that texts are socially constructed.

Distancialion A concept in hermeneutics referring to the distance in space and time
between the text and its original author.

Documents  In qualitative research, documents are a source of qualitative data,

Empiricil Based on evidence from the senses, such as data from a case study or
experiment.

Engagement A concept in hermeneutics that suggests that meaning emerges from
the engagement of the reader with the text.

Ethics The moral principles governing or influencing conduct.

Ethnography A gualitative research method that relies on participant observation
and feldwerk in order to provide a deep understanding of people within their social and
cultural context.

Explanalory rescarclh  An approach to research where the primary motivation is to
test, explain or compare phenomena.

Exploratory rescarch  An approach to gualitative research where the primary moti-
vation is to discover and explore new phenomena.

Ficld The physical and social setting where ethnographic research takes place.
Ficled motes  Your own record of and commentary on your experiences in the field.

Ficldwork In gualitative research, a data gathering technigque where the researcher
participates in and observes people in their natural setting; similar to participant
observation.

Facus groups  In qualitative research, a data-gathering technique where the researcher
interviews a group of people to get collective views on a defined topic.

Gatekeeper Someone who has the power to grant or refuse access to a person or
research site.

Generalizability  The extent to which the research findings can be applied to other
settings.
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Genres A concept in narrative analysis referring to the Idea that narratives can be writ-
ten In different styles.

Groundoed theory A qualitative research methed that seeks to develop theory that is
grounded in data that have been systematically gathered and analysed.

Hermencutic circle  Refers to the dialectic between the understanding of a text as a
whole and the interpretation of 1ts parts, In which descriptions are guided by anticipated
explanations.

Hermencutics  Provides the philosophical grounding for interpretivism; also can be
wsed as a qualitative approach to the analysis of texts, focusing on meaning and human
understanding.

Historicity A concept in hermeneutics that suggests that people are who they are
because of their own history.

ypothesis A testable proposition that purports to explain a phenomenon.

fven A concept in semiotics referring to a sign that signifies its meaning by qualities
of its own.

Imclex A concept in serniotics that refers to an Indexical sign that points to, or Indi-
cates, something else.

Indiuctive ‘Where the construct or theory emerges from the data.

Informed conscnt An ethical principle suggesting that the subjects of research
should be given the choice of whether they want to participate in a research project.

Interpretant A concept in semiotics referring to the office of an interpreter (usually
a persomn).

Interpretive research  Assumes that reality Is soclally constructed.

Intervicws In qualitative research, a data-gathering technique that involves question-
ing a subject (the informant or interviewee).

Memos  Your own commentary on the research process.

Metaphorical analysis An approach to qualitative data analysis that looks at the
systematic use of metaphors in a text.

Narrative analysis A qualitative approach to the interpretation and analysis of data
involving a story with a plot.
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Ubservation  In qualitative research, a data-gathering technique where the researcher
walches people from the outside with little, if any, interaction.

Paradigmatic analysis A concept in semiotics referring to the study of the surface
structure of a text.

Participant obscrvation  In qualitative research, a data-gathering technique where
the researcher participates in, and observes, people in their natural setting; similar to
fieldwork.

Peer review  The process in academia of research work being evaluated by one's peers
(other qualified researchers).

Plagiarism The deliberate copying of someone else's work and presenting it as one's
OWTLL

Polyscimy A concept in semiotics referring to the fact that texts and signs can have
multiple meanings.

Positivist research  tries to emulate the natural sciences and assumes that reality is
objectively given.

Projudice A concept in hermeneutics which suggests that prior knowledge or pre-
judgement plays an important part in our understanding.

Projective technigques Where people by free association unconsciously ‘project’
their own innermost feelings in their answers.

QDA Qualitative Data Analysis.

Qualitative research  Is used to study social and cultural phenemena in depth, with
a focus on text.

OQuantitative rescarch 15 used to study general trends across a population, with a
focus on numbers,

Rescarch design A plan for a research project usually captured in a research proposal.
Rescarch method A strategy of enquiry, a way of finding out about the world.

Semiotics  An approach to qualitative data analysis that focuses on signs and symbaols
and their meaning.

Serics of evenls  An approach to qualitative data analysis that focuses on the relation-
ships between events, normally organized in chronological order.
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Significd A concept in semiotics; what the sign or symbol represents.
Signifier A concept In semiotics; a sign or symbol that can stand for something else.

Symbol A concept in semiotics referring to something that stands for, or is symbaolic
of, something else; more generally, symbaols are an important subject in social and cul-
tural research.

Syntagmatic analysis A concept in semiotics referring to the analysis of the struc-
ture of a text and the relationship between its parts.

Triangulation Refers to the comparison of different kinds of data, whether quali-
tative and quantitative data, or qualitative data obtained from different sources (e.g.
triangulating data from multiple interviewees).

Variables Specific factors that are considered to be of interest to the researcher; often
used in positivist and quantitative research.
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