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Preface

The first edition of this book, published in 1995, received considerable recogni-
tion and attention, mainly from scholars in'the United Kingdom, Scandinavia
and the Netherlands.

The second edition, published in 2002, was also used in several American and
Asian schools and has been translated into the Chinese, Portuguese (for the
Brazilian market) and Estonian languages. The book was widely praised for its
direct and concrete approach to research methods in business studies. Over the
past ten years, we personally received many positive comments on the acces-
sibility and directness of the book from our colleagues and the students who used
it. But at the same time we also received a lot of feedback on what was missing
in the book, and valuable input on how it could be improved.

About a year ago the publisher approached us for a possible third edition and
at that time we started a more systematic collection of comments from the col-
leagues who have been using the book. The publisher also sent the second edi-
tion to ten anonymous reviewers and asked for their comments as to the strong
and weak points of the book and their recommendations as to how it could be
improved. We have thus received an abundance of comments on the previous
editions, how the book should be improved, and what a third edition should
include.

Considering the above, we have worked on the third edition and have con-
siderably changed and, hopefully, improved it. Not only have we added a couple
of chapters and about 50 pages of new text, we have also reorganized the whole
book. It is now divided into three parts: (I) Challenges and ambiguities of busi-
ness research; (II) The research process; and (III) Implementation. We have made
the language and approach more neutral and have provided additional examples
in almost all the sections. We first have a discussion on qualitative versus quan-
titative research methods and have explained which type of research method is
more appropriate for which type of research. Each chapter now deals with both
types of research method. Part III is completely new and provides concrete guide-
lines for designing and conducting quantitative and qualitative research, the two
most commonly used research methods in business studies. The last chapter
gives section by section guidelines for report writing depending on the purpose
of the report. Special attention has been given to international and cross-cultural
business research throughout the chapters, and the section on ethical issues has
been expanded. A brand new chapter on analysing qualitative research has been
included. A number of examples have been added to make the text more acces-
sible and easy to understand. A number of new features have been introduced.
These include: (1) Boxes to provide illustrations and to strengthen the text. (2) At
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the end of each chapter a short list of ‘further reading’ has been provided. This
can be particularly useful to teachers and students who want to probe deeper into
a particular issue. These additional readings have been selected with great care to
present a balanced and up-to-date view on different issues. (3) Questions are pro-
vided at the end of each chapter. They can be used to test the knowledge of the
reader and can also be used as exam questions. (4) At the end of all chapters some
exercises are provided to encourage discussion and debate in the class. We believe
the third edition is a more comprehensive, but still to the point and focused, set
of guidelines for research methods in business studies. The data analysis chapters
have been totally rewritten, and examples are provided to make the point and
to make the book readable to students without a considerable background in
statistics.

We take this opportunity to thank our families who afford us time and stimu-
late us in these endeavours. Robert-Jan Bulter at Manchester Business School
deserves our special thanks for helping us in preparing the manuscript and for
typing and retyping several versions of the book. Finally we are grateful to
Heather Fyfe and Amanda Thompson, at Pearson Education, for their profes-
sional help and for sending us all those ‘nice’ emails encouraging us to finish the
manuscript on time.

Pervez Ghauri Kjell Grgnhaug
Manchester Bergen
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Guided tour of the book

Chapter 11 Quantititive data sialysis

‘The test statistic is ¢ distributed with N — 1 degrees of freedom if the conditions
for the f test are satisfied.

Examples and boxed

Example
For a supermarket chain to add a new product, at least 100 units must be sold per
week, The new product is tested In ten randomly selected stores for a limited
time. A one-tailed test is appropriate, because it is only when the sales per store
are at least 100 that the product will be introduced on a national scale. The null
and the altemative hypotheses are:

Hy: X 100

Hy: X > 100

Assume the significance level to be = 0.05: that is, we refect the null hypothiesis
(Hq) when the probability for the null hypothesis is correct at S per cent (a = 0.05).
The significance level thus tells us at what probability we are likely to commit a
wrong decision, that s, accepting the altemative hypothesis when in fact the
‘null hypothests Is true.

By calculation we find that the mean X = 109.4 and the standard deviation
SD = 14.90.

We also see that the standard error of the mean SD; = SD/N = 14.90/10 - 1
=455,

Calculating ¢ we find:

X-p _109.4-100
kb

Crltical t as read from the r-table with one degree of freedom Is 1833
(a=0.05).

Here the ¢ test Is applied. The ¢ test assumes normally distributed variables,
but has been found o be rather robust. When N becomes large, Le. N > 30, the
tdistribution approaches the normal distribution.

Box 1. I

176

Questions test your understanding — |

of the chapter and Exercises test
how well you can put the ideas \

into practice.

A new Instructor’s Manual and
corresponding PowerPoint slides

are now available online for lecturers

at www.pearsoned.co.uk/ghauri.

illustrations from a wide
range of sources help to
explain the ideas being
discussed.

Further reading presents a
balanced and up-to-date view
of different issues — ideal if
you want to probe deeper.

Chaptar 10 + Preparafion and anslysis of-ciata

L] Further reading

Disssaasapcios A and Schlegrauicu . (1977 kg th e okt of Dt Al

nmn AM. and Miles, M.B. (1994) ‘Data management and analysis methods’, In
Denzin, N.K. and Lincoln, Y.5. (eds), Handbook of Qualitative Research, Thousand

Oaks, CA: Sage, pp. 426-44.
Robson, C. (1993) Real World Research, Oxford: Blackwel (Chapter 11).

ﬂQ«esﬂons
1. What do you consider to bé the key chatlenges in coding data from an open-ended
interview?

2. Explain the concepts of mean, median, mode and standard deviation.
3. Why do questions permitting multiple responses require special attention during
coding?

\ I exercises

1. A study was designed to estimate the use of a service among a sample of users. The
following was found:

Length of use
Less than 1 year
1 1o less than 2 years
210 less than 5 years
S years or more
Total o

Cakulate mean, median and mode. Also convert into percentages.

Frequency

]
i

2 ly
“Have you tasted the new cereal brand “X"7'

OYs ONo - Stop

4

“What do you fike about the new brand?"

Establish response categories and codes for the question, and code the following
(1) “The raisns and nuts add a nice flavour.”

(2) ‘It is reasonably priced compared with other brands.’

(3) “The package is sttractive and easy to spot in the store.’
(4) "The crispness and lightness of the cereal improve the taste.’
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Supporting resources
Visit www.pearsoned.co.uk/ghauri to ﬁnd valuable online resources

For instructors
e Complete, downloadable Instructor’s Manual
® PowerPoint slides that can be downloaded and used as OHTs

For more information please contact your local Pearson Education sales
representative or visit www.pearsoned.co.uk/ghauri i

OneKey: All you and y'our students need to succeed

OneKey is an exclusive new resource for instructors
and students, giving you access to the best online

teaching and leammg tools 24 hours a day, 7 days e
a week. el

OneKey means all your resources are in one plagedue | TR e

maxunum convemence, snmphaty and success.

A OneKey product is available for Research Methods in Busmess Studies, i
third edition for use with Blackboard™, WebCT and CourseCompass.
It contains:

| ® Online Study Guide

For more information about the OneKey product please contact
| your local Pearson Education sales representative or visit
www.pearsoned.co.uk/onekey
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Challenges and ambiguities of
business research

Part | (Chapters 1 and 2) explains the purpose of the book and the chal-
lenges related to doing research in business studies. It sets the scene for
the book and explains its perspective, target group and the purpose of
doing research in general. It also takes up the ethical responsibilities of
the researcher.



