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The Role of Internal Branding Practices, Effective
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Brand Performance: Evidences From Public Sector
Banks (PSBS) of Pakistan
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The Effects of Social Networking on The Performance
of Malay-owned Small and Medium Enterprises In The
Halal Food Industries In Malaysia. The Role of
Entrepreneurial Resources As Mediator
The Role of Psychological Factors on Intrapreneurial
Behavior toward Middle Manager Success in ME’s

Human Resource
The Impact of Transformational Leadership on
innovation through Team Based Mechanisms in
Telecom Sector of Pakistan
The Effect of Moderating Skills between Core SelfEvaluation and Perceived Employability among
Students Technic of Public Vocational School in West
Java, Indonesia

The Influence of Relational Norms and Service
Fairness on Customer Satisfaction: Evidence from the
Practices of Micro Finance Institution (MFI) in
Bangladesh

Performance of Small and Medium Enterprises: Role
of Entrepreneurial Orientation, Learning Orientation,
Organizational Capability and Access to Debt
Financing

The Influence of Training Design, Supervisor Support
and Intention to Transfer on Training Transfer: The
Mediating Role of Training Retention

The Relationship Between Brand Personality, Brand
Experience, CRM And Consumer Brand Relationship:
The Effect Of Customer Satisfaction As A Mediator

Enhancing Entrepreneurial Intention Through
Entrepreneurial Education, and Government
Intervention in the Era of Globalization
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Public Sector Innovation in Acheh: The Role of
Entrepreneurial Orientation as a Moderator

The Interrelationship between Knowledge
Management, Process Management, Relationship
Management and Marketing Innovation of Nigerian
SMEs-Mediated and Moderated Model
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and Small Firms Performance

The Mediating Effects of Brand Psychological
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Malaysian Insurance Industry
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Support

Relationship between HRM Practices and
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Employees: A Mediated-Moderated Model
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Innovation and performance-driven entrepreneurship:
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orientation of Black SMEs vs. majority SMEs

Cultural barriers to global success: A qualitative case
study

Entrepreneurial Orientation: An investigation into the
ecology of “EO” measures

Kashmiri tourism-related shopkeepers' ethnic identity
engagement and negotiation: Intersections with
business practices

Profiles of Entrepreneurs: Discriminant and Cluster
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Gifts and IEO

Social media & sports: An evaluation of the influence
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consequences

Influence of personal and environmental factors on
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Network derived benefits and cultural roots: Study of
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Human Resource
Manager's leadership styles and employee
engagement: Quantifying manager's influence
The relations of leader empowering behaviors on
employee performance: Moderated by gender dyad
composition
Does Servant Leadership Positively Influence
Employee Engagement?
Transformational leadership, work -related cultural
values, and job satisfaction
Positive leadership in the military: An exploratory
study
Perceptions of Leadership: Impact of Leadership Style
and Gender on Employee Motivation
The preferred leadership style of female noncommissioned officers in the United States Army's
finance corps: An empirical examination
Stable versus Shifting Ethical Leadership: The Impact
on Follower Positivity and Performance
The relationship between perceived toxic leadership
styles, leader effectiveness, and organizational
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Qualitative research definitions
Research that addresses business objectives through techniques that allow the
researcher to provide elaborate interpretations of phenomena without
depending on numerical measurement; its focus is on discovering true inner
meanings and new insights. (Zikmund, 2009, p. 657)
Qualitative Study Research involving analysis of data/information that are
descriptive in nature and not readily quantifiable. (Sekaran, 2006, p. 422)
Qualitative research interpretive techniques that seek to describe, decode,
translate, and otherwise come to terms with the meaning, not the frequency,
of certain phenomena; a fundamental approach of exploration, including
individual depth interviews, group interviews, participant observation,
videotaping of participants, projective techniques and psychological testing,
case studies, street ethnography, elite interviewing, document analysis, and
proxemics and kinesics. (Cooper & Schindler, 2014, p. 664)

Notes on definitions
=> The absence of quantification
• Any phenomenon has both a qualitative and a quantitative aspect
• Questionnaires can contain both open-ended questions and numerical
scales
• Questions in interviews can concern both numerical aspects and
qualitative aspects all research at least is qualitative because the
researchers always has a qualitative description of their data, that is, the
data are classified as something; they do not just exist as unclassified
numbers.
(Hammersley, 2013; Allwood, 2012 )
• Within a qualitative methodology both numerical and non-numerical data
are viewed in the same way; all data is a symbolic representation, which
needs to be interpreted and thus its meaning is subjective and context
dependent. (Twining, et al., 2017)

Positivism in Our
Business Research Method Books
• The procedural design of the research, and its choice among competing designs, should be clearly described and
carefully planned to yield results that are as objective as possible.
(Cooper & Schindler, 2014, p. 15)
• The hallmarks or main distinguishing characteristics of scientific research may be listed as follows:
1. Purposiveness.
2. Rigor.
3. Testability.
4. Replicability.
5. Precision and confidence.
6. Objectivity.
7. Generalizability.
8. Parsimony.
(Sekaran & Bougie, 2006, p.19)
• The scientific method is the way researchers go about using knowledge and evidence to reach objective conclusions
about the real world. The scientific method is the same in social sciences, such as business, as in physical sciences,
such as physics. In this case, it is the way we come to understand business phenomena. (Zikmund, 2009, p. 7)

POSITIVISM
• All research, whether basic or applied,
involves the scientific method.
• The scientific method is the way researchers
go about using knowledge and evidence to
reach objective conclusions about the real
world.
• The scientific method is the same in social
sciences, such as business, as in physical
sciences, such as physics. In this case, it is
the way we come to understand business
phenomena.
Zikmund et. al, 2009, p.7

Quantitative and Qualitative Research:
Methods/Paradigms?

Paradigm =
philosophical perspective, theoretical perspective, worldviews, theoretical framework
(Moon & Blackman, 2014, Crotty, 1998, Guba & Lincoln, 1994, Creswell, 2009, Mackenzie & Knipe, 2006)

Challenged to Positivism
Today, this positivist approach remains predominant in management research. It suggests
that management research is essentially similar to that used in the natural and physical
sciences.
Challenge
1. That there is no single method which generates scientific knowledge in all cases.
2. That what may be an appropriate method for researching the natural or physical world
may be inappropriate in the social world given the inherent meaningfulness of
management action and its contextual nature.

3. That knowledge generated is affected by the goals of managers and their validation
criteria.
Gill, 2002; Johnson, 2000

Research Paradigms
Positivism

Postpositivism

Purpose
Predict, control, generalize

Ontology

Epistemology

ConstructivismInterpretivism

Critical-Ideological

Deconstructivism

Describe, understand,
interpret

Change, emancipate, empower

Deconstruct,
problematize, question,
interrupt
Multiple realities
“Truths” are socially
constructed systems of
signs which contain the
seeds of their own
contradiction. Reality is
ultimately unknowable;
attempts to understand it
subvert themselves.

Single reality
There is only one truth
"out there" that waiting to
be discovered. Naive
realism; reality is objective
and perfectly
apprehendable.

<-------------------------------------------------------------------------------------------------------->
There is only one truth "out
Truth is many. Reality is
Truth is many, and constitutes a
there" that waiting to be
subjective and
system of socio-political power.
discovered. Critical realism;
constructed, situated by Reality is subjective and shaped
reality is objective and
multiple local realities
by social, political, cultural,
probabilistically
psychologically and
economic, ethnic, and gender
apprehendable.
socially.
values; crystallized over time.

Objective

<-------------------------------------------------------------------------------------------------------->

The nature of knowledge is
objective, generalizable
theory can be developed
to accurately describe
the world.
Knowledge can be neutral
or value-free.

Objective knowledge of
the world is not
necessarily fully
accessible.
Seeks to establish
‘probable’ truth.

Knowledge is subjective.
There are multiple,
diverse interpretations of
reality.
There is no one ultimate
or ‘correct’ way of
knowing.

Knowledge is
co-constructed between
individuals and groups
Knowledge is mediated
by power relations and
therefore continuously
under revision

Subjective
Knowledge is determined
through human
convention, being
intersubjectively agreed
upon.

Research Paradigms
Positivism

Methodology

Methods

The aim is to discover what
exists through prediction
and control. Theory is
established deductively.
Uses scientific method to
develop abstract laws to
describe and predict
patterns Looks for causality
and fundamental laws.

Tends to use quantitative
methods, often including
statistical testing of
hypotheses (e.g.
randomised controlled
trials, questionnaires)

Postpositivism

Seeks to develop knowledge
through the falsification of
hypotheses.
Emphasis on well-defined
concepts and variables,
controlled conditions,
precise instrumentation and
empirical testing.

Quantitative and qualitative
methods: systematically
gathered and analysed
data from representative
samples (e.g. surveys,
interviews, focus groups)

ConstructivismInterpretivist

Critical-Ideological

Deconstuctivism

Focus on understanding.
Uses inductive reasoning.
Meaning is constructed in
the researcher-participant
interaction in the natural
environment.
Gathers diverse
interpretations (e.g. case
study, grounded theory,
ethnography).

The primary goal is to uncover the
Focus on emancipation.
political agendas (and the "hidden
Research is used to envision how power") driving the social
construction of the world
things could change for the
Employ qualitative methods and
better.
techniques in research (e.g.,
Seeks representation of diverse
and under-represented views.
discourse analysis). Many
Characterised by continual
postmodernists go further, apply
redefinition of problems and
"methodological anarchism" that
cooperative interaction (e.g.
strongly objects to any single (often
empiricist) research method as the
action research).
only pathway to truth of knowledge

Tends to use qualitative
methods to capture
various interpretations of a
phenomenon (e.g.
naturalistic observation,
interviews, use of
narrative)

May use both quantitative
and qualitative methods,
usually in a participatory
way
Often uses iterative
research design (e.g. case
studies, focus groups, participant
observation)

Use qualitative methods, and free to
apply whatever combinations of
research methods deemed useful
and are urged not to regard the
research process as a timid
adventure

Modified from Bunniss & Kelly (2010); Carlo & Gelo (2012); Egon G. Guba & Lincoln (1994); Lather (2006); Merriam (2009); Moon & Blackman (2014); Porta & Keating (2008); Sousa
(2010); Zeeman et al. (2002)

Rhetoric in Qualitative Research

Quantitative Research Questions

Clark, V. L. P., & Creswell, J. W. (2015). Understanding Research: A Consumer’s Guide (2nd ed.). Boston: Pearson Education, Inc.

Rhetoric in Qualitative Research
Let’s stay away from quantitative language that might
mislead readers

What is not included in this statement:
• Not a comparison
• Not relating variables
• Not proving hypotheses
• Not measuring variables

Rhetoric in Qualitative Research

Rhetoric in Qualitative Research
Avoid words such as:
• “relate”
• “influence”
• ”impact”
• “effect”
• “cause”
=> Quantitative Language

Paradigmatic Stances in Mixed Method
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