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Class 1 (Sep. 10) Research, types of literature
Class 2 (Sep. 16) Research question, citing, search protocol
Class 3 (Sep. 17) Literature research (plenary session held by the Library)
|/l
Class 4 (Oct. 7) Reading, paraphrasing, literature analysis table
Class 5 (Oct. 14) Literature Review, process, structure
Class 6 (Oct. 21) Reasoning, writing style
] |
Class 7 (Nov. 5) Abstract, research proposal

I

[ |
Class 8 (Dec. 7) Feedback

[
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Recap

FACHHOCHSCHULE

What do you remember about our last session?

University of Applied Sciences

...or open mentimeter.com and
type in the code: 2426930
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Class 4 — Learning Outcomes N
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After Class 4 you are able to ...

* explain the structure of typical journal articles.

* screen articles and literature for relevance.

* read academic papers and retrieve relevant information from them.
* apply paraphrasing in practice.

* produce a literature analysis table.

BBCI Academic Skills WS 2021 5
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Questions

Feedback Search Protocol Submission
Submission Key Take Aways

Re-Cap Citation

Exc. Quality assessment of journal articles
Screening for relevance /reading
Paraphrasing

Literature analysis table
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Recap submission 1: Search protocol

University of Applied Sciences

Why does it make sense to limit the literature search to peer-reviewed literature?
How did you decide if the source fits your research question?

What difficulties have you encountered in the literature search and quality
assessment?

BBCI Academic Skills WS 2021 8



Feedback search protocol
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A\
. ) Great selection of topics & interesting research questions
L—-—’J
Great selection of academic literature
i \ Not so great use of citation = Recap today!
/ \
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Recap submission 1: Search protocol
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B o o k I" ev i ew s University of Applied Sciences

* “a form of literary criticism in which a book is merely described
(summary review) or analyzed based on content, style, and
merit.”

* may be based on personal opinion and taste

* be cautious with using them for an academic paper (grey area)

BBCI Academic Skills WS 2021 10
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Recap submission 1: Search protocol
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Quality assessment of the sources

Assess the quality of each journal article. Initially exclude all the
journal articles that are:
* Not peer-reviewed

* Not published in a set of predefined journals
(such as a set based on journal rankings)

BBCI Academic Skills WS 2021 12
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Recap submission 1: Search protocol

FACHHOCHSCHULE
Austrian Network for Higher Education

Quality assessment of the sources Universiy of Appiled Sciences

Selecting peer-reviewed journals
* EBSCO: you can select the option “peer-reviewed” articles
* Science Direct and Springer Link:
* Most of the journals are peer-reviewed, but not all of them.
*  You cannot pre-select peer-reviewed journals (no checkbox).

* Double-check on the website of the journal itself

You may also use journal rankings as a proxy for journal quality.

BBCl Academic Skills WS 2021 13
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Recap submission 1: Search protocol
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Quality assessment of the sources: Selecting peer-reviewed |ournaflas:mH@MM

University of Applied Sciences

On Databases like Ebsco Host Business Complete:

' Searching: Business Source Premier Choose Databases

‘ | Suggest Subject Terms

EBSCOhost "capital structure” and "pecking order” and | Selecta Field (optional) ~ m m g
AND « Select a Field (optional) ~
AND « Select a Field (optional) v -

earch Advanced Search  Search History »

< Refine Results Search Results: 1-190of 19
Current Search 1 Do Portuguese private firms follow pecking order financing?
By. Bartholdy, Jan, Mateus, Cesario, Olson, Dennis. European Joumnal of Financ
Boolean/Phrase: — funds, debt and external equity, we separate debt into four components — cheap

funding source based on the financing deficit remaining after the pravious peckl|
before moving on to the next funding source in the pecking order. Such behavio
maintain some degree of financing flexibility [ABSTRACT FROM AUTHOR] DOI

Subjects: PRIVATE companies; BUSINESS enterprises — Finance, BREAK-even
Limit To Cited References: (40)
VAV ISR D4 Check SFX Linking Service for more information

“capital structure™ and —
"pecking order” and p Acade

References Available

2 DETERMINANTES DA ESTRUTURA DE CAPITAL DE PEQUE

DETERMINANTS OF CAPITAL STRUCTURE OF SMALL BUSINESS OF METROP(
Olivelra Santos, Andréia; Tavares Ribeiro, Nelha Maura; Castro Silva, Wendel Al
determinants of the capital structure of small businesses in the metropoltan ni
the 350 which were distributed Data was tabulated and submitted 1o descriptive
the short and long term with restrictions on the use of debdt (opting for use of equ

2005 | Publication Date 2018 —

© ©
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Recap submission 1: Search protocol
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Quality assessment of the sources: Selecting peer-reviewed journals: "

Unlver5|ty of Applied Sciences

Example of searching the journal website (JIBS):

Home Membership Community Events Career Center Publications Resources

Journal of International Business
Studies

JtBS Onlme

Book Reviews

The Journal of International Business Studies (JIBS) (ISSN: 0047-2506 print, 1478-6990 online) is the official

AlB oW eter ek aebags emy of International Business (AIB) and is published by Palgrave Macmillan. JIBS is the

AlB Insights leadmg peer-revnewed scholarly journal that publishes research across the entire range of topics
Conference - @@ ain of international business studies. It is currently published 9 times a year and is
Proceedings edited by John Cantwell, Rutgers University.

https://aib.msu.edu /jibs/

BBCl Academic Skills WS 2021 15
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Quality assessment of the sources: Journal Rankings
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* British Academic Journal Quality Guide (AJG)

https://charteredabs.org/academic-journal-qguide-2015/

* The Scimago Journal Rank (SJR)

http: / /www.scimagoir.com /journalrank.php

* VHB ranking

The rating expresses the perception of a journal’s academic quality
in German-speaking academia.

http://vhbonline.org/en/service /jourqual /vhb-jourqual-3 /complete-list-of-the-journals/

BBCl Academic Skills WS 2021 16
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Recap submission 1: Search protocol

Quality assessment of the sources: Journal Rankings

VHB ranking (JIBS)

Home  About VHE  Service

Nachwuchs

Awards Events Sections About VHB

Member area

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences

7

You are here: Service / WHE-Jourgual / YHE-JOURQUAL 3 / Teilrating INT

Teilrating Internationales Management

Job Opportunities
Business Research
Ethics
VHE-Jourgual
Management and Advisory Board
WYHE-JOURQUAL 3
Accompanying documents
Complete list of the journals
Teilrating ABWL

Thursday, September 15, 2016

Fiir die korrekte Ansicht der nachfolgenden Tabelle benditigen Sie Javascript. Bitte aktivieren Sie JavaScript in lhrem
Browser. Wie Sie JavaScript in lhrem Browser aktivieren, kinnen Sie hier nachlesen.

Hier haben die Miglichkeit, sich die komplette Tabelle als Excel- oder PDF-Datei herunterzuladen.

Erlauterungen zur Tabelle finden Sie hier.

Anzahl Rating

A = Filhrende vrs=anschaftliche Zeitschrift auf dem Gebiet der BWL oder ihrer Teildisziplinen

Verteilung der Voten

Hicht

Hicht

Teilrating BA-FI Voten 0. Wiss. | BWL
Teilrating STEU besser | A+ A B c L
Teilrating HSM Journal of
International Business A 142 B7,3% | 3943 | 4792 | 9% | 2% | o7 | o0% | 00%
Teilrating LOG >tudies JIBS
http://vhbonline.org /en/service /jourqual /vhb-jourqual-3 /teilrating-int /
BBCI Academic Skills WS 2021 17
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Quality assessment of the sources: Journal Rankings
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Journal Title:
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Austrian Network for Higher Education

University of Applied Sciences

Show All Fields: ISSN:
International Business and Area Studies ISSN
Show 50 + entries

Ratings

ABS
2010

0047-2506 IBEAREA International 4

Business Studies

1090-9516 IB&AREA Business (formerly 4 3
Columbia JWB)

1468-2621 IB&AREA  African Affairs 3
Asia Pacific

0217-4561 IB&AREA  Journal of 3 2
Management

Journal Title

Standardised scores
based on means

2947 3.849 2457 1

0.968 0797 0.991 3

0.108 1.613 2741

1.982 0.742

Small
journal
(=30
doc)
1 2
5 5
2 1
2 8

BBCl Academic Skills
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Recap submission 1: Search protocol

Quality assessment of the sources: Journal Rankings

SJR ranking (JIBS)

SJ R Scimago Journal & Country Rank
Home Journal Rankings
Business, Management
and Accounting All subject categories

Country Rankings

7

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences

Viz Tools Help About Us

All regions / countries All types 2016

[0 Display only Open Access Journals [ Display only SciELO Journals (In Progress)

Title Type 4 SJR  iex

5112
8 Journal of Management Studies journal 136

Journal of International Business
Studies

journal

Academy of Management . 4599
) journal 100
Perspectives

Total
Docs.
(2016)

59

58

27

Total Docs.
(3years)

156

161

104

Display journals with at least o Citable Docs. (3years)
Total Total Cites Cltlie Cites / Doc.
Refs (3years) pace. (2years)

. (3years)
4902 810 147 3.77
4713 946 160 5.59
2209 561 103 3.87

Apply
Ref. /
Doc.
83.08 Ef=
81.26 Et=
s1.81 EHE

BBCI Academic Skills WS 2021

19



J |

Recap submission 1: Search protocol
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Quality assessment of the sources: Journal Rankings

University of Applied Sciences

The quality assessment of journal articles is NOT mandatory on a bachelors

level.

Therefore, it is not necessary to include it in your work for this course as it is not
included in the grading scheme!

voluntary, optional,

what are other discretionary,
words for at one's discretion, elective,
non-mandatory? non-compulsory, not required

Wil Thesaurus.plus

BBCI Academic Skills WS 2021 20



Recap submission 1: Search protocol

Citation

IF YOU LIKED IT
& e

- ‘."} i

. |
) " >
: F ’ "

-

THEN/YOU SHOULD HAVE PUTA

J |
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\QI'I'ATII)N ONIT . 'learnshowtocite properly.

Never has to worry that the
citMn generator is wrong ‘




Recap submission 1: Search protocol
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Exercise from last time — who has done ite

BBCI Academic Skills WS 2021 22



Recap submission 1: Search protocol

FACHHOCHSCHULE

Citation — Bibliographic entries How To

University of Applied Sciences

Tranfield, Denyer and Palminder Smart. 2003. “Towards a Methodology for
Developing Evidence-Informed Management Knowledge by Means of
Systematic Review.” British Journal of Management 207:222-207.

Schmeisser, Bjoern. 2013. “A Systematic Review of Literature on Offshoring of
Value Chain Activities.” Journal of International Management 390:406-

390. doi: 10.1016/j.intman.2013.03.011

Please take care of correct punctuation, order of the content (first authors, then
year, then title, then journal, then journal number and doi (if available). Journal
titles are written in italic!

BBCI Academic Skills WS 2021 23
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WORKING WITH ACADEMIC LITERATURE

Now that you found many articles, we need to find out how
to actually handle these...

BBCl Academic Skills WS 2021 25
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Working with |

erature

Conceptualizing consumers’ exper
product-harm crises

Ursula Haas-Kotzegger and Bodo B. Schlegelmilch
Department of Marketing, WU Vienna, University of Economics and Business, Vien

Abstract

Research limtations/implications — Given
e prasened findings and vaiidate the th
Practical implications — Consumer raspanse 3

iinality! Thisstudy iustrates
ph e stuatians.

Keywords Productharm criss, Consumer experisnce, Persons| impact, Consumer behaviour, Perception

Paper type Reszarch paper

An executive summary for managers and executive
readers can be found af the end of this artide.

1. Introduction

Product safery is a major social, poliical and economic
concern. The latest figures isued by the RAPEX system — a
damabase for product recalls developed by the Eumpen
Commission - show that netifications of faulty and
dangerows products within the EU have increased
dramatically within the last five wears (European
Commission, 2011). This appears to be a long-term wend:
More than 3 decade age, Dawar and Pillutla (2000) already
observed thar the frequency of motifications is increasing
ecause products have become more comples, product-sfety
legislitions more stringent and customers more demanding
Moreover, negative information about products regulady fills
daily newspapers: the car does not stop at the red light due 1o
faulty brakes, the Fshirt inclides substances that cause the
skin o itch, and the toy contains a harmful matedal that can
«asily be swallowed. Recent examples anracting high media
aention include the worldwide recall of millions of Toyota
cars and the milk powder scandal i China, where more than

Purpose — Consumers a= @nstanty confrond with negative infarmation an d
stop at the red light due to faulty brakes or the tshint causes e skin t itch,Zai

The curren issue and full text archive of this journal i availible ar
weorvwe meraldinsight < omM 736376 1 htm

302 o) 1121
Emerald [y P T B ]
D01 10,1 a7 arise st H0ssze]
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comsumens’ ahses Journal of Consumer Marke ting
Ul Hazs Kotzegper and Boda B Schlegelosich Vibaws 30 - Nuwber 2 2003 - 112120 Conceptualicing comumery e xperiences of pradua-harm ahies Journal of Conzumer Marketing
Y W T S, Bioallu_sha_shisd ermem doae_irsaerinera el s Kassagpo and fods B Scbligeltd bl 20 Nawher 22013 - 412420
7 in-deplh interiews wer were shared with three independent researchers who were
4 berween 23 and 71 years unfamilisr with the pumpose of the stdy These reviewers
1 firstperson description were requested to provide feedback on the interpretations.

they experence ph crises,
and 65 minutes, resulting in

sled smple description for 4. Findings and conceptual model

ews can be found in Tables ] The research set out 1 draw a holistie picture of consumer
experience of product-hamn crises, and, to this end, o

wed the busic sips of data denly factors tht influmce how comumers experience

0 broader categories and  product-hamn erises. Four dimensions were found 1o shape

sctal, 2005). Initially, one  consumer experiences: the erisis context, the personal impact,

s interviews analyzed each  the comsumer context and the company context.

| refined categories. The

dy in order w0 search for 4.1 Crisis context

and relationships. Next,  The crisis context describes the characteristics of the cisis. It

rcher, @ second researcher  includes the produet category thatis affected by the crisi and

3 the same fterative provess. the sevesity of the eriss. With regard to the product category,

tere compared and refined e interviews reveal several interesting findings tuat have not

n the fourth sage the results been diseussed in the Hterature on prh ¢so far.

Industry

Aasian Fedessl Ministry of Labox Socil Affaiss and Consumes Protection
Aasrizn Consumnes Pro<ton Group

Ausrian Agency for Health and Food Safety

German Consumer Prolection Graw

Lwper specisiing in Crisis Management and Comiin ket

g in oisis commurication R Agency
Baby care
Retail sales.
6,000 infants got ill after dsi Fumite store
negative incidents are called p Hame appiiances

Froduct-harm erises are Car desbership
publicized occurences wherei faod

defective or dangerows® (Daws
have several cawses, such as)
product misuse, or sabotage (S

- Consumer characteristics

they uf;n distort Eav\.}ral:!k N [ re———
company's reputation, lead 1o
share losses, often result in costl ormes empiayee Lelecom munication
carefully nurtured brand equity
Lessons foom the past have
immune and that a product-h:
Well-known brands and high-
Coca-Cola, Johnson & Johmson
by product-harm erisis

Despite the fequency and
product-harm erkes, linle
reaction to these incidents (|
Although several experimental
of differern factors on comsus
calls for more systematic research to understand the complex Hoerde a8 P ¢ ality mas 15
phencmencn of product-harm erids (2. Van Heerde e al., impact of product-harm crises on tnandal and sales figures. i i . %
2007; Klein and Dawar, 2004; Ahluvalia e af, 2000). Our bout offer no explanation for 8 certain consumer behavior in i ) i i p 5

study uses a holste sppevach and seeks 1o artain a first crisis settings. Both streams do not provide answers 1o the lasted between 32 and 80 minutes, resulting in 217 pages of }
pemon description w smady consumer experience of product- questions what drives corsumer responses to product-harm wranscripts. Based on these findings, in the second phase, Notes: * Names are changed b 2
Tarm crses (Th et al, 1988). We seck to describe erises and what explains different corsumer reactions wp-h ¢. consumer interviews were conducted. and o

consumer experience @ it emenges in this particular contest of
product-hamm criss. In doing so, our smdy makes three m
important contributions to academics and managers:

114

Hqc;;-Ko'rzegger U, and Schlegelmilch B.B. 2013. “Conceptualizing Consumers' Experiences of Product-Harm
Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924

BBCI Academic Skills WS 2021 2
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How is an academic article usually
structured?

BBCI Academic Skills WS 2021



Academic (empirical) journal articles and their S

FACHHOCHSCHULE
content
Title Should be meaningful /convincing and represen’raﬁ;;
Abstract Contains a short summary of the article
Keywords Selection of words describing the content
Introduction Gives a first insight into the study‘s aim & context

Literature Review / Current State of Research Summarizes what has already been researched (can
also be an own type of research = as it is in this class)

Method Describes how the research was conducted
Findings Presentation of results
Discussion Critical evaluation of results and comparison with the

literature review

Conclusion Summary and answer to the research question
Limitations Presents what could have been done better
Implications Discusses what the reserach means for the scientific

community & general public

References / Bibliography List of full citation of sources that have been used

7



Academic (empirical) journal articles and their

FACHHOCHSCHULE

content

University of Applied Sciences

* Each article consists of
a) parts in which it references other sources

b) parts which are free of other sources

* Introduction & Current State of Research > mainly references
other sources

* Empirical Findings & Conclusion > mainly free of
other sources

BBCI Academic Skills WS 2021 3



Academic (empirical) journal articles and their S

FACHHOCHSCHULE
content
Title Should be meaningful /convincing and represen’raﬁ;;
Abstract Contains a short summary of the article
Keywords Selection of words describing the content
Introduction Gives a first insight into the study‘s aim & context
Literature Review / Current State of Research n ady been researched (can

/ als¢ search = as it is in this class)
Method / de was conducted
- Findings Presentation of results \
Discussion Critical evaluation of results and comparison with the
literature review
Conclusion Summary and answer to the research question
Limitations Presents what could have been done better

Implications

Discusses what the reserach means for the scientific
community & general public

References / Bibliography

List of full citation of sources that have been used
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SCREENING FOR RELEVANCE & READING
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Screening for relevance

FACHHOCHSCHULE
i ; elvvt;;k for Higher Ed;c;it\’on

University of Applied Sciences

* Follows the protocol of an extensive literature search

* You identify relevant literature sources, i.e. those which address
(contribute to) your research question

Example of screening:

Based on my keyword search, | quickly skimmed or scanned the titles or
abstracts of over 200 sources. From these, | selected about 80 articles,
reports, and books to read. | found about 49 of the 80 sources
valuable, and they appear in the bibliography of the published article.

BBCl Academic Skills WS 2021 33



Screening for relevance

Conceptualizing consumers’ experiences of
product-harm crises

Ursulas Haas-Kotsegger and Bodo B. Schlegelmilch
Department of Marketing, WU Vienna, University of Economics and Business, Vienna, Austria

Abstract

Purpase — Cansumsrs.ar cnstanty confrane d with negative informaon an defective ar dangerous producs (roduct-harm crsk ). the aardaes nat
stop at the red fight due to fautty brakes arthe tshirt causes the skin i itch. This research airs to provid
product-hanm crises {p-hc). The study sets out to investigate under which conditions consumers are impacted by the crisis and how they experience p-h

cinresbiie

Designimethodologyapproach — The study dmws on in-depth intenviews with bof experts and consumers in ader to imvestigans facors

influencing @nsumers’ eperience in cisis satons.

Findings - Based onin-depth ineniews, a thearstical madsl is developed that captuees e impact afp-h-c on mnsumess. impactconsists of persanal
mlsvance and perceived sevarity of e arisis and is a pressquisite for nsumers’ mspanse. The study finds mdem that fie persanal impact and he
mnsumer rspomse 10 Cisks situatans are influenced by the aisis context, mnsumer context and mmgany cone:

Research limitations/implications — Given the qualnative nanrs of the sudy a quantitative approsdh shoukd now ne wsd 1o furher substamizte

e prasened findings and validate the thamwerical modsl

Practical implications — Consumer response 1 crises is pamarily influsnced by the persanal impact of the crisis. The nature of the crisis as well as

comsumer chamderists heauily influence the way & consumer & lnpansj by a crisis event

Onginalityvalue - This study ilustrates

Conceptualising consumers” experiences of product-harm crises

Journal of Consumer Marketing

Unala Haas Kotzegger and Bodo B Schlagelmlch

1 Itsers outto investigate how consumers are impacted by a
crisis and bow they experience product-harm crises in
reablife rather than in laborstory contexts. Tt therefore
imvestigates when a crisis & mlvant to consumers, an
important sspect that has not yer been disomsed in the
existing literature.

2 Ourstudy ameses factors that influence consumer impact

and the overall experience when confronted with negative

news sbour harmful and dangerous products. In this
respect we dentify new influencing Factors that have not
been part of any study on product-harm erises s far

This paper advances a theoretical model ecapruring

comnsumer experience of product-harm cries and, ths,

provides a basis for furure research in this arca,

9

“

L Literature review

The existing Hrerature on crises can be divided imo three
research streams (Van Heerde et al, 2007). The first stream
focuses on pre- and post-crisis management practice. This
research stream uses ase studies 1o discuss techniques and
practices 10 successfully prepare for and overcome crises
(e.g. Mirroff, 2004; Smith e of, 1996). The findings dentfy

Vbdume 30 - Number 2 - 2013 - 112120

Finally, the third stream does investigate comsumer
reactions 1o productharm crisis situations However,
research in the third steam uses lsh experiments with
mainly fictions] brands o asess the impact of hypotherical
erises and the influence ofmoderating varisbles on comsumer
respomses. Among the moderting varisbles that were found
1o impact consumer responses are consumer characteristics
such as commitment to the brand (Ahluwalia er al, 2000),
consumer expectations (Dawar and Pilluda, 2000), and
gender (Laubr and Gillespie, 2004). Furthermons, lab
experiments have been wsed 1o assess whether companies
prior CSR activities influence consumer response to erkis
events (Klein and Dawar, 2004). Al these factors were found
to influence brand evaluations and purchase intengons
following a p-h

Taken collectively, studies on p-b ¢ sre sill mre and, as
Klein and Dawar (2004, p. 205) point out, “the seriounes.
and frequency of product-harm crises sill contrasts with the
relative paucity of research in this area”. Our study aims o fill
this void by asessing consumens’ experience of ph ¢ and by
discovering factors that infl
respomse 10 crisis suuations. By using a qualitative approach,
this paper looks at consumers’ experience of crises from a

ind cmributes 103 better af the

ph ¢ situations.

Keywords Productfiarm criss, Consumer sxpesance, Personal impsct, Consumer behaviour Perce ption

Paper type Research pager

An executive summary for munagers and executive
readers can be found at the end of this artide.

1. Introduction
Product safery is 3 major social, polical and economic
concern. The latest figures isued by the RAPEX system — a
dﬂ(mﬂ for product recalls developed by the Eumpean
- show that
s]zn&u’l)nvs products within the EU have increased
dramatically within the last five years
Commission, 2011). Thi appears to be 3 long-term wend:
Maore than a decade ago, Dawar and Pilluds (2000) already
observed thar the frequency of notifications s increasing
because products have become more complex, product-safery
legislations more stringent and customers mare demanding.
Moreover, negative ifomation about products regulady fills
daily newspapers: the car does not stop at the red light due 10
faulty brakes, the Fshirt inclides substances that cause the
skin 1o itch, and the 1oy contairs a harmful materal that can
easily be swallowed. Recent examples atracting high media
aention include the worldwide recall of millions of Toyo
cars and the milk powder seandal in Chisa, where more than

The current issue and full text archive of this journal & svailsble at
wrorws emeraldinsight comi 736-376 Litm
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How would

you start?

6,000 infanrs got ill after drinking tinted baby
segative incldents are called product-harm erises.
Produc-harm crises are defined as “discrere, well-
publicized occurmnces wherein products are found 1o be
defective or dangerows” (Dawar and Pilluls, 2000). They
have several caues, such as manufacturer's negligence,
product misuse, or sabotage (Siombos and Malliaris, 1992),
almost always resulting in enormous eosts for the company.
Product-harm crises pose a serious rick to companies snce
they oftnn distont faversble quality perception, hurt the
companys reputation, lead w0 major nevenme and marker
share losses, often result in costly product recalls and damage
carefully nurtured brasd equity (Van Heerde et al, 2007)

Lesons from the past bave shown that no company is
immune and that a prodoct-harm criss can hit everyone
Wel-known brands and high-profle companies including
Coca-Cola, Jobnson & Johrson and Matee] have been affected
by product-harm crisis.

Despite the fequency and the devastating consequences of
product-harm crises, litle research exists on consumer
reaction to these incidents (Klein and Dawar, 2004).
Although several experimental studies ssessed the influence
of different factors on comsumer response o crises, there are
calls for more systematic researsh to understand the complex
phenomenon of produciharm crisis (eg. Van Heerde et al.,
2007; Klein and Dawar, 2004; Ahluwalia & al, 2000). Our
study uses a holistie approach and secks o attain @ first-
person description o study conaumer experience of product
ham crises (Thompson er af, 196%). We seek 10 deseribe
consumer experience & it emerges in this particular context of
produs-bam crisk. b deing so, our sudy makes thee
important contributions 1o academics and managess:

how corsumers resct w product-hamm erbes The second
stream of literarure deaks with the effect of reablife product-
harm erises on a variety of performance mesures, such =
stock prices (e.g. Chu aall, 2005 Chen eral, 2009) or brand
sles (Van Herde a al, 2007). Chen & al (2009), for
instance, diseuss the consequences of proactive and passive
company respomse srategies in the came of 4 product recall
Sumprisingly, regardless of the firm and product category, the
study came 10 the result that prosetive strategies have a more
negative effect on the firm value compared to passive
strategies. The authors argoe that this is based on how the
stock market imerprens respense stmtegis. When the
company is proactive, the stock marker infers that the
eonsequences of the p-he are serious and that the fim has no
choice but 1o act 10 quickly reduce fnancal losses. The
eonsequences of product-harm eriss are variows and mnk
fromn dosses in baseline sdes to reduced effectivencss of
marketing instruments and increased cross sensitivity 1o rival
firme marketing mix activities., The findings of Van Heerde
aal (2007) further dhow thar sdvertising investments do ot
remain equally effective after a crisis as they were before. On
the contrary, the reguired investments are much higher since
the impacted brands are vulnershle to competitors (Van
Heerde @ al, 2007). These studies help to quantify the
impact of productharm crises on fnmdal and sales figures
but offer no explanation for 8 certain consumer behavior in
erbis seuings. Both streams do not provide answers w the
questions what drives comsumer responses o product-harm
erises and what explains different consumer reactions top-h ¢
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U crmis Dews 15 actually relevant [0 corsumers a at

where respondenss talk about their personal experience with
prh ¢ from a firstperson point-of-view.

3. Methodology

Our research goal is 10 give a thematic description of
consumer experence of product-harm crises and to depict
this experience in a theoretical framework. A qualitative
mesearch approach was a matural choice given the complex
nature of the field and eur intention to discover new patterns.
and relatiomships (Shah and Corley, 2006). Furthermore,
qualitative research & preferable when a reaklife context is of
importance (Sikovics e al., 2005). As a comsequence, we
conducted 3 qualitarive sudy with two different spprosches —
involving both expert interviews and in-depth face-to-face
consumer interviews.

According to McCracken (1988, p. 17}, “for many research
projeces, eight sespondents will be perfecty sufficient. In 2
first phase, we conducted interviews with 12 experts, ramely
PR comsultants, members of consumer protection. groups,
quality masagers, and PR managers in various industies o
obtain imsights into their thirdperson view of consumers
experience and reactions 10 crisis sitsations, The terviews
lasted berween 32 and §0 minutes, resulting in 217 pages of
transeripts. Based on these findings, in the second phase,
consumer interviews were conducted

Conceptusiising comsumers’ e xperiences of product-harm crises

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences

Journal of Consumer Marke ting

Uinida Haas Kacsegger and Bads B Schlegabadeh

For our consumer research, 17 in-depth interviews were
conducted with respondents aged berween 23 and 71 years.
The intention was o get a firstpeson descripton
(Thompson a ai, 1969) of how they experience ph crises.
The interviews lasted between 30 and 65 minutes, meulting in
351 pages of tamseripns. A detsiled smple description for
both expert and consumer interviews can be found in Tables 1
and 1L

The anslysis of the data followed the basic steps of data
coding, combination of codes into broader categories and
interpreting the results (Sinkovics er al, 2003). Initially, one
researcher who conducted all the interviews analyzed esch
transeript and developed and refined categories. The
tsseripls were reeead repeatedly in order to search for
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were shared with theee independent researchers who were
unfamibiar with the pumpose of the study These reviewers
were requested 1o provide feedback on the intemretaions.

4. Findings and conceptual model

The research set out to draw a balistic picture of consumer
mpmmu of product-hamn crises, and, 1o this end, 10

entify factors. that influence how comsumers experience
pﬂxlud harm crbes. Four dimensons were found to shape
consumer experiences: the erisis context, the personal impact,
the consumer context and the company context

4.1 Crisis context
2 crisis & deseribes the fibe erisis. It

commen panerns, themes and Next,
independently of the first researcher, a second msearcher
analyzed the transeripts following the same iterative process.
Is o third stage, the finding: were compared and mfined

incudes the produst caregory that is affected by the eriss and
the severity of the crisis. With regard to the product category,
the interviews reveal several interesting findirgs that have not

ring these analytical steps, in the fourth stage the resuls  been discussed in the terature on p-h ¢ so far.
| imerviaw parner: experts

Pos ition ndustry
Deputy head product safety Austrian fedesal Miristry of (oo, Sodal Affirs and Comsumer Protedion
Consaftant Musiian Consumes Fiecton
Division mansger food Austrian Agency for eath and Food Sakty
Consuttnt German Cansume Protedion Gaup
Lerwyer Lawyer speclaliting in Criss Maagulunandcclnmxalm

[ Consultant spedaiigng in ass communicaton P Ageney

i 80 by cam

8 PR manager setail saes

El PR manager Fumiuse stare

o PR manager Home appilances

n PR manager Car desiership

2 PR manager Food

Table Il Imterview parmer mmsumers

o Hame' Age Education” ‘Consumes charactenistics

1 ) n Lowses edacation Retres former wuck dives

2 Suszn 58 Higher educaton Retires, formes earpia e telecom mun cation

3 Satwina 7 Higher education Emplayes

4 Tamas » Higher education Froduc manages stesl industry

5 Charks n Highes educaton Retres, formerly smphoped st natonsl rabuays

6 Shayan - onses ehucation Musidan

i Do n Higher educaton Retres. formerly emloged at urwessity

] Oiia % Lowes ecducation Secretary in ol ik Ty

9 =] B Higher educaton Student

o Vieky n Lowves ehucation Retree, former kindergarien teacher

n Hamkl El Higher education Emplayed at Minis ey of Fnance

2 Daniela @ Lowes echucation Emplayed in etal sabes

13 Camlne 6l Higher educaton Retires, formesr school teadhes

1 . B Higher educaton Student

15 et & Lowes echucation Unemployed, former car dealer

1% Sanda n Lowes echucation Secretary in heaith care inchsby

” Jnsegh & Higher eduzaton Retree, formerly emploped in ol idhs Ty

Motes: * Names are changed b assure anomymity; * Lower e ucation = witvout graduaton diglama [Adevess), higher education = with graduation digbma

and e
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Conceptualizing consumers’ experiences of
product-harm crises

pos —Conaimers = crstanty conrned it negatie bt o defctive cr dangptous roducs (rdct erm cre the

stop at the red light cu to faulty brakes or the tshirt causes e skin B itch. Th

product-harm rises (). The study sers ot to investigate under Ak andiian o rs g impacted by the gisisand howthey experinep-h

©in real-life.

Designimethodolo gy/approach — The study dmws an in-depth intenviews with bofi exparts and consumers in asder to ivestigste faciors

infiuencing mnsumers’ axperience in crisis situaons.

Findings — Based on in depth inenvizws, a thearetical modelis developed that captures tie impact ofp-h-¢ on mnsumess. impactconsists of persanal
rlzvanc and perceived severity of fhe isis and & a prerequishe for @nsumes’ esponse. The study finds evidence that he personal impact and e

onsume
Originalityivalue =

onsumer response to ciss situaBans are infuenced by the isis contex, consumer context and mmpany context

Keywords Productharm crisis, Consumer experience, Personal imgac, Consumer behaviour, Perception

Paper Tjpe

An execuive summary for munagers and executive
readers can be found at the end of this ardde.

1. Introduction
Product safety 15 a

¢ sodal, political and econcmic
Clres imued by the RAPEX system - a
database for product recals developed by the European
Commission — show that notifications of faulty and
dangerows products within the EU hawe increased
dramatically within the last five years (Buropean
Commission, 2011). This appears o be a long-term trend:
More than a decade ago, Dawar and Pillutla (2000) already
observed thar the frequency of notficatons i mereasing
because products have become more complex, product-safety
legislations more stringent and customers more demanding,
Moreover, negative information sbout products reglardy fill
daily newspapers: the car does pot stop at the red light due to
faulty brakes, the Tshirt inclides substnces that cause the
skin 10 fich, and the toy contains 3 barmful material tha can
casily be swallowed. Recent examples attracting high media
atention ncude the worldwide recall of millions of Toyota
cars and the milk powder scardal in China, where more than

The currens issue and full text archive of this journal i availsble ar
wwrws emeraldinsight com# 736376 1. ktm
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5,000 infints got ill after drinking tainted baby milk Such
negative indidents are called product-harm crises

Product-harm crises are defined as “discrere, well-
publicized occurnences wherein products are found w be
defective o dangerous” (Dawar and Pillutla, 2000). They
have seversl cawses, such as manufacturers neghgence,
product misuse, or sabotage (Siombkos and Malliaris, 1992),
almost ahways resulting in enormous costs for the company
Product-harm crises pose a serious risk to companies since
they often dimor favorsble quality perception, hurt the
company's reputation, lead o major revenue and market
share losses, often result in costly product recalls and damage
carefully nurtured brand equity (Van Heerde e al, 2007)

Lesons from the past have shown that no company is
immune and that a product-harm crisis can it everyone
Well-known brands and high-profile companies ncuding
Coca-Cola, Johnson & Johrson and Mattel have been affected
by produs-harm criss.

Despite the fequency and the devastating consequences of
product-harm erises, linle research exists on consumer
reaction 1o these incidens (Klein and Dawar, 2004)
Although several experimental studies assessed the influence
of different factors on comsumer reponse o crises, there are
calls for more systematic research to understand the complex
phenomenan of product-harm crigs (eg. Van Heerde er al.,
2007; Klein and Dawar, 2004; Ahluwalis & of, 2000). Our
stdy uses a holistic approach and seeks to arrsin a first-

penson description 1o study consumer experience of product-
b erses (Thomgson et al, 1989). We seek to deseribe
consumer experience ms it emerges in this particular context of
product-ham erist. I doing s, our study makes thee
important contdbutions w sdemics and managers:

comumers’ aises

Journal of Consumer Marke ting

Uruda Haas Komegger and Bodo B Schlegebneleh

1 Trsews outto investigate bow consumers are impacted by a
crisis and bow they experience producthanm crises in
reallife rather than in laboratory contexts. It therefore
imvestigates when a crisis 8 relevant 1o consumess, an
important mpeet that e not yet been dsumeed in the
existing bterature
Our study aseses factors thar influence consumer impact
and the overall experience when confromed with negmive
news sbout harmful and dangerous products. In this
respect we identify new influencing factors thar have not
been part of any study on produc-ham cries o far
This paper advances & theoretical model capuuring
u perience of product-harm crises and, thus,
Woremig rescardh in this area.

ses can be divided inw three
sesarch SO Wie, Hoerde ot al, 2007). The fese stream
focuses on pre- and posi-criss management practice. This
sesearch Sream uses case studies to diseuss techniques and
practices to successfully prepare for and overcome crises
(e.8. Mitroff, 2004; Smith et al, 1996). The findings dentify
appmaches on bow 1o handle a crisk and how
corporate fanctions such as manufacturing, finance, PR and
legal can work together 10 respond to the erisis and lmit the
damage on the rganization. Further to that, the authoss in
this field ako giveadvice on what needs o be done in order 1w
prevent @ eriss beforchand. Moreover, multiple factors and
forces ane presented that needs 10 be considered to implement
an effective crisis leadership (Mitrof, 2004). Athough these
sudies offer important sdvice for ¢ e on bow to deal
with crisis situations, they provide no help for usderstanding
how comsumers react to product-hamm crses. The second
stream of literarure deals with the effect of reab-life product-
harm crises on a variety of performanee mesures, such =
stock prices (eg. Chuaal, 2005 Chen eral, 2009) or brand
siles (Van Heerde @ al, 2007). Chen a al (2009), for
instance, discuss the consequences of prosctive and passve
company msporse strategics in the case of @ produet recall
Sumpsisingly, regardless of the firm and product category, i

study came to the result that proactive strategies have a mone
negative effect on the firm value compared to passve
strategies. The authors argue that this & based on how the
stock marker imerprens response stregis. When the
company is proactive, the stock marker infers that the
consequences of the p-he are serious and that the fimn has no
choice but 10 3¢t to quickly reduce fnancial losses. The
consequences of product-harm crisis are variows and rnk
from losses in baselne sales 10 reduced effectivensss of
smarketing instruments and increased cross sensitivity to rival
firms" marketing mix activities. The findings of Van Heende
a al (2007) further show thar advertising investments 4o not
semain equally effective after 3 eriss as they were before. On
the contrary, the required investments are much higher since
the impacted brands are vulnersble to competitors (Van
Heerde & al, 2007). These stadies help 10 quanify the
impaet of productharm erises on financial and sales figurs
bt offer no explanation for a certain consumer behavior in
crbs sentings. Both streams do not provide mswers w the
questions what drives corsumer responses to product-harm
crises and what explairs different consumer reactions toph ¢
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Finally, the third stream does investigate comsumer
resctions to product-harm crsis situations. However,
msearch in the third stweam uses lsbh experiments with
smainly fietiomal brands 1o asess the impact of hypothetical
crises and the influence of moderating varisbles on corsumer
respomses. Ameng the moderating vasisbles that were found
to impact consumer responses are consumer characteristics,
suchy as commitment 1o the brand (Abluwalia er al, 2000,
consumer expectations (Dawar and Pillada, 20000, and
gender (Laukr and Gillespie, 2004) Furthermore, lab
experiments have been used 10 ssess whether companies
prior CSR. activities influenes consumer response to crisis
events (Klein and Dawar, 2004). All these factors were found
to influence brand evalustions and purdiss intensgons
following a p-he.

Taken collectively, studies on p-h ¢ are ill mre and, as
Klein and Dawar (2004, p. 205) point out, “the serjomnes
and frequency of product-harm cries sill contrasts with the
relative paucity of research in this area”. Our study aims w il
this void by asessing consumers’ experience of ph ¢ and by
diseovering additional impact factors that influence corsumer
resporse w crisis snutions. By using 3 qualivative approach,
this paper looks at consumers' experience of crises from
more holistic perspective and investgates under which
drumstmnes consumers are impacted by a eriis. Thus,
our guiding research question s
experience a product-hamn crisis?”

Our study therefore advances research in the thind stream,
@ it eliminates some of the drawbacks of experimental
designs. Corsumer insights generated via experiments are
limired by the fact that responses given by consumers during
the study do not always correspand to their actual behavior
(Cleeren et ok, 2008). Moreover, experiments presuppose
that crisis news is actually relevant o consumers and that
rospondents are impacted by the negative news presented 1o
them which, in reality, might not be the case. Consequently,
to overcome these obstacks, we use face-to-face iterviews
whers rsponderss wlk about the persoml expenienc: with

g poini-of-view.

3. Methodology
Our research goal is 1o, a thematc description of

~ ol #Prroduct-harm crivs and to depict
this experience in a theoretical framework. A gqualitative
mesenrch approach was & matural cheice given the complex
sature of the field and our intention to discover new patterns
and relationships (Shah and Corley, 2006). Furthermore,
qualitative research is preferable when a reablife context i of

importance (Sinkevics er al., 2005), As a comequence, we
conducted a gualitative srudy with rwo differert spprosche —
involving both expert imerviews and in-depth faceto-face
consumer interviews.

According to MeCracken (1988, p. 17), “for many resea
projects, eight respondents will be perfertly sufficient”. h a
first phase, we conducted interviews with 12 experts, ramely
PR consultants, members of consumer protection groups,
quality mamagess, and PR managers in vadous industies 1o
cbrain insights into their third-person view of consumers’
experence and reactions o crisis sinations, The intervievs
lasted between 32 and 80 minutes, resulting in 217 pages of
transeripts. Based on these findings, in the second phise,
consumer interviews were conducted

Conceptusiising comsumers’ e xperiences of product-harm crises

Journal of Consumer Marke ting

Uinida Haas Kacsegger and Bads B Schlegabadeh

For our consumer research, 17 in-depth interviews were
conducted with respondents aged berween 23 and 71 years.
The intention was o ger a firseperson description
(Thompson a ai, 1969) of how they experience ph crises.
The interviews lasted between 30 and 65 minutes, meulting in,
351 pages of mameripns, A detailed smple description fof
both expert and consumer interviews cn be found in Tables T
and 11

The analysis of the data followed the basic steps of data
coding, combination of codes into broader categories and
interpreting the resulis (Sirkovics et al, 2003). Iniially, ene
researcher who conducted all the interviews analyzed each
transcript and developed and refined categories. The
tmmcripts were reread repeatedly in order 1o search for
commen panerns, themes and relatorships. Next,
independently of the first researcher, a second msearcher
analyzed the transeripts following the same iterative process.
En 4 third stage, the finding were compared and rofined
Following these analytical steps, in the fourth sage the resules

Table | Imerview parer: experts
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were shared with theee independent researchers who were
unfamibiar with the pumpose of the study These reviewers
were requested o provide feedback on the inemretaions.

4. Findings and conceptual model
research set out o draw a bolistic pieiyg
expa W o this end, 10
\deacty fomes thar influence how consumers experience
product-hamm crbes. Four dimensons were found to shape
consumer experiences: the erisis context, the personal impact,
the consumer context and the company context

4.1 Crisis context
The crisis context deseribes the chametenistics of the erisis. It
incudes the produst caregory that is affected by the eriss and
the severity of the crisis. With regard to the product category,
the interviews reveal several interesting findirgs that have not
been discussed in the lterature on p-h ¢ 50 far.

Expart Position Industry

1 Depurty head product safety Austrian fedesal Miristry of (oo, Sodal Affirs and Comsumer Protedion
2 Consuliant usian Consumer Protecton Grow

3 Divisian mansger food Austrian Agency for Heath ad Faod Sakety

4 Consutint Germian Consmer rotection Grup

5 Lawyer Lawyer specializng in Crisks Mansgement and Communication

[ Consutlant spedaliging in ass communicaton PR Ageney

i &0 by cam

8 PR manager fetal sales

El PR manager Fumitue stare

o PR manager Home appilances

n PR manager Car dealership

) PR manager food

Table Il Intervisss partner arsumens

o Name" Age Education” Consumes characteristics

1 ok n e edhication Retres former wuck dives

2 Susan 58 Higher education Retres, former enpilojes tekean i Kation
3 Salina z Higher eduzaton Emglopes

1 Thomas = Higher eduzaton Product manager siesl industy

5 Charks n Highes educaton Iemeg hmeﬂ, emghoped tnton sl rabuays
6 Shayan b e edhieation

1 Do n Higher educaton Iemza uwm,mm,adammssq
] Ohivi ] Lowes schication Sectary in o ity

9 cad B Highes educaton Student

1 Vieky n Lowes echucation Retree, former kindergarien teacher

n Hamold E] Higher eduzaton Emploged at Minisry of Fnance

2 Daniela L] Lowes echucation Emgloped in etail sales

3 Camlne 6 Higher educaton Retres, former school teadhes

0 rtian E] vigher educaton Student

15 At & Lowes echucation Unemployed, former car dealer

1 Sandia ] Lowes schucation Secetary in heaith cre ks by

n segh L] Higher eduzaton Retree, formerly emploped in ol idhs Ty

Motes: * Names are changed b assure anomymity; * Lower e ucation = witvout graduaton diglama [Adevess), higher education = with graduation digbma

and e

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm
Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924

BBCl Academic Skills

WS 2021

35



3

Screening for relevance

FACHHOCHSCHULE
Austrian Network for Higher Education

University of Applied Sciences

* Short series of questions applied to title and abstract

* Usually focused on a specific research question

e.g. How do offline university sales competitions in higher education differ from
their online equivalent?

* Does the article/abstract describe an  empirical  study?
(as opposed to a review)

* Does the title/abstract describe university sales competitions in higher
education?

* Does the title /abstract include their differences as an outcome?
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3

Screening for relevance

FACHHOCHSCHULE
Austrian Network for Higher Education

Some more questions to ask yourself: Univrsy of Appie siences

* How does the source contribute to answering my research question?

* Does the source provide detailed information directly related to my
question or only general results somehow connected to my topic?

* How reliable does the source appear? Is it really suitable for an academic
context?

* If your question addresses a specific target group/geographical area: Does
the source found also address this specific group or a completely different
target group/geographical area? Can any connection between the
addressed target group of the source and my target group be drawn?
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Screening for relevance

FACHHOCHSCHULE

ian Network for Higher Education

Geographical focus, time periods, etc. Universiy of Appliet Sciances
* Needs to be reflected by your chosen sources

* AND should never contradict

Example: focus on U.S. Industry
> sources should mainly focus on U.S. Industry

> some may also be more general and focus on a global
scope (but this scope should always include your focus!)

> sources focusing on India, etc. should NOT be included
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Screening for relevance

FACHHOCHSCHULE
i ; lvvt;;k for Higher Ed;c;it\’on

University of Applied Sciences

Additionally, you might check the author references

Example: Stewart C. Myers

. is Professor of Finance at MIT’s Sloan School of Management. He is past
president of the American Finance Association and a research associate of
the National Bureau of Economic Research. His research has focused on
financing decisions, valuation methods, the cost of capital, and financial
aspects of government regulation of business. Dr. Myers is a director of
Entergy Corporation and The Brattle Group, Inc. He is active as a financial
consultant.

Source: http://mitsloan.mit.edu/faculty-and-research /faculty-directory /detail /2id=41081
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FACHHOCHSCHULE
WIENER NEUSTADT
Austrian N cation

stwork for Higher Edlu

University of Applied Sciences

READING ACADEMIC LITERATURE
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Reading Academic Literature

Ultimate goal: Compiling patterns from literature to be able to
Form arguments

Find trains of thought

Therefore, you need to read literature...
... critically and
... analytically.

(historical, socio-cultural and political backgrounds,
author’s biographical background)

BBCl Academic Skills WS 2021 4]



Reading Academic Literature

SQ3R Method (Robinson 1978)

Survey: Gain an overview of the text

Question: Identify the question presented in the text
Read: Goal-oriented reading

Recite /Recall: Recapitulate — prepare notes

Review: Recall the most important information
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Reading Academic Literature

Example for “Survey”: Gaining an overview of the text

Conceptualizing consumers’ experiences of
product-harm crises

pos —Conaimers = crstanty conrned it negatie bt o defctive cr dangptous roducs (rdct erm cre the
stop at the red light cu to faulty brakes or the tshirt causes e skin B itch. Th

product-harm rises (). The study sers ot to investigate under wmmmnmsmsmam impacted by the gisisand howthey experinep-h
cinraabife

Designimethodology/approach — The study dmws an in-depth interviews with bof experts and consumers in omder to investigate facors
influencing mnsumes’ expariance in orsis situations.

Findings — Based on in depth inenvizws, a thearetical modelis developed that captures tie impact ofp-h-¢ on mnsumess. impactconsists of persanal
rlzvanc and perceived severity of fhe isis and & a prerequishe for @nsumes’ esponse. The study finds evidence that he personal impact and e
cnsumer response to crisis situatians are influanced by the disis context, mnsumer context and @mpany conext

onsume
Originalityivalue =

Keywords Productharm crisis, Consumer experience, Personal imgac, Consumer behaviour, Perception

Paper Tjpe

An execuive summary for munagers and executive
readers can be found at the end of this ardde.

1. Introduction
Product safety 15 a

¢ sodal, political and econcmic
. Clres imued by the RAPEX system - a
database for product recals developed by the European
Commission — show that notifications of faulty and
dangerows products within the EU hawe increased
dramatically within the last five years (Buropean
Commission, 2011). This appears o be a long-term trend:
More than a decade ago, Dawar and Pillutla (2000) already
observed thar the frequency of notficatons i mereasing
because products have become more complex, product-safety
legislations more stringent and customers more demanding,
Moreover, negative information sbout products reglardy fill
daily newspapers: the car does pot stop at the red light due to
faulty brakes, the Tshirt inclides substnces that cause the
skin 10 fich, and the toy contains 3 barmful material tha can
casily be swallowed. Recent examples attracting high media
atention ncude the worldwide recall of millions of Toyota
cars and the milk powder scardal in China, where more than

ht comi 736376 1. ktm

The currens fisue and ful text archive of this joumnal & available av
-meraldinsig]

Emerald

6,000 infants gor ill after drinking rainted baby milk Such
negative indidents are called product-harm crises

Product-harm crises are defined as “discrere, well-
publicized occurnences wherein products are found w be
defective o dangerous” (Dawar and Pillutla, 2000). They
have seversl cawses, such as manufacturers neghgence,
product misuse, or sabotage (Siombkos and Malliaris, 1992),
almost ahways resulting in enormous costs for the company
Product-harm crises pose a serious risk to companies since
they often dimor favorsble quality perception, hurt the
company's reputation, lead to major revenue and market
share losses, often result in costly product recalls and damage
carefully nurtured brand equity (Van Heerde e al, 2007)

Lesons from the past have shown that no company is
immune and that a product-harm crisis can it everyone
Well-known brands and high-profile companies ncuding
Coca-Cola, Johnson & Johrson and Mattel have been affected
by produs-harm criss.

Despite the fequency and the devastating consequences of
product-harm erises, linle research exists on consumer
reaction 1o these incidens (Klein and Dawar, 2004)
Although several experimental studies assessed the influence
of different factors on comsumer reponse o crises, there are
calls for more systematic research to understand the complex
phenomenan of product-harm crigs (eg. Van Heerde er al.,
2007; Klein and Dawar, 2004; Ahluwalis & of, 2000). Our
stdy uses a holistic approach and seeks to arrsin a first-
pemson description 1o study consumer experience of product-
hamm edses (Thompson et al, 1989). We seek to deseribe
consumer experience m it emerges in this particular context of
product-hamn st In downg so, our study makes three
important contrbutions to scademics and managers:
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1 Trsews outto investigate bow consumers are impacted by a
crisis and bow they experience producthanm crises in
reallife rather than in laboratory contexts. It therefore
imvestigates when a crisis 8 relevant 1o consumess, an
important mpeet that e not yet been dsumeed in the
existing bterature
Our study aseses factors thar influence consumer impact
and the overall experience when confromed with negmive
news sbout harmful and dangerous products. In this
respect we identify new influencing factors thar have not
been part of any study on produc-ham cries o far
This paper advances & theoretical model capuuring
u perience of product-harm crises and, thus,
Woremig rescardh in this area.

ses can be divided inw three
sesarch SO Wie, Hoerde ot al, 2007). The fese stream
focuses on pre- and posi-criss management practice. This
sesearch Sream uses case studies to diseuss techniques and
practices to successfully prepare for and overcome crises
(e.8. Mitroff, 2004; Smith et al, 1996). The findings dentify
appmaches on bow 1o handle a crisk and how
corporate fanctions such as manufacturing, finance, PR and
legal can work together 10 respond to the erisis and lmit the
damage on the rganization. Further to that, the authoss in
this field ako giveadvice on what needs o be done in order 1w
prevent @ eriss beforchand. Moreover, multiple factors and
forces ane presented that needs 10 be considered to implement
an effective crisis leadership (Mitrof, 2004). Athough these
sudies offer important sdvice for ¢ e on bow to deal
with crisis situations, they provide no help for usderstanding
how comsumers react to product-hamm crses. The second
stream of literarure deals with the effect of reab-life product-
harm crises on a variety of performanee mesures, such =
stock prices (eg. Chuaal, 2005 Chen eral, 2009) or brand
siles (Van Heerde @ al, 2007). Chen a al (2009), for
instance, discuss the consequences of prosctive and passve
company msporse strategics in the case of @ produet recall
Sumpsisingly, regardless of the firm and product category,
study came to the result that proactive strategies have a mone
negative effect on the firm value compared to passve
strategies. The authors argue that this & based on how the
stock marker imerprens response stregis. When the
company is proactive, the stock marker infers that the
consequences of the p-he are serious and that the fimn has no
choice but 10 3¢t to quickly reduce fnancial losses. The
consequences of productharm crids are vanow and sk
from losses in baselne sales 10 reduced effectivensss of
smarketing instruments and increased cross sensitivity to rival
firms" marketing mix activities. The findings of Van Heende
a al (2007) further show thar advertising investments 4o not
semain equally effective after 3 eriss as they were before. On
the contrary, the required investments are much higher since
the impacted brands are vulnersble to competitors (Van
Heerde & al, 2007). These stadies help 10 quanify the
impaet of productharm erises on financial and sales figurs
bt offer no explanation for a certain consumer behavior in
crbs sentings. Both streams do not provide mswers w the
questions what drives corsumer responses to product-harm
crises and what explairs different consumer reactions toph ¢
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Finally, the third stream does investigate comsumer
resctions to product-harm crsis situations. However,
msearch in the third stweam uses lsbh experiments with
smainly fietiomal brands 1o asess the impact of hypothetical
crises and the influence of moderating varisbles on corsumer
respomses. Ameng the moderating vasisbles that were found
to impact consumer responses are consumer characteristics,
suchy as commitment 1o the brand (Abluwalia er al, 2000,
consumer expectations (Dawar and Pillada, 20000, and
gender (Laukr and Gillespie, 2004) Furthermore, lab
experiments have been used 10 ssess whether companies
prior CSR. activities influenes consumer response to crisis
events (Klein and Dawar, 2004). All these factors were found
to influence brand evalustions and purdiss intensgons
following a p-he.

Taken collectively, studies on p-h ¢ are ill mre and, as
Klein and Dawar (2004, p. 205) point out, “the serjomnes
and frequency of product-harm cries sill contrasts with the
relative paucity of research in this area”. Our study aims w il
this void by asessing consumers’ experience of ph ¢ and by
diseovering additional impact factors that influence corsumer
resporse w crisis snutions. By using 3 qualivative approach,
this paper looks at consumers' experience of crises from
more holistic perspective and investgates under which
drumstmnes consumers are impacted by a eriis. Thus,
our guiding research question s
experience a product-hamn crisis?”

Our study therefore advances research in the thind stream,
@ it eliminates some of the drawbacks of experimental
designs. Corsumer insights generated via experiments are
limired by the fact that responses given by consumers during
the study do not always correspand to their actual behavior
(Cleeren et ok, 2008). Moreover, experiments presuppose
that crisis news is actually relevant o consumers and that
rospondents are impacted by the negative news presented 1o
them which, in reality, might not be the case. Consequently,
to overcome these obstacks, we use face-to-face iterviews
whers rsponderss wlk about the persoml expenienc: with

i point-ofview.

3. Methodology
Our research goal is 1o, a thematc description of

~ ol #Prroduct-harm crivs and to depict
this experience in a theoretical framework. A gqualitative
mesenrch approach was & matural cheice given the complex
sature of the field and our intention to discover new patterns
and relationships (Shah and Corley, 2006). Furthermore,
qualitative research is preferable when a reablife context i of

importance (Sinkevics er al., 2005), As a comequence, we
conducted a gualitative srudy with rwo differert spprosche —
involving both expert imerviews and in-depth faceto-face
consumer interviews.

According to MeCracken (1988, p. 17), “for many resea
projects, eight respondents will be perfertly sufficient”. h a
first phase, we conducted interviews with 12 experts, ramely
PR consultants, members of consumer protection groups,
quality mamagess, and PR managers in vadous industies 1o
cbrain insights into their third-person view of consumers’
experence and reactions o crisis sinations, The intervievs
lasted between 32 and 80 minutes, resulting in 217 pages of
transeripts. Based on these findings, in the second phise,
consumer interviews were conducted

Conceptusiising comsumers’ e xperiences of product-harm crises

Journal of Consumer Marke ting

Uinida Haas Kacsegger and Bads B Schlegabadeh

For our consumer research, 17 in-depth interviews were
conducted with respondents aged berween 23 and 71 years.
The intention was o ger a firseperson description
(Thompson a ai, 1969) of how they experience ph crises.
The interviews lasted between 30 and 65 minutes, meulting in,
351 pages of mameripns, A detailed smple description fof
both expert and consumer interviews cn be found in Tables T
and 11

The analysis of the data followed the basic steps of data
coding, combination of codes into broader categories and
interpreting the resulis (Sirkovics et al, 2003). Iniially, ene
researcher who conducted all the interviews analyzed each
transcript and developed and refined categories. The
tmmcripts were reread repeatedly in order 1o search for
commen panerns, themes and relatorships. Next,
independently of the first researcher, a second msearcher
analyzed the transeripts following the same iterative process.
En 4 third stage, the finding were compared and rofined
Following these analytical steps, in the fourth sage the resules

Table | Imerview parer: experts

Vel 30 Naswbes 2 - 2013 112120

were shared with theee independent researchers who were
unfamibiar with the pumpose of the study These reviewers
were requested o provide feedback on the inemretaions.

4. Findings and conceptual model
research set out o draw a bolistic pieiyg
expa W o this end, 10
\deacty fomes thar influence how consumers experience
product-hamm crbes. Four dimensons were found to shape
consumer experiences: the erisis context, the personal impact,
the consumer context and the company context

4.1 Crisis context
The crisis context deseribes the chametenistics of the erisis. It
incudes the produst caregory that is affected by the eriss and
the severity of the crisis. With regard to the product category,
the interviews reveal several interesting findirgs that have not
been discussed in the lterature on p-h ¢ 50 far.

Expart Position Industry

1 Depurty head product safety Austrian fedesal Miristry of (oo, Sodal Affirs and Comsumer Protedion
2 Consuliant usian Consumer Protecton Grow

3 Divisian mansger food Austrian Agency for Heath ad Faod Sakety

4 Consutint Germian Consmer rotection Grup

5 Lawyer Lawyer specializng in Crisks Mansgement and Communication

[ Consutlant spedaliging in ass communicaton PR Ageney

i &0 by cam

8 PR manager fetal sales

El PR manager Fumitue stare

o PR manager Home appilances

n PR manager Car dealership

) PR manager food

Table Il Intervisss partner arsumens

o Name" Age Education” Consumes characteristics

1 ok n e edhication Retres former wuck dives

2 Susan 58 Higher education Retres, former enpilojes tekean i Kation
3 Salina z Higher eduzaton Emglopes

1 Thomas = Higher eduzaton Product manager siesl industy

5 Charks n Highes educaton Iemeg hmeﬂ, emghoped tnton sl rabuays
6 Shayan b e edhieation

1 Do n Higher educaton Iemza bmul,unpﬁ,sda\mwssq

] Ohivi ] Lowes schication Sectary in o ity

9 cad B Highes educaton Student

1 Vieky n Lowes echucation Retree, former kindergarien teacher

n Hamold E] Higher eduzaton Emploged at Minisry of Fnance

2 Daniela L] Lowes echucation Emgloped in etail sales

3 Camlne 6 Higher educaton Retree, schoal teadhes

0 rtian E] vigher educaton Student

15 At & Lowes echucation Unemployed, former car dealer

1 Sandia ] Lowes schucation Secetary in heaith cre ks by

n segh L] Higher eduzaton Retree, formerly emploped in ol idhs Ty
Wotes: * Names are changed b ity * Lower = {deveis), higher education = with gradkation dgbma
and e
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Reading Academic Literature

SQ3R Method (Robinson 1978)

» Survey: Gain an overview of the text

- Question: Identify the question presented in the text

Research topic?

Theoretical framework?

Research question/hypotheses?

Research design?

Sample? (does not exist in this sense in secondary analytical publications!)

Data collection method(s)? (this does not exist in secondary analytical publications!)

Data analysis methods? - §
Results? ‘ ‘
. \J
2
Conclusions? ’ e
y
&
>
‘ -
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Reading Academic Literature

SQ3R Method (Robinson 1978)

Survey: Gain an overview of the text
Question: Identify the question presented in the text

Read: Goal-oriented reading

READ ALL THE
$DDKS' |
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Reading Academic Literature

SQ3R Method (Robinson 1978)

Survey: Gain an overview of the text
Question: Identify the question presented in the text
Read: Goal-oriented reading

Recite /Recall: Recapitulate — prepare notes
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Reading Academic Literature

SQ3R Method (Robinson 1978)

Survey: Gain an overview of the text

Question: Identify the question presented in the text
Read: Goal-oriented reading

Recite /Recall: Recapitulate — prepare notes

Review: Recall the most important information
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Reading Academic Literature

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Educati

University of Applied Sciences

Again: Quality assessment of the sources

* Does the content & structure make sense?
* Are there contradicting arguments?

* Do you have the impression that what is written in the article is
legitimate?

—> Trust your gut feeling!

Important: personal interest in the study # professional relevance of the study!
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BREAK (15 MIN.)

7

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences
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Reading Academic Literature 3

Example SQ3R-Method FACHHOCHSCHULE
1. Survey

Austrian Network for Higher Education

Title: ,,Conceptualizing consumer‘s experiences of product-harm crisis”

Headings: Abstract - Introduction — Literature Review — Methodology — Findings and
conceptual model — Crisis Context — Personal Impact — Consumer Context — Company Context — Flow
Model — Discussion and conclusion — Limitations and Further Research

v’ Abstract

v Discussion & Conclusion
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Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
3. Read WIENER NEUSTADT

Austrian Network for Higher Education

Data Analysis

Theoretical |
Background

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm
Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924




Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
3. Read WIENER NEUSTADT

Austrian Network for Higher Education

:
|

Conclusion

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm
Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924




Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
3. Read WIENER NEUSTADT

Austrian Network for Higher Education

Tipps & Tricks

*  Mark sparingly

* Use different colours for marking
‘ * Use space in the margin for notes
e * Take notes directly / summarise

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm
Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924
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Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
4 &5. Recite & Recall WIENER NEUSTADT

Austrian Network for Higher Education

1. Research topic?

Influence of product-harm crises on consumers >
under which conditions and to what extent do
crises influence consumers & how do they
perceive such a crisis?

2. Theoretical Background?

3 Research-Streams = 1) Pre- and Post Crisis
Management, 2) Quantifying the impact of a
crisis on financial and sales data 3) Consumer

Theoretical ‘ ' reactions BUT only in predefined lab
Background ‘ : : A experiments
3. Research Question /
Hypotheses?

Research Topic /
Goal

»How do consumers experience a product-
harm crisis‘@

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm

Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924
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Reading Academic Literature

Example SQ3R-Method

4

&5. Recite & Recall

3. Methodology

Our research gua] i o give a themate decnption of
CORELTET u’.]:ltnmu-: of product-harm oses and w depia
thle supaslanee. dn a theoretcal famework., A qualitathve
measarch soomach|was a narsral choice given the oomplex
manmre of the field and our menton w dBorver new patterns
and mlhideshp (Shah and Corley, 2006). FPurthermon,
-:.]u.a]"rllu Hve research & ]:u'tftm'b]t when a real-ife comext & of

P LA T0e [Smkmnﬂ- ef al., "'L'I'L'I5_] A:- @ mmﬁ.]m‘:-:x. Whe

T T Wl .a-:.km[l‘:"mi.p l?'_]. fn.n'nmnyrﬁard’:
]:u'\-u:rr-::ﬁ-. elght respondents will be
first phase, we conducted imperdews with 12 experts, samel
PR comultants, membes of cormsumer ]:u'ullﬁ.'l‘:im Eoups,

quality managers, and PR munages i vadow indusines w

13

obtain imights mio thar third-person view ol Corsumers
expenence and reaction 1o oS simatos, The nteaviews
listed berween 32 and B0 minutes, resulng in 217 pages of
ranscrpts. Based on thise fmdings, in the second phase,
oofsme s mterviews wene conduced,

N

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

5. Sample? (does not exist in the sense of secondary
analytic publications!)

Experts=> PR consultants, Consumer Protection
Groups, Quality Managers, PR managers & various

consumers

6. Data collection? (does not exist in the sense of
secondary analytic publications!)

Interviews with experts and consumers
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Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
4 &5. Recite & Recall WIENER NEUSTADT

Austrian Network for Higher Education

Sample

Dataanalysis

7. Data-Analysis?
3-stage process: data coding = category building = interpretation & analysis

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm

Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924 56



Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE

4 &5. Recite & Recall WIENER NEUSTADT
8 ReSUH'S2 Austrian Network for Higher Education

:
: :
|

Conclusion

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm
Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924




Reading Academic Literature \*

Example SQ3R-Method FACHHOCHSCHULE
4 &5. Recite & Recall

Austrian Network for Higher Education

8. Results?
4 different dimensions

Crisis Impact = dependent on 1) proximity to body 2) relation to children 3) brand strength in
category + 4) type of product as well as consequences of crisis

Personal Impact = mainly dependent on 5) personal use of product and 6) not necessarily on
severity of crisis
These are influenced by Consumer Context + Company Context

Consumer Context = dependent on 7) Product Knowledge, 8) Previous experience with crisis
situations, @) Perceived Geographical Distance to Crisis

Company Context = more dependent on 10) Brand Image: the more critical consumers are of a
company's image, the more likely and critical crises are perceived & 11) Crisis Handling: the more
openly companies handle crises, the less critical they are perceived to be
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Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
4 &5. Recite & Recall WIENER NEUSTADT

Austrian Network for Higher Education

9. Conclusion?

4 dimensionens—=> Flow Model

Figure 1 The flow model of consumers’ p-h c experience
R S

‘ L ‘
' Consumer Context 1 : Company Context 1
: - Product Knowledge : 1 - Company Reputation :
y - Prior Experience with Crises | | - Company Response '
1 - Perceived Geographical Distance L 1
L ---------------- ' -------- - — -
I ]
1 I
I |
| Conclusion | s &
Crisis Context Personal Impact Consumer Response
- Product Category |3 / \ e—— to
- Severity Perceived . Product-harm Crises
Severity

Haas-Kotzegger U, and Schlegelmilch B.B. 201 3. “Conceptualizing Consumers' Experiences of Product-Harm

Crises.” Journal of Consumer Marketing 30 (2): 112-20. https://doi.org/10.1108/07363761311304924
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Reading Academic Literature §

Example SQ3R-Method FACHHOCHSCHULE
4 &5. Recite & Recall WIENER NEUSTADT

Austrian Network for Higher Education

9. Conclusions?

Positive brand image mitigates crisis
*  CSR activities should be communicated more
consciously /& actively

* Proactive, open handling of crises weakens consumer
response

* Companies must be aware that the effect depends not only
on their own actions/brand but also on competition

* Food category is particularly vulnerable

|3
Recommendations

Future Research

*  Quantitative study to generalise results
*  Focus should be on personal impact
*  Study with focus on time factor

60



Class Exercise: A Wandering Mind

(1)
(2)

(3)

(4)

Get into your peer groups

Decide on team roles
(note-taker; speaker; contributors)

Individually, read the article “A Wandering Mind”
(duration: 10 minutes)

Answer the questions outlined in the exercise report
(duration: 15 minutes)

FACHHOCHSCHULE
WIENER NEUSTADT

University of Applied Sciences

BBCI| Academic Skills

WS 2021

61



3

Class Exercise : A Wandering Mind

FACHHOCHSCHULE
Austrian Network for Higher Education

University of Applied Sciences

1. What is the background and context of the study?

2. Does the literature review cover different  perspectives
and/or contrasting evidence?

3. Which unanswered questions, or gaps in the current literature does the
literature review identify?

4. What is the research question?

5. Are hypotheses stated? If so, how do the hypotheses build on the
research questions?

6. What is the research design of the study?

7. What are the main findings of the study?
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The Funnel/ Ingredients of Academic Work

Principles

of

Reflection
Skills

academic
work

Data
Collection

Developing
Arguments

FACHHOCHSCHULE

Austrian Network for Higher Education

o

o)

Academic Work
(seminar paper,
literature review,
conference
presentation, ....)

© Melanie Hense
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BREAK (10 MIN.)

7

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences
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FACHHOCHSCHULE
WIENER NEUSTADT
Austrian N cation

stwork for Higher Edlu

University of Applied Sciences

RECAP ON CITATION & PARAPHRASING
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Recap on referencing/citations

University of Applied Sciences

1. What would you mainly cite from the article provided?

2. Please write down the bibliographic entry for the article provided.

3. Please write down one direct quote and one direct quote of your choice
from this article (either integral or non-integral...your choice).
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Recap on referencing/citations

ULE
TADT

University of Applied Sciences

Remember: You have 2 options to state what others have researched:

1. Direct quotes

2. Indirect quotes

Usually, you mainly use indirect quotes = hence, you need to paraphrase
what you read in your sources!
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Paraphrasing

Paraphrase

A restatement (in one‘s own words) of the ideas in the original.

Swales, John M. and Christine B. Feak. Academic Writing for Graduate Students. (1994): 113.

Summary methods

=  Plan: recall of the text structure
= Commentary: judgmental /evaluative statement

=  Arguments and results: brief results-focused summaries
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Paraphrasing

To what end?
- Demonstrates that you have a nuanced understanding of the text
-  Makes the later recapitulation of the content of the text possible

-  Simplifies the integration of the text content into one’s own work
(citations)

- Helps avoid plagiarism

How?
- Summary of the summary (condense) vs.

- Precise verbatim quotations (“ ... ")
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Paraphrasing

A 0D

Read the original passage (multiple times if needed)
Put the original text aside
Write down the main ideas/key message

Write your paraphrase — use your own words (look up synonymsl)
and sentence structure to do so

Compare your paraphrase to the original

If some passages are identical:

°* rewrite

* only if absolutely necessary, transform it into a direct quote

Cite your sources according to the Chicago Manual of Style
(Author 2015, 23)
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Direct quotations

The citation is in quotation marks and is provided with a reference.

What to directly quote:
— A specific phrase that brings an argument straight to the point.

— A passage which you subsequently analyze, criticize or
interpret.

— A brief statement that strongly supports your own argument.

What not to directly quote:

— Descriptive elements of a text

BBCIl Academic Skills WS 2021
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Paraphrasing - examples

Original passage (Green 1999)

»At the crux of any discussion of what happened during the sixties, one inevitably
comes up against the word “revolution’. For the purpose of this discussion it seems
best to divide the “revolution” into two parts.”

Student work

At the crux of any discussion of what happened during the sixties, one inevitably
comes up against the word “revolution’. For the purpose of this discussion it seems
best to divide the “revolution” into two parts (Green 1999)

This is plagiarism! Do not copy word for word.
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PARAPHRASING - EXAMPLES

Original passage (Green 1999)

»At the crux of any discussion of what happened during the sixties, one inevitably
comes up against the word “revolution’. For the purpose of this discussion it seems
best to divide the “revolution” into two parts.”

Student work

Green (1999) points out the inevitability of encountering the word ‘revolution’
when looking at the sixties. For the purpose of this discussion it seems best to divide
the “revolution” into two parts.

This is plagiarism! The first sentence is attributed but the second

sentence is presented as the student’s idea.
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PARAPHRASING - EXAMPLES

Original passage (Green 1999)

»At the crux of any discussion of what happened during the sixties, one inevitably
comes up against the word “revolution’. For the purpose of this discussion it seems
best to divide the “revolution” into two parts.”

Student’s work

At the core of any discussion of what occurred during the sixties, one unavoidably
meets the world “revolution’. For the intention of this discussion, it is necessary to
separate the “revolution” into two parts (Green 1999).

This is still plagiarism! Do not simply substitute several words.
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PARAPHRASING - EXAMPLES

Original passage (Green 1999)

»At the crux of any discussion of what happened during the sixties, one inevitably
comes up against the word “revolution’. For the purpose of this discussion it seems
best to divide the “revolution” into two parts.*

Student work
Green (1999) argues that any discussion of ‘the sixties’ inevitably involves use of
the term ‘revolution’. In his book, he chooses to divide this ‘revolution’ into two
distinct parts.
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CLASS EXERCISE: PARAPHRASING |

Individually, paraphrase the following paragraph:

“Students frequently overuse direct quotation in taking notes, and as a result
they overuse quotations in the final [research] paper. Probably only about
10% of your final manuscript should appear as directly quoted matter.
Therefore, you should strive to limit the amount of exact transcribing of source
materials while taking notes.”

Lester, James D. Writing Research Papers. 2nd ed. (1976): 46-47.
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CLASS EXERCISE: PARAPHRASING [l A WANDERING MIND

Individually, write the answer to the following questions in paraphrasing style:

1. Which research gap is identified?
2. What are the main findings of the study?

3. If at all, is there any phrase in this paper that should be literally quoted?
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BREAK (5 MIN.)

7

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences
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The funnel/ingredients of academic work

Principles

of
academic Reflection
work Skills

Developing
Arguments

3

FACHHOCHSCHULE
| )’

Austrian Network for Higher Education

o

o)

Academic Work
(seminar paper,
literature review,
conference
presentation, ....)

© Melanie Hense
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FACHHOCHSCHULE
WIENER NEUSTADT
Austrian N cation

stwork for Higher Edlu

University of Applied Sciences

LITERATURE ANALYSIS TABLE
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Literature analysis table

lt‘s time to expand your search protocol!

Columns:

Source Type
Study Design
Time Frame
Aspect 1

Aspect 2

Main Findings

Notes

3

FACHHOCHSCHULE
Austrian Network for Higher Education

University of Applied Sciences

Extension of the literature search protocol

= Systematic analysis of the articles found

according to previously defined criteria

(see list on the left)

= Your survey instrument.

BBCIl Academic Skills

WS 2021
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Literature analysis table

FACHHOCHSCHULE
i ; elvvt;;k for Higher Ed;c;it\’on

University of Applied Sciences

Why? See definition of a literature review:

[..]utilizes explicit and transparent methods to perform a [..] critical
appraisal of individual studies, and draws conclusions [..]. Systematic
simply means that reviewers follow an appropriate (but not standardized or

rigid) design and that they communicate what they have done
(Briner und Denyer 2012, 112).
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Literature analysis table

3

Source Type

Study Design

Time Frame

Aspect 1

Aspect 2

Main Findings

Notes

FACHHOCHSQHUFEE
Source Type: enter one of the following source  smmermmem

University of Applied Sciences

types or specify a different type if no category
matches your source:

— Empirical study
— Theoretical /Conceptual article

— (Systematic) Literature review

Study Design:

— If it is an empirical study, enter the research
design used
(case study, survey, experiment).

— If it is not an empirical study,
leave the cell empty.
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Literature analysis table

Source Type

Study Design

Time Frame

Aspect 1

Aspect 2

Main Findings

Notes

Time Frame:

— the time during which the study took place
(not the date of publication)

— If it is not an empirical study, leave the
cell empty.

FACHHOCHSCHULE!
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences
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Literature analysis table \

Source Type

Study Design

Time Frame

Aspect 1

Aspect 2

Main Findings

Notes

FACHHOCHSCHULE

Austrian Network for Higher Education

Aspect 1, 2, etc.

University of Applied Sciences

These are the aspects of your research question.

* Rename aspects according to your
research question

* Organize definitions, concepts,
arguments

* Use your own words when you are
writing them up
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Literature analysis table

3

Source Type

Study Design

Time Frame

Aspect 1

Aspect 2

Main Findings

Notes

FACHHOCHSCHULE!
Austrian Network for Higher Education!

University of Applied Sciences

Main Findings:

Write one to three sentences about the main
findings or the contribution
(e.g. contribution of a conceptual article).

The findings must be related to your
research question.

Choose quotations carefully and use
inverted commass.

Give page numbers.

Use your own words.
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Literature analysis table

FACHHOCHSCHULE

OU rce T e ° ° ° ° ° Austrian Network for Higher Educationt
S YP Main Findings/Contribution examples

University of Applied Sciences

Study Design Theoretical study

In developing countries, professional and trade
associations play powerful roles in shaping the

Time Frame industry landscape and, under certain conditions, help
to mitigate host countries' institutional penalties in the

Aspect 1 eyes of the offshoring organization.

Aspect 2 Empirical study

Analysis of the factors which determine firms' decisions
to engage in near- shoring vs. offshoring of certain
activities: Labor cost advantages, host country risk and
the advancement of the offshored activity relate to
Main Findings the propensity of offshoring, whereas geographic
proximity (near-shoring vs. offshoring) has a
Notes moderating effect on either of these relationships.
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Literature analysis table

Source Type

Study Design

Time Frame

Aspect 1

Aspect 2

Main Findings

Notes

University of Applied Sciences

Notes: further comments on aspects of the study
that are not covered by the other categories.
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Literature analysis table

FACHHOCHSCHULE

Austrian Network for Higher Education

Adapt your literature analysis table to your research question. You may
add columns to the table, such as:

University of Applied Sciences

Sample
* small and medium size companies
* multinational companies from Japan investing the USA
* smokers over 50
* men between 20 and 30 years old
Geographic area
* the EU
* Southern Europe
* North America
* Japan

Setting / context: observations conducted at a suburban hospital.
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Recap of today

Screening & selecting appropriate literature

Reading literature

Analysing literature

7k

FACHHOCHSCHULE
WIENER NEUSTADT

Austrian Network for Higher Education

University of Applied Sciences

BBCI| Academic Skills

WS 2021
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Literature analysis table

FACHHOCHSCHULE
WIENER NEUSTADT

W R ITI N G A LITE RATU R E Austrian Network for Higher Education
R EVI EW University of Applied Sciences
Writing the Literature Review

< comee ) Tadaa! You are already in

Contrastin y | °

\_,gr — N\ the middle of the process
rganising arguments

Summarizing e .
of writing a literature

| results
‘\
Literature Analysis Tabl H
erature Analysis Table review...but more on that
[
Reading literature > next class!
Quality
Literature Search Protocol assesmtent
r - peer
review b
Finding academic journal
articles
Feasability Screening
Check

Research
Question

Q Focus
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HOME ASSIGNMENT #3

(1) Transform your search protocol into a literature analysis table.

(2) To do so, read all literature sources and paraphrase them.

(3) Bring your literature analysis table to the next class.

(4) Do not forget: The literature analysis table is to be handed in with
the final submission of your literature review.

NOTE: If you received a no-go on your search protocol, please submit the
revised protocol by October 11th.
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THANK YOU!
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