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3. METHODOLOGY 

 

Methodology is crucial in academic research because it provides a structured approach 
to inquiry, ensuring that the research process is systematic, transparent, and replicable. 
It enables researchers to clearly define their research questions, select appropriate 
methods for data collection and analysis, and justify their choices, which in turn 
enhances the validity and reliability of their findings. In the field of IB / IM / CM, the 
importance of methodology is heightened due to the complexity and diversity inherent in 
studying management practices across different cultural, economic, and institutional 
contexts. Researchers must carefully consider cross-cultural differences, varying 
regulatory environments, and the global versus local dynamics that influence 
management practices. This often requires a mixed-methods approach, combining 
qualitative methods like case studies and ethnographies, which offer deep contextual 
insights, with quantitative methods like surveys and statistical analysis, which provide 
broader generalizability. Additionally, management research must address issues of 
comparability across different countries, ensuring that constructs and measures are 
culturally sensitive and applicable across diverse contexts. This specificity demands 
rigorous methodological rigor to avoid biases and ensure that the research findings are 
meaningful and relevant across the various settings being studied. Therefore, a well-
designed methodology in management research not only strengthens the study's 
academic rigor but also enhances its practical relevance in a globalized business 
environment. In the following sections, we will review some of the most commonly used 
methods when it comes to studying IB / IM / CM. 

 

3.1. Attitude survey (Balazs Vaszkun) 

 

3.1.1. Introduction to Attitude Surveys 

 

An attitude survey is a widely used research method designed to collect quantitative data 
on individuals' attitudes, beliefs, feelings, and opinions towards particular subjects, 
events, or entities. Attitudes are psychological constructs that represent an individual's 
degree of like or dislike for something and are formed through experiences, cultural 
influences, and personal values. Attitude surveys typically employ structured 
questionnaires that include items measured on Likert scales, semantic differentials, or 
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other types of scales that allow respondents to express their level of agreement, 
disagreement, or feelings towards specific statements or questions (Rajecki, 1990). 

The importance of attitude surveys lies in their ability to quantify subjective opinions and 
attitudes, making it possible to perform statistical analyses that can uncover patterns, 
correlations, and differences among various groups. This method is particularly useful 
for researchers who aim to explore how different segments of a population feel about a 
given issue or to track changes in attitudes over time. In social sciences and business 
research, attitude surveys are essential tools for understanding consumer behaviour, 
employee satisfaction, cultural differences, and many other management-related 
(especially IM-/CM-related) phenomena (Williams, 1998; Zeira & Harari, 1979). Lincoln 
(1989) even emphasized the use and importance of attitude surveys for comparing 
management practices in the US and Japan. 

Attitude surveys are valued for their ability to generate large amounts of data relatively 
quickly and cost-effectively. Additionally, when properly designed and administered, 
these surveys can produce data that is both reliable and valid, allowing researchers to 
draw meaningful conclusions and make informed decisions. However, the effectiveness 
of an attitude survey depends heavily on the quality of the survey design, the sampling 
method, and the way the data is collected and analysed (Leonardi et al., 2014). 

 

3.1.2. Methodology of Attitude Surveys 

 

Based on academic experiences, attitude surveys should include a design, a sampling, 
a data collection, and an analysis phases (Leonardi et al., 2014). 

 

Survey Design 

The first step in conducting an attitude survey is designing the questionnaire. This 
involves defining the research objectives, identifying the target population, and 
constructing the survey items. The survey items should be directly related to the 
attitudes being measured and should be clear, concise, and unbiased. Questions are 
typically phrased as statements, and respondents are asked to indicate their level of 
agreement or disagreement using a scale, such as a five-point Likert scale (Taherdoost, 
2019). 
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Survey items should be carefully constructed to avoid leading questions, which can bias 
the responses. Additionally, the survey should be pre-tested with a small sample to 
identify any potential issues with the wording, structure, or response options. The pre-
test allows the researcher to refine the survey before it is administered to the full sample. 

 

Sampling 

Sampling is a critical aspect of the attitude survey methodology. The sample must be 
representative of the population from which it is drawn to ensure that the results are 
generalisable. Various sampling methods can be used, including random sampling, 
stratified sampling, and convenience sampling, depending on the research objectives 
and available resources (Hinrichs, 1975; Verheyen, 1988). 

In IB / IM / CM research, where cultural and geographical diversity is a key consideration, 
stratified sampling is often used to ensure that subgroups (e.g., different countries, 
industries, or organisational levels) are adequately represented. This is particularly 
important when comparing attitudes across different cultural contexts, as it allows for a 
more accurate understanding of how cultural factors influence attitudes. 

 

Data Collection 

Data collection can be conducted through various modes, including online surveys, 
telephone interviews, face-to-face interviews, and mail surveys. Each mode has its 
advantages and disadvantages. For example, online surveys are cost-effective and can 
reach a large audience quickly, but they may suffer from lower response rates or sample 
bias if internet access is not evenly distributed across the target population. Face-to-
face interviews, while more time-consuming and expensive, allow for deeper 
engagement with respondents and can help mitigate issues related to misinterpretation 
of questions (Heath et al., 2009; Knapp & Mujtaba, 2010; Verheyen, 1988). 

In the context of IB / CM / IM, the choice of data collection method may be influenced by 
factors such as language barriers, cultural norms regarding communication, and the 
logistical challenges of reaching respondents in different countries. Researchers must 
carefully consider these factors to ensure that the data collected is accurate and 
reflective of the respondents' true attitudes. 

 

  



50 
 

Data Analysis 

Once the data has been collected, it must be analysed to extract meaningful insights. 
The analysis typically involves descriptive statistics to summarise the data (e.g., mean, 
median, standard deviation) and inferential statistics to test hypotheses or identify 
relationships between variables (e.g., correlation, regression analysis). In some cases, 
advanced techniques such as factor analysis or multi-dimensional scaling may be used 
to identify underlying dimensions of attitudes or to validate the survey instrument 
(Heeringa et al., 2017; Vaszkun, 2012; Yu et al., 2005). 

In IB / IM / CM research, data analysis may also involve cross-cultural comparisons to 
examine how attitudes differ across countries or regions. This requires careful 
consideration of cultural differences that may influence the interpretation of survey 
items or the meaning of responses. Researchers must ensure that the survey instrument 
is culturally equivalent across different contexts, often necessitating the use of 
techniques such as back-translation and pilot testing in multiple languages. 

 

3.1.3. Applications of Attitude Surveys in International Management 

Attitude surveys are widely used in the field of international and comparative 
management to explore a variety of topics, including cultural differences, employee 
attitudes towards multinational corporations (MNCs), global leadership, and the impact 
of globalisation on managerial practices. Below are some specific use cases that 
illustrate the importance and utility of attitude surveys in international management 
research. 

One of the most significant applications of attitude surveys in international management 
is in the study of cross-cultural management. Researchers use attitude surveys to 
understand how cultural differences influence management practices, leadership 
styles, communication patterns, and employee behaviour in different countries 
(Hofstede, 2001). For example, attitude surveys can be used to measure cultural 
dimensions such as individualism versus collectivism, power distance, and uncertainty 
avoidance, which are central to understanding how culture impacts organisational 
behaviour. 

In a classic study, Hofstede (1980) conducted attitude surveys across IBM subsidiaries 
in different countries to identify key cultural dimensions that influence workplace 
behaviour. The results of these surveys revealed significant differences in attitudes 
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towards authority, risk, and group dynamics, which have since become foundational 
concepts in cross-cultural management research. 

Similarly, the GLOBE (Global Leadership and Organisational Behaviour Effectiveness) 
project used attitude surveys to explore cultural dimensions and their impact on 
leadership effectiveness in different countries (Bakacsi et al., 2002; Brodbeck et al., 
2000; House, 2014). The GLOBE study involved surveying thousands of managers across 
62 societies to identify cultural variables that affect leadership and organisational 
practices. The findings have provided valuable insights for multinational companies 
seeking to develop effective leadership strategies that are sensitive to cultural 
differences. 

Expatriate management is another area of international management where attitude 
surveys play a crucial role. Expatriates—employees who are sent to work in a foreign 
country—face unique challenges, including cultural adaptation, social integration, and 
work-related stress. Attitude surveys are used to assess expatriates' attitudes towards 
these challenges and to identify factors that contribute to successful expatriation. 

For instance, attitude surveys can measure expatriates' cultural adaptability, which 
refers to their ability to adjust to the host country's culture and work environment 
(Danisman, 2014; Leung et al., 2001; Wang, 2008). Surveys can also assess expatriates' 
job satisfaction, commitment to the organisation, and perceptions of organisational 
support, all of which are critical factors influencing expatriate performance and 
retention. 

Research has shown that positive attitudes towards the host culture, strong 
organisational support, and effective cross-cultural training are associated with higher 
levels of expatriate success (Jung & Takeuchi, 2014; Takeuchi, 2010). By using attitude 
surveys to gather data on these variables, organisations can develop targeted 
interventions to improve expatriate outcomes, such as tailored training programs, 
mentoring, and support networks. 

Employee engagement and job satisfaction are key concerns for multinational 
corporations (MNCs) that operate across diverse cultural and geographical contexts. 
Attitude surveys are commonly used to measure these constructs, providing insights into 
how employees feel about their work, their leaders, and the organisation as a whole. 
Understanding these attitudes is essential for MNCs that need to maintain high levels of 
employee motivation and productivity across different regions. 
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Attitude surveys can reveal how factors such as leadership style, organisational culture, 
compensation, and work-life balance affect employee engagement and job satisfaction 
in different countries (Hofstede, 2001; Lok & Crawford, 2004). For example, employees 
in collectivist cultures may place a higher value on teamwork and group harmony, while 
those in individualist cultures may prioritise personal achievement and recognition. By 
identifying these cultural preferences through attitude surveys, MNCs can tailor their HR 
practices to better meet the needs and expectations of their global workforce. 

Moreover, attitude surveys can help MNCs identify potential sources of conflict or 
dissatisfaction that may arise from cultural differences. For instance, a survey might 
reveal that employees in one country feel undervalued or alienated due to a perceived 
lack of cultural sensitivity in corporate policies or communication practices. Armed with 
this information, MNCs can take corrective action, such as revising policies, offering 
cultural training, or implementing more inclusive communication strategies (Kim et al., 
2009). 

 

Globalisation has brought about significant changes in the way organisations operate, 
leading to the adoption of new business models, organisational structures, and 
management practices. Attitude surveys are useful tools for understanding how 
employees perceive these changes and how their attitudes may affect the success of 
organisational change initiatives. 

Attitude surveys can measure employees' openness to change, their perceptions of the 
benefits and risks associated with globalisation, and their level of trust in management 
during times of transition (Chawla & Kevin Kelloway, 2004; DeWall et al., 2006). This 
information is critical for organisations that need to manage change effectively, 
particularly in a global context where change may be perceived differently across 
cultures. 

Research has shown that employees' attitudes towards change are influenced by factors 
such as organisational culture, leadership communication, and the perceived fairness 
of the change process. By using attitude surveys to assess these factors, organisations 
can develop strategies to manage resistance to change, build employee buy-in, and 
ensure that change initiatives are implemented smoothly across different regions. 
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3.1.4. Challenges and Considerations in Using Attitude Surveys in 
International Management 

 

While attitude surveys are valuable tools in international management research, they 
also present several challenges that researchers must address to ensure the validity and 
reliability of their findings. 

 

Cross-Cultural Comparability 

One of the primary challenges in using attitude surveys across different countries is 
ensuring cross-cultural comparability. Cultural differences can affect how respondents 
interpret survey items, how they respond to different types of scales, and what social 
desirability biases may influence their answers. For example, respondents from high-
context cultures may interpret survey questions differently than those from low-context 
cultures, leading to potential misunderstandings or misinterpretations (King et al., 2004). 

To address these challenges, researchers must take several steps to ensure that their 
surveys are culturally equivalent. This often involves translating the survey into different 
languages and using techniques such as back-translation to verify that the meaning of 
the items is preserved across languages. Additionally, researchers may need to adapt 
the survey format or question wording to better align with cultural norms and 
communication styles in different countries. 

Another approach to enhancing cross-cultural comparability is to use culturally neutral 
items that are less likely to be interpreted differently across cultures. However, this 
approach may limit the depth and specificity of the questions, so researchers must 
carefully balance the need for cultural sensitivity with the need for detailed and accurate 
data. 

 

Response Biases 

Response biases, such as social desirability bias, acquiescence bias, and extreme 
response bias, can significantly impact the accuracy of attitude survey data. These 
biases occur when respondents answer questions in a way that they perceive to be 
socially acceptable, when they consistently agree or disagree with statements 
regardless of their true feelings, or when they tend to select extreme response options 
(Gove & Geerken, 1977; Grover & Vriens, 2006). 
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In international management research, response biases can be particularly problematic 
because cultural factors may exacerbate these tendencies. For example, in some 
cultures such as Japan, there is a strong emphasis on maintaining social harmony and 
avoiding conflict, which may lead respondents to provide socially desirable answers 
rather than honest ones or simply a low number of answers (Hui & Triandis, 1989; 
Rindfuss et al., 2015). Similarly, in cultures with a high level of uncertainty avoidance, 
respondents may be more likely to choose neutral or middle-of-the-scale responses to 
avoid making definitive judgments. 

To mitigate these biases, researchers can use various techniques, such as including 
reverse-coded items to detect acquiescence bias, using indirect questioning techniques 
to reduce social desirability bias, and providing clear instructions to respondents on how 
to interpret and respond to the survey items. Additionally, statistical methods such as 
factor analysis can help identify and control for response biases during the data analysis 
phase. 

 

Ethical Considerations 

Conducting attitude surveys in an international context also raises important ethical 
considerations. Researchers must ensure that their surveys are designed and 
administered in a way that respects the cultural values, norms, and privacy of 
respondents in different countries. This includes obtaining informed consent, ensuring 
confidentiality, and being sensitive to cultural differences in how survey questions are 
perceived. 

In some cases, questions that are considered appropriate in one culture may be seen as 
intrusive or offensive in another. Researchers must be aware of these potential issues 
and take steps to adapt their surveys accordingly. This may involve consulting with local 
experts, conducting pilot tests in the target culture, and being flexible in modifying the 
survey design based on feedback from respondents (Treviño et al., 1998; Weng et al., 
2011). 

Additionally, researchers must consider the potential impact of their findings on the 
populations they study. In IB / IM / CM research, the results of attitude surveys can 
influence organisational policies, management practices, and even public perceptions 
of certain cultural groups. Researchers have a responsibility to ensure that their findings 
are presented accurately and ethically, avoiding stereotypes or generalisations that 
could perpetuate cultural biases. 
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3.1.5. Conclusion 

Attitude surveys are a powerful tool in the field of IB / IM / CM, offering valuable insights 
into the beliefs, opinions, and feelings of individuals across different cultural and 
geographical contexts. These surveys play a crucial role in cross-cultural management 
research, expatriate management, employee engagement, organisational change, and 
globalisation. By quantifying subjective attitudes, researchers can uncover patterns and 
correlations that inform management practices and decision-making in multinational 
corporations. 

However, the use of attitude surveys in international or comparative management also 
presents significant challenges, particularly in ensuring cross-cultural comparability, 
addressing response biases, and upholding ethical standards. Researchers must be 
diligent in designing, administering, and analysing their surveys to ensure that the data 
collected is accurate, reliable, and culturally sensitive. 

In an increasingly globalised business environment, the ability to understand and 
manage the attitudes of a diverse workforce is more important than ever. Attitude 
surveys provide a critical means of achieving this understanding, helping organisations 
navigate the complexities of international management and fostering more effective and 
inclusive business practices. 
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