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Program Objectives

This two-day individual-tailored research training program aims at providing you
with hands-on practices on how to get your work-in-progress papers published in
mainstream journals in business and management research. Through two days
and close interaction with our faculty, you will be given opportunities:

= to work through all aspects of your work-in-progress papers towards
completion.

= to get familiar with formal review processes of mainstream journals in business
and management.

= to learn and practice how to respond to reviewers’ and editors’ comments.
= to possess the right tools to achieve academic and professional success.

w Audience: PhD and master research students and early career researchers
7
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From work-in-progress
manuscripts to completion
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Feseaeh Goorcinator what brands should look for to find an ideal offshore partner and how to communicate Queensiand ® 18 n2 Model 2
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BiaSed

Do thing right by biased mind is still not right.
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The Ultimate Reality vs. the Conceptual Reality ////

What is being

PRESENT FUTURE

7
/// Source: Developed by Liem Ngo (2021)
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The Ultimate Reality vs. the Conceptual Reality ////

What is being

PAST PRESENT

Source: Developed by Liem Ngo (2021)
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The Ultimate Reality vs. the Conceptual Reality ////
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v
// Source: Developed by Liem Ngo (2021)

© Copyright 2023 Dr Liem Viet Ngo



NGO VIET LIEM

aaaaaaaaaaaaaaaaaaaaa

a t’ 1 ttude

What | can see, | cannot be.
You either have feelings or they have you.
Consciousness being cloud-hidden by the thinking mind.

© Copyright 2023 Dr Liem Viet Ngo



conditioned

Intellectual experience
conditional truth
Insights

relationship
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“Anything you can draw a circle around cannot
explain itself without referring to something
outside the circle - something you have to
assume but cannot prove.”
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“The neural patterns and the corresponding
mental images of the objects and events outside
the brain are creations of the brain related to the
reality that prompts their creation rather than

passive mirror images reflecting that reality.”
Damasio (2003)
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language spatial

categorization meaning
thinking understanding
thoughts emotions

analytical creativity
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"We are the endless stream of
subtle self-regulation in the form of

a human being"
TTK Sydney
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The soundless symphony

In a realm where words take flight,

Nobody craft a tale of sound's delight.

With a bell and stick, endless tales shall weave,
A symphony of silence, a world to conceive.

But in this realm, a curious twist,
The sound they made did not exist.
No echoes danced upon the air,
No vibrations traveled anywhere.

In minds of those who stood nearby,

A symphony grew, reaching the sky.
Invisible notes painted the scene,

Each listener's heart played in between.

Through the bell and stick, a magic thread,

A tapestry spun, like dreams unsaid.

The soundless sound, a universe new,

Where hearts were touched, where dreams came true.

So, let us cherish the soundless song,
For in its silence, we all belong.

Let our imaginations be the guide,

In this symphony, let our spirits reside.
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“Life is a great school where the Ultimate reality
coexists with the conceptual reality

that is overlaying it. Just empty awareness silently reflects
the endless flow of what is happening just as it is.”

Liem Viet Ngo
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A simple equation of INSIQNLS

NEW INSIGHTS = PHENOMENON
+ RELEVANCE (theoretical + practical)

+ RIGOR (theoretical + methodological)
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“I'm a college professor, Jason. You
need to ask someone else if you want
advice about the real world.”

L 2N/ 7

!H/ TR /o%/f [T
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CLEAR CLEAN
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Cconcepts

Direction
Shape
Color
Time
Place
Name

© Copyright 2023 Dr Liem Viet Ngo



lateNtcOnstruct

© Copyright 2023 Dr Liem Viet Ngo



NGO VIET LIEM

Being aware of awareness

K/

BEYOND
LOGIC

Absurdly low consumption.
The Polo BlueMotion.
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nothing iIs
what It

SEeEems

© Copyright 2023 Dr Liem Viet Ngo



L e LRt T
e e e S N 3

R A dud duictans 2 o S AR
S ainate ot o IO TR & 2
el 4 [VPUUPTPRIT ORI L 8§ Ak Lt

Hoppsmip) O

.+*~—
28 gnaean 1 | JENPPUR
D S
b
‘“’ ! . ——
[ e Qg L
-
»"'*“ ""*' .-
i et Hase g

e L

R e RS T
SR Aad s TEE L T At ]
B T e o

RS (ol ) e
-

.W ”""’m.
bt ot
. —

o —— L
s -
Ch—— Pt

TEEET et

ettt LR R T

e O
bostetbiored
" BREE -t e
B - e
itaa s i 112

- b R e -

- 26

A 5 b
e e R A
b [ = pofte S o 14
ot s a e - -
ot e 4o P bon
B bebopinp b s

4+

el H e e s e o e forsboste oo e e e

NGO VIET LIEM

Being aware of awareness

7

BEYOND LANGUAGE
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“Art is a lie that enables us to realize the truth”.

Pablo Picasso

“We are all suspended in language. The more | think
about language, the more it amazes that people ever

understand each other at all.”
Niels Bohr

“The contradiction so puzzling to the ordinary way of
thinking comes from the fact that we have to use
language to communicate our inner experience which in

its very nature transcends linguistics.”
D. T. Suzuki

“The problems of language here are really serious. We
wish to speak in some way about the structure of the
atoms . . . But we cannot speak about atoms in ordinary

language.”
W. Heisenberg

NGO VIET LIEM
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BEYOND
LANGUAGE
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SENSE DOORS

THE OBJECT
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A moving square appears to change in color, though the color is constant.
Akiyoshi Kitaoka
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In what direction is the object on the right moving?
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The apparent lightening of tile B is a story told by our brains.
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Your eyes tell the brain what it

IIIIIIIIIII
Being aware of awareness

and the brain In the missing

information.
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w PI’OXI m |ty seeing objects close to each other as forming a group.
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Yy C I osure bringing something into being, making something real
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S| mi | all ty perceiving objects that share similar visual
characteristics as belonging to the same group or category.
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..‘.0 ®
snooty peacock

Yy M u |t| 'Stab | | |ty perceiving seeing two different things within a single image.
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amazon

Yy CO N t| Nnu |ty perceiving elements aligned with each other as visually associated.
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Sur-BlueMotion renge-combines- ////
lighter materials; enhanced-
WwhHERr SQVES YOU fue
reduce your fax, which means you-
wit-have-mere-money.
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LISTENING *used cars* TO YOUR
FAVORITE *insurance* RADIO
STATION CAN *monster truck rally*
GET PRETTY PAINFUL *skin care*
WHEN *fitness center* YOU'RE
BEING *night club* INTERRUPTED
WITH ADS *shoe product* EVERY
OTHER *dot com* MINUTE.

F

o .
Thiz message brought to you by DCAA ::LE b
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p —
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determined into being
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CONFOUDING
FACTORS
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General Threats to the Internal Validity of a Research Study

NGO VIET LIEM

Being aware of awareness

General Threats to the External Validity of a Research Study

Source of the Threat

Description of the Threat

Environmental Variables

Assignment Bias

History

Maturation

Instrumentation

Testing Effects

Statistical Regression

General Threats for All Designs

If two treatments are administered in noticeably different environments,
then the internal validity of the study is threatened. For example, if one
treatment is administered in the morning and another at night, then

any difference obtained may be explained by the time of day instead of
treatment.

Participant-Related Threats For Designs that Compare Different Groups

If the participants in one treatment condition have characteristics that are
noticeably different from the participants in another treatment, then the
internal validity of the study is threatened. For example, if the
participants in one treatment are older than the participants in another
treatment, then any difference between the treatments may be explained
by age instead of the treatment.

Time-Related Threats for Designs that Compare One Group over Time

If outside events influence the participants differently in one treatment
than in another, then the internal validity is threatened. Any difference
between treatments could be cxplaincd by the outside events instead of
the treatment.

If participants experience physiological or psychological changes
between treatments, then the internal validity is threatened. Any
differences between treatments could be explained by the changes
instead of the treatment.

If the measurement instrument changes from one treatment to another,
then the internal validity is threatened. Any differences between
treatments could be explained by the measuring instrument instead

of the treatment.

If the experience of being in one treatment influences the participants’
scores in another treatment, then the internal validity is threatened. Any
differences between treatments could be explained by the prior
experience instead of the current treatment.

If participants have extreme scores (high or low) in the first treatment, then

the internal validity is threatened. A change toward more average scores in
later treatments could be explained by regression instead of the treatment.

Source of the Threat

Description of the Threat

Participants

Features of the Study

Measurements

Characteristics that are unique to the specific group of participants in a study
may limit ability to generalize the results of the study to individuals with differ-
ent characteristics. For example, results obtained from college students may not
generalize to noncollege adults.

Characteristics that are unique to the specific procedures used in a study may
limit ability to generalize the results to situations in which other procedures are
used. For example, the results obtained from participants who are aware that
they are being observed and measured may not generalize to situations in which
the participants are not aware that measurement is occurring. Also, results ob-
tained with one experimenter might not generalize to a different experimenter.

Characteristics that are unique to the specific measurement procedure may
limit ability to generalize the results to situations in which a different measure-
ment procedure is used. For example, the results obtained from measurements
taken immediately after treatment may not generalize to a situation in which
measurements are taken 3 months after treatment.
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Formal review processes
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Editors’ view

What is the main message?
Who care?

|s the message valid?

Will they change their behaviors?

—

= Relevance
= Rigor

NGO VIET LIEM
Being
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Submission

Initial check

EIC Review

Review

Journal workflow

EIC, AE, ERB, Ad-hoc Reviewers

Major
revision

Minor
revision

Conditional
accept

)

Z

/

#
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Invitation to Review for AMJ

date-month-year
Dear Reviewer,

Manuscript ID AMJ-22-0XY entitled “Invitation to review for AMJ" has been submitted to Australasian
Marketing Journal.

Australasian Marketing Journal is committed to ensuring that the peer-review process is as robust and
ethical as possible. The Committee on Publication Ethics (COPE) guidelines regarding peer review can

be found at the following link. Please read the guidelines before accepting or declining my invitation.
http://publicationethics.org/files/Ethical_guidelines for_peer_reviewers 0.pdf.

| realise that our expert reviewers greatly contribute to the high standards of the Journal, and | thank you
for your present and/or future participation.

Sincerely,
Editor, Australasian Marketing Journal

© Copyright 2023 Dr Liem Viet Ngo
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AUTHOR(S)

MANUSCRIPT

Introduction

= Theory development

= Methods

* Findings

= Implications

JOURNAL'’S
EDITORS

'////
REVIEWERS
/

PHENOMENON

Criteria to evaluate:
o Novel
o Actionable

Content to look at:
o What do we know

o What don’t we know
o What we will learn

> Suggest improvements
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AUTHOR(S)

MANUSCRIPT

Introduction

Theory development

Methods

Findings

Implications

JOURNAL'’S
EDITORS

REVIEWERS

RELEVANCE
Theoretical relevance

o Common ground
o Challenges/gaps
o Course of action

Practical relevance

o Operational variables
o Outcome variables

> Suggest improvements

NGO VIET LIEM
Being aware of awareness

© Copyright 2023 Dr Liem Viet Ngo



NGO VIET LIEM
Being aware of awareness

/
AUTHOR(S) REVIEWERS ///

JOURNAL'’S
MANUSCRIPT EDITORS RIGOR

Theoretical rigor

Introduction o Precision and clarity of
the conceptualization of
focal variables

= Theory development o Conceptual logic

explaining why the focal
= Methods variables are related as
proposed

o Engaging prior studies

* Findings
> Suggest improvements
= |mplications

7,
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AUTHOR(S)

MANUSCRIPT

Introduction

Theory development

Methods

Findings

Implications

JOURNAL'’S
EDITORS

NGO VIET LIEM
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7,
REVIEWERS ///

RIGOR
Methodological rigor
Appropriateness

©)
©)
©)

@)

research design
measurement issues
sample, characteristics,
representativeness
analytical methods

Completeness and clarity

@)

reporting of results

Reliability and validity

> Suggest improvements
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Respond to reviewers’ and
editors’ comments
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Read the comments thoroughly "&2//

Maintain a professional tone

Thank the reviewers and editors
Respond to each comment individually
Provide supporting evidence

Revise your manuscript

Be transparent about limitations

Seek clarification if needed

Proofread your response

10. Submit your response
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Toward academic and
professional success
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How ill You
Measure Your Life?

Don'’t reserve your best business thinking for your career.

[BY CLAYTON M. CHRISTENSEN]

7
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AFTEER A LONS
PISCUSSIoN WITH THE
FACULTY, TAJEL,
WEVE DECIDED | WILL
BE YOUR HEW THESIS

7

WoW, THANES
PROF. GALVEL!

IS T BECAUSE
foUR RESEARCH
INTERESTS ARE THE
CLOSEST MATCH TO
MY THESIS ToRC?

NGO VIET LIEM

7

WHOEVER DEAWS
THE SHORTEST
MATCH HAS TO BE
HER ADVISOR.

Wi PHDCOMICS,COM
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The best day of your life is the one on which you decide your
life is your own. No apologies or excuses. No one to lean on,
rely on, or blame. The gift is yours — it is an amazing journey —
and you alone are responsible for the quality of it. This is the

day your life really begins.
- Bob Moawad
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The elements of
value pyramid

Social impact Qo
A
SELF-
TRANSCENDENCE
Life changing
PROVIDES SELF-
HOPE ACTUALIZATION
MOTIVATION HEIRLOOM AFFILIATION/
BELONGING
Emotional
% * X \'\ 7
Q (3
REDUCES REWARDS ME  NOSTALGIA DESIGN/ BADGE
ANXIETY AESTHETICS VALUE
I ! Ny’ '
WELLNESS THERAPEUTIC ATTRACTIVENESS PROVIDES
VALUE ENTERTAINMENT ACCESS
Functional
%0 [ lﬂ@th - - ‘;lr
SAVES SIMPLIFIES MAKES REDUCES ORGANIZES  INTEGRATES  CONNECTS
TIME MONEY RISK
REDUCES AVOIDS REDUCES QUALITY VARIETY SENSORY INFORMS
EFFORT HASSLES cosT APPEAL

Source: Almquist , Senior, and Blich (2016)
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