
L I N K A G E  R E S E A R C H

Will Linkage Research 
Work for My Company? 
Linkage research is a powerful tool for identifying key leverage points
and for driving change. But what type of linkage analyses are best for
your organization?
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The first issue of InSights provided an
overview of linkage research. �is

powerful business tool identifies how key
performance indicators (e.g., internal met-
rics, external metrics, process metrics, and
financials) impact one another. Armed with
this fact-based roadmap of “what causes
what,” leaders can target actions to address
specific issues that will yield a maximum
impact on important outcomes, such as
customer loyalty and financial success. 

While most business leaders agree that
linking can be a powerful business tool, it
is necessary to determine the right linkage
analysis for a given organization. For
instance, a small business of less than 
100 employees spread across two or three
locations will likely require different link-
age analyses than a large corporation 
with 100,000 employees spread across 
200 locations. While each of these busi-
nesses can benefit from linkage research,
the extent of the analysis and the conclu-
sions that can be drawn from the data 
will be different. 

For example, an analysis in a small busi-
ness can identify important associations
(e.g., between employee and customer atti-
tudes) but it may not reveal causal rela-
tionships (e.g., what causes what). By con-
trast, the analysis for an organization with
200 store locations will benefit from more
robust statistical methods that present a
clearer picture of causal relationships. 

What are the basic requirements for a full-
blown empirical “what causes what” link-
age analysis versus a scaled-down version?
While there are a number of factors that
determine the appropriateness of a full-scale
linkage analysis technique, the following are
four points that should be considered. 

Multiple units.. An organization with
multiple distinct units is an ideal
candidate for a linkage study. �e 
units could be fast-food restaurants,
pharmacies, or bank branches. �e 
units could also be different functions
(e.g., Finance, Marketing, Sales) or 
even individuals (e.g., customer service
center telephone representatives) 
within a single organization. Multiple
units—whether locations, functions, or
individuals—are necessary to conduct
the advanced statistical analyses that 
are used to build the full-scale model.

Large number of units. Although the
appropriate number of units depends on
the complexity of the model to be devel-
oped and the types of statistical analyses
conducted, the more units the better. For
example, linkage analyses could be run
on data from twenty bank branches;
however, one hundred or two hundred
branches would produce more reliable
results and offer a greater range of possi-
bilities for “drill-down” analyses. As a
general rule, ten units should be the bare
minimum for a full-scale model.
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Format
HTML 
(web pages)

PDF

Microsoft®
Word

T E C H N O L O G Y

Electronic Reporting
by Kevin Clark

Not a one-size-fits-all decision.

Report delivery has dramatically
shifted over the last decade from

paper to dynamic electronic formats.
�is shift has produced significant
advancements in how data is being
viewed by organizations. Gone are
the days of having to photocopy or
pay for additional paper reports.
Today, there are choices in electronic
data formats (appearance) and deliv-
ery systems (method of electronic
transfer of data) and the format/
delivery choice can, interestingly
enough, make the process more or
less complicated than the traditional
paper delivery method.With all the
options available, electronic reporting
is rarely a one-size-fits-all solution.

�e following five electronic formats
are generally accepted for survey 
data reporting. �ey are: Hypertext
Markup Language (HTML), Adobe ®

Portable Document Format (PDF),
Microsoft ® Word, Microsoft ® Excel,
and Microsoft ® PowerPoint ® (Table 1). 

To determine the right format for your
project, consider your audience and
the project objectives. For example,
while HTML provides flexible naviga-
tion, linking ability, and can be easily
updated and available in real time,
appearances can vary depending on
particular browser versions and screen
resolutions. Alternatively, PowerPoint
provides static reports designed specifi-
cally for presenting results. With
PowerPoint, reports can be mass-pro-
duced and immediately available for
presentations.

Deciding upon a format is only half
of the electronic reporting solution.
To fully maximize the efficiencies of
electronic reporting, the delivery sys-
tem for distributing reports to stake-
holders must be considered. �e
most common delivery methods
include HTTP (Web), FTP/data
transfer, E-mail, and electronic media
(CD, DVD, etc.). 

As is the case with the reporting for-
mats, each delivery system offers a
list of attributes to be considered
(Table 2). For example, if the survey
program contains highly confidential

data requiring tight security features,
and recipients have access to the web,
HTTP may be the best fit. HTTP also
offers the ability to provide real-time
report generation. If the need is for
greater control over distribution of
reports, e-mail or electronic media
may be the best choices. While elec-
tronic media allow for controlled 
distribution of large amounts of data,
they also increase the distribution
timeline. For large-scale centralized
data distribution, FTP/data transfer 
is a good choice. 

As with most technological advance-
ments, electronic reporting of survey
data can streamline the process and
make it more robust and efficient.
However, the benefits can be accom-
panied by greater choices. With more
choices comes the task of evaluating
and customizing the new technology
to fit a given program, company, and
survey culture. Carefully matching
survey program objectives with the
appropriate electronic reporting for-
mat and delivery system can bring
more benefits than a simple one-size-
fits-all solution.

Table 1: Format Options for Electronic Survey Reports

Adobe is a registered trademark of Adobe Systems Incorporated. Microsoft and PowerPoint are either registered trademarks or trademarks of Microsoft Corporation.
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Attributes
Allows use of flexible navigation (drill-down, linking)
Allows for dynamic real-time report generation 
Requires an Internet browser 
Appearance can vary depending on browser
version and screen resolution

Provides consistent formatting and printing
Software for viewing/printing file is free and readily
available
Provides book-marking capability 
Difficult for users to alter data 

Reports can be easily shared
Widely supported and commonly used
End user can easily alter data 
Requires MS Word to view/print reports
Compatibility issues may arise due to differing soft-
software versions

Format
Microsoft
Excel

Microsoft® 

PowerPoint®

Attributes
Data is available to end user for 
manipulation or creating additional reports
Multiple reports and raw data can be 
exchanged in single data file
Reports can be easily shared
Widely supported and commonly used
End user can easily alter data 
Requires MS Excel to view/print reports
Compatibility issues may arise due to differing 
software versions 

Delivers data in presentation format
Reports can be easily shared
Widely supported and commonly used
End user can easily alter data 
Requires MS PowerPoint to view/print reports
Compatibility issues may arise due to differing 
software versions 
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