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Rigorous scientific research in social science is both contingent on theoretical and managerial 
relevance. Fundamentally, the research process is often expected to start by generating hypoth-
eses based on existing theories and derive implications from own empirical testing of those 
hypotheses. Notwithstanding the utter importance of this procedure, scientific progress is not 
always the result of careful planning but often includes observation of (accidental) phenomena. 
The apple hitting Isaac Newton’s head, Alexander Fleming forgetting to stash away his cultures, 
and John Nash observing people’s hesitancy to approach strangers in a bar all laid down the 
path for groundbreaking research albeit not being founded on theoretical arguing alone, but on 
observation. For management research, such observation of timely phenomena is particularly 
important for ensuring managerial relevance, predominantly in finding timely answers to ob-
servable problems that nowadays puzzle organizations or individuals. 

This presentation is aimed at early stage Ph.D. students and provides a deeper insight into how 
to develop a sound and meaningful research project in social science from an observed phe-
nomenon. The presentation will focus on “the journey” of an actual research project that cumu-
lates in a submission to a top ranked Journal. Along the lines of this project, I will offer my 
perspective on challenges and best practices in generating a meaningful research project based 
upon an observed phenomenon and the empirical realities surrounding it. Next to these more 
narrational insights, I will also briefly explain the empirical toolbox we used, such as the gen-
eration of our measures, our approach to account for endogeneity, and the usage of appropriate 
statistical methods. A particular emphasis in the seminar will be put on deriving sound and 
meaningful theoretical implications from the observation of the empirical phenomenon. Meth-
odological topics covered include (1) Fixed Effects Binary Logit Models, (2) Dyadic Matching, 
(3) Cox-Proportional Hazard Models, (4) Control Function Approach (Two Stage Residual In-
clusion), (5) Heckman Selection Models, (6) Social Network Analysis (Bonacich & Between-
ness Centrality), and (7) Typicality Measurement (Hausdorff Distance). 

If you want to participate, please register in advance per mail (sohaib.hassan@uni-siegen.de). 
The abstract and keywords of the presented paper can be found below. 
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Abstract 

We study how unsolicited user behavior, such as infringing copyrights, serves as a market sig-
nal that impacts both affected organizations and user audiences. We find that the unsolicited 
user behavior market signal is perceived twofold: While it increases uncertainty for organiza-
tional audiences, it decreases uncertainty for user audiences. The increase of uncertainty is 
fueled by loss prospects particularly pronounced for organizational products that are financially 
successful and critically acclaimed. The decrease of uncertainty is founded on quality endorse-
ment and promotional effects particularly prominent for products that receive unsolicited be-
havior from central, prominent users. Our empirical field is the International Anime TV series 
market from which we analyze 1,290 series consisting of 35,627 episodes that aired between 
2002 and 2011. We assess more than 32,000 copyright infringement incidents by more than 
3,000 groups of so-called Fansubbers from the U.S. that record series from Japanese TV, mod-
ify, and distribute those recordings online both prior and in parallel to U.S. commercial availa-
bility. We find that the more copyright infringements a series receives the longer organizations 
pounder to make them available by licensing and exporting them. However, after licensing and 
export, those infringed series attract more users and thus sell significantly better on Ama-
zon.com. 
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