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Blog 1: An evaluation of weaknesses and strengths of qualitative approaches to research in the particular topic in the context of other methods
Qualitative approach is defined as the research approach that focuses on using qualitative data to answer research questions of “what”, “how” and “why”. Qualitative data analysis methods that are often used in qualitative research can be thematic analysis, content analysis and narrative analysis (Berg, 2012). Qualitative approaches have strengths including gaining rich data, explaining complex study issues, and increasing the depth of study findings (Saunders et al., 2018). However, weaknesses of qualitative approaches are bias of participants in providing qualitative data, a difficulty of data analysis from the nature of the qualitative data, cost-consuming and time-consuming data collection process, and bias in data analysis (Malterud, 2001; Atieno, 2009). 
Quantitative approach is the research approach which focuses on using quantitative data to answer research questions of “what” and “how”. Quantitative data analysis methods which are often used in quantitative research can be t-test analysis, reliability analysis, regression analysis, correlation analysis, factor analysis, and descriptive analysis (Punch, 2013). Quantitative approaches have strengths including reliable data, and reliable study findings, time-saving and cost-saving data collection process, and ease in qualitative data analysis. The weaknesses of quantitative approaches are lack of rich data and lack of depth of research findings (Choy, 2014). 
The research is related to evaluating the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. More and more UK customers have used social media sites to find information related to products including foods of restaurants. The UK customers can gain product information from the social media sites and can also give negative/positive word of mouth comments about products on the social media sites. Negative word of mouth comments can reduce brand reputation while positive word of mouth comments can develop brand image in minds of customers (Tankovska, 2021). Customers are connected with each other through social media sites and thus, they can see comments of other customers (Cvijikj and Michahelles, 2013).  Moreover, social media advertisements have low marketing costs and have a high ability to reach a large number of customers on the global scale (Blank and Lutz, 2017). 
Media-saturated digital environment seeks to impact behaviours of users of social media including through social media marketing (Michikyan and Suarez-Orozco, 2016). The World Health Organization (2016) indicates that advertising of foods, including advertising for unhealthy foods, as a way that can cause negative effects on individuals’ health. In many countries including the UK, regulations restrict such the advertising to children because they want to reduce obesity in the children caused by unhealthy fast foods. However, the regulations rarely refer aspects related to social media advertising for adolescents and few studies have evaluated their responses to social media advertising in the context of food restaurants (Murphy et al., 2020). The research will evaluate responses, perceptions and brand loyalty of UK customers, especially adolescents in the UK, to social media advertising of McDonald’s in this market. The research will increase the number of studies related to social media advertising in the context of fast food restaurant industry in the UK and will be beneficial for McDonald’s in the UK to understand how their customers perceive and respond to their social media advertisements. 
For the research topic related to the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK, qualitative approach is more suitable for the researcher to use because the researcher will use qualitative data collected from interview to achieve research objectives or to answer research questions of “what”, “how” and “why” (Berg, 2012). Research questions of the research are as follows: (1) What is the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK?; (2) How McDonald’s in the UK is interact with its customers on social media sites?; (3) Why word of mouth comments on social media sites can increase or reduce brand reputation of McDonald’s in the UK?; and (4) Why social media interactions can increase brand loyalty of consumers to McDonalds in the UK?
The qualitative approach will be beneficial for the researcher to provide detailed explanation about reasons why social media advertisements increase brand loyalty of consumers to McDonalds in the UK (Guba and Lincoln, 1994). Thematic analysis approach will be used to analyse the qualitative data (Nowell et al., 2017). In addition, the qualitative approach will create rich and deep study findings about study issues related to social media interactions between McDonald’s in the UK and its customers, word of mouth comments of the UK customers and social media marketing success of McDonald’s in the UK (Bryman, 2004; Bryman, 2006). 
For quantitative approach, it is associated with measuring relationships between variables and describes study issues in a reliable way. Study findings from quantitative approach are reliable rather than rich (Punch, 2013). For the research related to the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK, quantitative approach will not be suitable for this research to use because it cannot have deep information/data to explain reasons why social media advertisements increase brand loyalty of consumers to McDonalds in the UK (Coughlan et al., 2007). Moreover, quantitative approach will only describe study issues and it only focuses on measuring relationships between factors (Atieno, 2009). The research will not identify relationships between factors and will not use quantitative data to measure the relationships between the factors. The goal of the research is to gain rich and insightful study results and only qualitative approach will be suitable to create such study results (Mohajan, 2018).
In terms of qualitative research philosophy, the research will use an interepretivism philosophy. The interpretivism philosophy will help the researcher to include personal viewpoints of customers of McDonald’s in the UK to explain how their brand loyalty is increased by social media advertisements of the fast food restaurant (Ryan, 2018). Moreover, the qualitative approach is suitable with the interpretivism philosophy to deeply explain a study case – McDonald’s in the UK in term of social media interactions with UK customers (Baxter and Jack, 2008). 
Blog 2: Identification of limitations and strengths of various qualitative research methods, designs and techniques in the context of the selected topic for application
Various qualitative research methods and designs
There are different qualitative research methods and techniques for the research to select and each qualitative research method and technique has its own strengths and limitations. Qualitative research methods can be grounded theory, ethnography method, field research and case study method (Rashid et al., 2019). Grounded theory is a type of qualitative research method and it is defined as the method that involves the collection of data and analysis of the data. The theory is created or grounded in actual data and the development of the theory happens after collection of the data (Glaser and Strauss, 1967). Grounded theory is used to evaluate research phenomena that are not explained by current theories and the research phenomenon can be critically explained by new theory (Goldkuhl and Cronholm, 2010). Grounded theory is beneficial to create new exploration for new study phenomena and to develop detailed explanation about study issues. However, it is create a large amount of qualitative data that are difficult to manage and analyse and it requires high skill and knowledge of the researcher to create new theory (Charmaz, 2006). 
There are two main reasons why a grounded theory method is not appropriate to the research topic about the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. Firstly, the research utilises current theories associated with social media and its roles in increasing brand loyalty of consumers in the case of McDonald’s in the UK and there is not new theory that is developed in the research (Aspers and Corte, 2019). Social media advertisements have not been a new research issue in the context of the fast food restaurant sector (Murphy et al., 2020) and utilization of current theories will reduce time and costs of research process (Bryman, 2012). In addition, the research focuses on evaluating a single case, that is, McDonald’s in the UK and the research explains the study case based on collection and analysis of data from customers of McDonald’s in the UK (Denzin and Lincoln, 2011). 
Ethnography method is defined as the qualitative research method type that studies a particular research issue in a cultural/social group with the goal of better understanding the study issue. Ethnographers actively participate in the group to have an insider’s perspective of this group and to have experiences with the group members. The ethnographers can create an acceount of group based on the participant, can interview the group members and can analyse group artifacts and documents (Brink and Edgecombe, 2003). Ethnography method has strengths including providing in-depth study findings, exploring new research lines, and basing on interviews and observations with direct involved researcher. However, it is time-consuming qualitative research method, is difficult to have precise and concise conclusions, and it requires the deep knowledge of the researcher about study issues (Nurani, 2008). There are two main reasons why an ethnographic method is not appropriate to the research topic about the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. Firstly, the researcher does not participate in a group to gain an insider’s perspective of this group (Aspers and Corte, 2019). In addition, the researcher is independent with research issue and does not observe cultural/social aspects of participants (Hammersley and Atkinson, 2007).  
Field research method is a qualitative research method type that a researcher uses to observe, understand and interact with participants. Field research method focuses on capturing lived experiences: direct observation of research phenomenon and participant observations in a particular setting (Castellan, 2010). Field research method has strengths such as getting detailed data about study issues, and emphasizing the relevance and role of social context. However, it is difficult to generalize and get information from a large number of individuals or people groups. It depends on observers’ impartiality and documenting observations can become a challenging aspect (Blackstone, 2012). There are two main reasons why a field research method is not appropriate to the research topic about the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. Firstly, the researcher does not have direct observation about research issues in a natural setting (Crump, 2020). In addition, the researcher and does not have observation of participants over a period of time (Aspers and Corte, 2019). 
Case study method is defined as the qualitative research method type that investigates a phenomenon within its real-life context. Case studies can groups, persons, events, companies, policies, periods, decisions and other cases which are studied by one or more approaches (Creswell and Poth, 2017). Case study method has strengths including providing detailed information about a case or cases, providing a good chance for innovations and changing existing theoretical assumptions, and creation of detailed explanations about study issues. However, case study method is difficult to establish cause-effect connections and to create generalized study findings from a small number of study cases (Baxter and Jack, 2008). The research will focus on evaluating the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. The research will use a case study method because McDonald’s in the UK will be considered as a study case in the research (Creswell, 2013). In addition, the case study method will help the research to gain insightful research findings and suitable recommendations that McDonald’s in the UK market can use in their marketing practice (Leavy, 2014). 
Qualitative research techniques
Techniques of qualitative research can be focus group, observations and interviews (Kothari, 2013). Focus group is defined as a group interview that involves a small number of individuals with similar individual features (such as similar demographic features, similar cultural features and similar living conditions). Focus group has strengths including detailed information about groups and individuals and lower costs and short time in collection of data when compared with individual interviews. However, it cannot ensure representative of all target population, it is difficult to manage and control data collection process and it is difficult to get participation of groups (Acocella, 2012). Focus group can be suitable for the research topic about the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. There are two main reasons for the application of focus group in the research. Firstly, groups of UK customers of McDonald’s in the UK market can be interviewed and the 6-customer groups can be selected to interview (Creswell, 2013). In addition, the focus groups can help the researcher to save the time and costs of data collection and can compare and contrast different viewpoints of participants in the groups (Kothari, 2013). A sample size for focus group method will be 8 groups of UK customers of McDonald’s in the UK and each group will be 6 people. 
Observation method is defined as human observation or research phenomenon observation during a period of time occurring the research phenomenon or human behaviours (Leavy, 2014). Observation method has strengths such as collecting data simultaneously with study issue occurrence, being unobtrusive way and being flexible and oriented to discovery of knowledge. However, its disadvantages are time-consuming method and a difficulty in collecting data in real time. It is dependent on impartiality of observer and requires significant preparation of researcher (Jamshed, 2014). Observation method will not be suitable for the research topic about the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. There are two main reasons for this. Firstly, the researcher does not have observation of actions of social media interactions between UK customers and McDonald’s in the UK market (Berg, 2012). In addition, the researcher does not have observations of the research phenomenon related to sales performance of McDonald’s in the UK market (Jamshed, 2014).  
Interview is defined as a conversation that an interviewer asks questions for an interviewee and the interviewee provides answers to the interviewer based on his or her knowledge/understanding about a study issue (Creswell and Poth, 2017). Interview can be structured interview, semi-structured interview and in-depth interview (Jamshed, 2014). Strengths of interview technique are insightful and detailed information and data about study issues and a small number of participants to provide relevant and useful insights. However, it is time-consuming and cost-consuming data collection technique, and it can face a problem related to bias of both participants and the researcher (Alshenqeeti, 2014). Semi-structured interview can be suitable for the research related to the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK because the research will design a number of questions and will ask more open-ended questions based on discussions with interviewees. This will increase flexibility of the researcher in the interview process (Berg, 2012). A sample size for semi-structured interview will be 15 UK customers of McDonald’s in the UK. 
In short, from considerations of qualitative research techniques, focus group and semi-structured interview can be suitable for the research to gather qualitative data from UK customers of McDonald’s in the UK to achieve research objectives. The two qualitative research techniques can support the research to have rich data from interviewees to increase the depth of research results.
Blog 3: Derivation of a suitable and viable approach to researching the selected topic, incorporating qualitative inquiry, data collection and analysis planning
In blog 2, the two data collection approaches (focus group and semi-structured interview can be suitable for the research). However, in the blog 3, the most suitable and viable approach will be selected to assess the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. The researcher focuses on selecting semi-structured interview as the most suitable and viable data collection approach to achieve research aim. The semi-structured interview will be performed in terms of online form. Online semi-structured interviews will be performed because of three key reasons. Firstly, online semi-structured interviews will be flexible in designing interview questions and in reaching interviewees. The researcher will not strictly follow a formalized list of questions. The semi-structured interview will help the researcher to prepare available questions and to develop deeper interview questions based on interview situation (Salmons, 2014). Secondly, online semi-structured interviews will create a good condition for the researcher to reduce data collection cost (James and Busher, 2009). Finally, online semi-structured interviews will avoid social contact with interviewees in the Covid-19 pandemic period. 
However, there are weaknesses of online semi-structured interview. In particular, interviewees are required to have access to internet and there can be internet connectivity problems in online semi-structured interview (Salmons, 2014). In order to handle the problems, the researcher will select interviewees who have computers or laptops connected with the internet and will manage and control connectivity problems by selecting Skype online channel with strong connectivity speed.  
A convenience sampling method will be performed because the researcher will select interviewees who are convenient to reach and the convenience sampling method will save time and cost of data collection (Etikan et al., 2016). However, the convenience sampling method cannot help the researcher to gain generalized data from target population and the lack of generalized data will lead to reduction of generalization of findings of the research (Leavy, 2014). 
A sample size of the research will be 15 interviewees who are customers of McDonald’s in the UK market and they have interacted with this fast food restaurant through social media sites. Data collection will be performed based on the online semi-structured interviews and each online semi-structured interview will be performed within 45 minutes. A Skype online channel will be used to perform the online semi-structured interviews. The time of data collection will be 5 days.
[bookmark: _GoBack]NVivo software will be used in the process of thematic analysis of qualitative data gathered form online semi-structured interview because the software is effective in supporting and managing data analysis process (Bazeley and Jackson, 2013). A thematic analysis method will be performed to analyse qualitative data collected from online semi-structured interviews. There are five main steps in the thematic analysis process based on Terry and Hayfield (2021). Firstly, the researcher will transcribe the qualitative data to create interview transcript. Secondly, the researcher will read the interview transcript many times to understand ideas of interviewees and means of the data. Thirdly, the researcher will code the interview data. Fourthly, the researcher will create themes to analyse study issues related to the role of social media advertisements in developing brand loyalty of consumers to McDonalds in the UK. Finally, the researcher will use interview data to analyse the themes and will discuss study findings with previous studies related to the role of social media advertisements in increasing customer loyalty. The time of data analysis will be 5 days. 
In qualitative research, reliability is the honest, careful and thorough aspect in carrying out the research (Robson, 2002). In qualitative interviews, issues that can reduce qualitative research’s reliability are words of interview questions, establishment of rapport with interviewees, and consideration of power relationships between interviewer and interviewee (Cohen et al., 2007). For the research, its reliability will be increased because the researcher will consider and perform aspects of the process of interview in a careful and honest way (using clear interview questions and not creating rapport/relationships with interviewees). 
For validity of qualitative research, there can be issues such as interviewee bias and researcher bias that can reduce validity of the qualitative research. Interviewees can provide biased answer during the process of interview and researchers can have biases in data analysis process (Brink, 1993). For the research, the researcher will motivate interviewees to provide honest data because their anonymity is protected. The researcher will avoid biases in data analysis process and all study findings are presented and analysed based on real nature of the qualitative data.  The researcher will respect and perform honest research to create valuable research findings and will eliminate biases during the process of research and the process of data analysis.
There are ethical issues such as introduction of research objectives to interviewees, anonymity of interviewees, interviewee consent, confidential storage of interview data, access to the interview data, use of the interview data, safety and health of interviewees, withdrawal of the interviewees from research process, the impacts of the research on the interviewees, and deletion of the interview data (Leavy, 2014). For the research, ethical issues will be considered and followed. The researcher will introduce research goals to interviewees, and will protect anonymity of the interviewees. The researcher will gain consent of the interviewees before gathering qualitative data from them and the interviewees will sign a consent form. The researcher will store the interview data confidentially and only the researcher will access the interview data. The researcher will only use the interviewee data in the study. The researcher will protect safety and health of interviewees by performing online Spyke interviews in the Covid-19 pandemic period of time. The interviewees can withdraw from study process and they will not be required to provide withdrawal rationale. The researcher will assure that there will not be any impacts of the research on the interviewees and the researcher will have deletion of the interview data within 3 months after the research is finished. 
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