Qualitative approach
Blog 1

The marketing of cultural creative products of tourist destinations in social media.

Income from tourism is taking up a bigger and bigger share of the economy. However, tourism shopping is not a very good proportion of income, either in China or the UK (There are no data available on income from souvenir purchases). In view of the pain point of tourist souvenirs, the most important thing is how to attract tourists to buy, so the development and marketing of tourist souvenirs are very important.

The appearance of cultural and creative souvenirs (goods) increases the consumption of tourist shopping, which directly drives the growth of local economy. This is also the reason why I want to study cultural and creative souvenirs (commodities), because it will directly affect the economic income of the tourist destination. Cultural and creative products come from the tourist destination, but they also create new value for the tourist destination. The emergence of cultural and creative products in China will change China from "Made in China" to "Created in China".

Nowadays, people get information through the Internet. Especially after Covid-19, people are relying more on the Internet and social media (Tsao, S., et al., 2021.). Therefore, the marketing of tourist goods needs a new way. The Internet is one of the important platforms for marketing nowadays.

The marketing of tourism cultural and creative products is based on the purchase motivation of consumers. Only by understanding consumers' purchasing motives can we make better marketing plans to cater to the public. It's more of a personal emotion. Such data cannot be obtained from a single quantitative study. Therefore, I think qualitative research is more suitable for my research direction. Among qualitative approaches the ethnographic approach suits best for this topic. 

Ethnographic is a type of qualitative research that explores cultural phenomena from the perspective of research topics. It is to study the participant's behaviour in a given situation and understand the participant's self-explanation of this behaviour (Mayukh, 2018). Ethnographic research methods have been used in the past to provide insights into market culture and behaviour (Schouten and McAlexander, 1995). The purpose of ethnography is not merely to record personal experiences, to provide a personal perspective or to hope to have an emotional connection with the reader. Instead, ethnography uses empirical data to gain insight into a social phenomenon that is much broader than the data itself provides. The most important reason to use ethnography is because it provides insight into a topic or field. It produces explanatory insights into why people, groups, or organisations do what they do and how conflicts between people or groups can be resolved (Paul A. & Sara D., 2011).

In the last 20 years, the Internet has created unprecedented opportunities for marketing markets (Bickhart and Schindler, 2001). People recognise that the Internet has brought more interactive richness and diversity to the society. In order to more easily understand the interaction of these market actions and study their impact. Ethnography, a research tool that treats participants as concrete, has migrated to the Internet (Christine. 2017). A variety of ethnography has emerged, such as digital ethnography, online ethnography, virtual ethnography, and netnography (Ward, 1999; Hjorth et al., 2017).

While developing web technologies in the 1990s, Kozinets discovered that clients existed only when they discussed common interests and formed their own online communities (Kozinets, 1998). In recent years, social media, as a network communication platform, has become increasingly important. Consumers are increasingly sharing their buying or using experiences on social media. As a result, the vast amount of data that users leave behind on various online platforms is invaluable to researchers (La Rocca et al., 2014; Baron and Russell-Bennett, 2016). Researchers are finding that netnography approach is increasingly useful for exploring such data related to consumer experiences. As a result, today's marketing researchers use netnography to understand consumer needs and to further study the agglutinate between consumers and brands.

Therefore，I tend to conduct the Netnography as my primary research method.

Netnography research is usually about identifying one or more suitable online platforms for collecting data and then tracking what is happening on the selected platform over a relatively short period of time (for example, a few weeks) or retroactively collecting a range of information (e.g., posts, comments, pictures, videos or other content). Online ethnography is not a single form, but a series of diverse approaches to the interior of cyberspace. (Christine. 2017). Netnography combines several methods, such as ethnography, interviewing (Bengtsson et al., 2005), observation (Podoshen, 2013), and investigation (Chan and Li, 2010).

Therefore, Netnography can study a variety of consumption experiences under different backgrounds (Kristina H. and Gustav M., 2018). Especially in today's world, with increasing online social media interaction. This combines traditional offline research methods with network records. The study of Netnography can produce insights beyond what the original method itself can bring. The particularity of Netnography is that it has a special connection with the specific network groups and has the depth of online communication with them. Thus, if the information contains enough content and is interpreted with considerable depth of analysis and insight, interesting and useful conclusions can be drawn from a relatively small amount of information (Kristina H. and Gustav M., 2018.).


In qualitative research, there are not only ethnography, but also case study, grounded theory study, narrative study and phenomenological study.

Case study: It is to provide a comprehensive and in-depth explanation from the perspective of the actor and explain the process and result of a specific situation or phenomenon through observation and discussion of the investigated case. Case study focuses on studying in a certain situation, and the content of this study belongs to the general public. Study communities, not specific cases.

grounded theory study: Focusing on understanding a behavioral process and developing theories, this method constructs hypotheses and theories by collecting and analyzing data. It involves inductive reasoning (Patricia and Barry, 1986). In this study, generalizations and inferences were not involved. We just need to find out the sales pain points of cultural and creative products and how to improve the market recognition. So the theory doesn't apply.

narrative study: Collect stories from individuals and build long-term relationships. It is very much about personal experience and cultural identity. This approach focuses on individual lives and tells them through personal stories. This method is too specific, and only the narrative of personal experience is inconsistent with the group in this study.

Phenomenological study: an approach to personal life experience (Neumbauer, B., Witkop, C. and Varpio, L., 2019). It mainly analyzes data that has important statements, meanings, and themes. It is the way we perceive and understand phenomena (David Woodruff Smith 2013). This method is mainly based on personal experience, and the content of this study cannot only rely on personal experience, so it is not suitable for this study.

Quantitative analysis cannot be used in this research. Because purchasing motivation and travelling destinations are more personal. Although there are different inducements. Questionnaire survey is unable to make the data more detailed, which cannot well reflect the correct results. Moreover, there are differences in the design of the questionnaire, such as the difference between Chinese and Western cultures, the difference in consumer cognition and the difference in tourists' attitudes towards tourist souvenirs, which are difficult to be shown by numbers (Scott A., Girish P. & Miguel M., 2013).

In conclusion, the research platform is based on social media. Therefore, Netnography is very suitable for this research method.



Blog 2

We have mentioned above that we would take netnography as our primary research. And use interviews to supplement it. In this blog we would analyse the pro and cons of our planned research methods. 

Interview (face to face；depth-interview)

Advantages

1. Time and place are synchronised. Such synchronous communication can make use of some valid information to obtain better data (Opdenakker, 2006).

2. interviewers and interviewees can react directly to the words and deeds of both sides. One advantage of this kind of communication is that the interviewees' answers are more truthful without long thinking (Opdenakker, 2006).

3. In-depth interviews may quickly uncover valuable information (Steber, 2021).

Disadvantages

1. Time and economic costs will increase. As the interviewee may be geographically far away from the interviewer, a lot of time and money may be spent on the way to meet (Nick, 2009).

2. Interviewees may have social phobias and feel uneasy during interviews. This is a big challenge for the interviewer.

3. In-depth interview is very time-consuming because it involves much information of the interviewee, and in the interview process, it may require recording and other work, and the preparation and intermediate process are very complicated (Amanda, 2012).

Instant messaging (e.g., Message; WeChat; WhatsApp)

Advantage

1. Interviewers have more flexible time to interview interviewees (Coomber, 1997).

2. More participants' ideas can be obtained (Joinson, 2001). Respondents may feel more relaxed and say more information when they are not present or visible.

3. They are not limited in time. The interviewer can take the time to develop the topic continuously, while the interviewee can better think through the answer and answer the question. (Bampton & Cowton, 2002)

Disadvantage

1. Lack of additional information available, such as tone of voice, body movements, and facial expressions.

2. Since there is no specific population in my research direction, in order to make the data more convincing. This meant that I needed a large pool of people of all ages, education, and income sources. The work will be arduous. The contents may involve privacy during the interview. (For example, income, spending habits, and educational background.)

Netnography 

Advantages

1. Netnographic data is rich, timely, continuous, and accurately describes the reality of customers' lives (Kozinets, 2002). This is because Netnographic data is often consumer online reviews (Black, 2011). These comments include pictures and videos, not just text (Brown and Patterson, 2010).

2. Netnography can be done in an unobtrusive way, providing researchers with data on the daily lives of customers (Giesler and Pohlmann, 2003). Especially in the case of sensitive research topics, Because the researchers of Netnography are looking behind the Internet, important data may be obtained (Langer and Beckman, 2005; Keeling et al., 2013).

3. Netnography is an adaptive and flexible qualitative method (Kozinet, 2015). For example, instant messaging and mobile applications are both platforms for Netnography research (Kozinet, 2006). Many social media platforms provide a wealth of data. This allows Netnography research to be applied to most online platforms.

4. Compared to traditional ethnography, netnography have the advantage of being convenient, fast, and cheaper (Kozinets, 2006). As well as the damage to the subjects' lives is minimal (Christine. 2017). First of all, netnography rely on the Internet. Nowadays, it is easily available to everyone. Secondly, the network communication speed is very fast and convenient. Finally, because the study was conducted online, it did not delve into the lives of the participants. So compared to other studies, it involves very little in the lives of the participants themselves (Robert V., 2010).

5. In today's online virtual world, consumers are seeking authenticity in products and services（Appel, G., Grewal, L., Hadi, R. & Stephen, A., 2019）. The netnography helps to reveal the real phenomenon in the market. For example, how do consumer discussions online fuel marketing and what role do they play in the creation (or destruction) of a product or service (Corciolani, 2014).

Disadvantages

1．A major issue is the authenticity and availability of data (Xun and Reynolds, 2010). Because authenticity is largely a social phenomenon, today's online environment creates new challenges for researchers (Mkono，2013)。

2，The researcher's subjectivity will affect the data results (Christine. 2017). Because netnography is more of the researchers themselves to its analysis, there is no unified measurement standard. This makes the results of the study somewhat confusing because the data is inaccurate(Kozinets，2002). 

3，Data collection groups can be limited. Since netnography is based on online platforms, consumers who do not use the Internet will not be included in the research data (Kozinets, 2002).

4，Whether netnographic research is ethical and respects participants' privacy and autonomy (Christine. 2017). Nothing particularly fixed at the moment. Whether netnography research should be conducted in public (Catterall and Maclaran, 2002), or in secret (Langer and Beckman, 2005). There is no measurable norm.

How to get the data effectively

Netnography 

Through observation and screening of consumers keen to buy cultural and creative products on the network social platforms. Reply further questions and comments on the social media they share to get a deeper interview.

Interview

When interviewing, try to create a relaxed atmosphere. For example: first say something about the interviewer's own experience and experience. So that the interviewee can relax. In this way, the interviewee will be able to tell more useful information.


Problems with other methods:

Through the research of Netnography, brands can generate new marketing ideas (Kozinet, 2018). With traditional methods such as focus groups, surveys and interviews, they have a leadership role. It is difficult to reveal the problem to the customer. (Heinonen et al., 2010, Heinonen and Strandvik, 2015).

Netnography research can provide such a window into the relationship between the brand and the client (Kozinets, 2015). Good brand companies understand the need to thoroughly understand the explicit and implicit needs of their customers (Kristina H. and Gustav M., 2018).


Blog 3: 

Interview (depth-interview)
First of all, you should make full preparations before the interview. There are four steps here:
Step 1: You should have a clear idea of the purpose of your interview. And what you're going to talk about in the interview (Zeynep A., 2017).

Step 2: Have an interview agreement prepared that includes an outline of the interview, outlining the key points to be discussed. In the interview agreement, participants should be informed of the procedures and consequences of the interview and required to accept the interview clearly and uniformly before the follow-up content can be carried out (Zeynep A., 2017).

Step 3: At the beginning of the interview, it is necessary to establish A harmonious relationship (Zeynep A., 2017). The purpose of an in-depth interview is to gain insight and rich description, so letting research be done is important for wanting to relax (Belk, R., Fischer, E. and Kozinets, R., 2013).

First, the language used during the interview (consistent). If you use translation software, it will be awkward and you will lose a lot of things due to the inaccuracy of the translation process, which makes the interview extremely difficult (Belk, R., Fischer, E. and Kozinets, R., 2013). Second, don’t show thorough knowledge of the topic during the interview. It seems better to know too little than too much. Because the interviewer appears to be unfamiliar with the subject, the interviewer needs to explain it to you more carefully. In this situation, he will be in better shape and will talk more. Third, the interviewer’s dress should not draw too much attention. All the attention should be focused on the interviewee. Fourth, in the interview must follow the wishes of the interviewee, cannot be forced. It must have been done under moral constraints. Finally, you should prepare a set of impromptu interview questions. Just in case there’s a silence.

Step 4: Review your interview. You need to reflect on whether all the problems are working as expected. Were there any unexpected or contradictory answers from the participants during the interview? However, these problems often have new discoveries, which can make researchers rethink the problem (Zeynep A., 2017).

Notably, there was silence during the interview. You can evaluate whether it’s just a break in the conversation by trying to understand it. Or participants were bored, depressed, uncomfortable, disinterested, tired, or confused. Silence can also be effective as a detection, where a few seconds can be waited and the interviewer’s seeming confused or curious may encourage the interviewee to elaborate on the reason (Belk et al. 2013; Berg and Lune 2012). Another thing worth noting is that in the interview, the interviewer needs to make a request, ask a question, explore, or a simple gesture to show that they understand what the interviewee said. This will make the interviewee feel that the interviewee is listening carefully, and the interview effect may be better.

Netnography

From Facebook to Twitter to all forms of social media, the Internet has become a fantastic research platform. Because communities can be created at will on the Internet, the researchers see a closer relationship between users and brands. However, how to carry out netnography research more effective is to be discussed.

1. Whether the data is real in the form of anonymity.

Anonymity frees consumers from the constraints of real life, from the constraints of accountability, and makes them more relaxed and comfortable. Such an environment allows them to express their views more openly (Kristina H. and Gustav M., 2018). The information is true and valid. This information is of value not only to the participants themselves and the community, but also to researchers and marketers.

However, all research, especially qualitative research involving disclosure of personal information, needs to be considered from an ethical perspective to protect the rights and interests of the participants. It is impossible to anonymize subjects completely in online ethnography, so different levels of writing bring ethical measures. As more and more personal devices are connected to the Internet, the opportunities for researchers to study subjects increase (McAfee and Brynjolfsson, 2012). Such data can be harder to understand than in the traditional world of the Internet. Therefore, informed consent of the researcher becomes more important than ever (Kozinets, 2002).

2. Is it important and valuable for researchers to participate in the study of network records (Langer and Beckman, 2005)? 

When combined with sophisticated qualitative data analysis software methods, this observational approach to network analysis may even be closer to the content itself and lead to better data analysis. For example, a topic of interest to you is being discussed on social media. At this point, you can get the information you need through your use of social media.

How to do blog analysis: First, write down the social media platforms you want to research. This might include Twitter, YouTube, TikTalk, Weibo, Xiaohongshu (China) and other popular social media sites. Next, think about which communities you want to focus on. After that, data collection was conducted in the key communities. Regular and real-time readings are required for data collection. Data collection in netnography means deep learning and showing through social media that you have meaningful conversations with members on relevant topics.

3. Network blog research can help enterprises and companies understand how consumers use products and services in their daily life, and the hidden needs of customers can be found through research. Successful advertising, on the other hand, is based on a thorough understanding of the target customer group. Weblogs provide a unique way for these companies to understand their relationships with their customer base and the market (Kozinets, 2006).

As pictures and video become more and more popular as a means of online communication, netnographers will explore and use this type of non-text content. Analyse data, not only through text, but also through images and videos. These can give researchers a larger and more complete study of the data.

That is the analysis of the approach to be used.
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