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[bookmark: _Toc19400435]Abstract
In this highly globalised world where technological advancements are changing the way businesses operate, it has become essential for all businesses to use the internet and social media to increase their profits. Based on the importance of social media, this research will focus on analysing the way digital marketing has been revolutionising the retail fashion industry by focusing on H&M. In this regard, the review of the literature revealed that organisations need to understand consumer behaviour to implement digital marketing on various social media platforms successfully. Moreover, to conduct the qualitative research approach will be used in which data will be gathered through the use of interviews. In terms of sampling, purposive sampling will be used to select interviewees in the company.
Furthermore, in terms of expected conclusions, it can be seen based on the secondary sources that H&M has been engaging the customer on social media platforms, but it has not been able to retain its customers. As a result, the profits from online sources are not able to compensate for the decline the sales from traditional stores. Hence, it has been proposed that H&M should adopt a new re-engagement strategy which will help it to convert its customers into loyal customers by marketing and placing relevant content on social media. 
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[bookmark: _Toc19400436]Introduction
Due to the rapid advancement in technologies, several transformations have emerged in terms of increasing the impact of globalisation and connecting people across the globe. This has also resulted in the evolution of digitisation, which has resulted in a significant shift in retailing towards the formats which are not based on stores. Moreover, though sales through e-commerce continue to be small as compared to the overall retail sales, this e-commerce based format is overgrowing within the retailing. As a result, the foot traffic in stores is decreasing, along with a decline in the loyalty of customers. Hence, it has become essential for retailers to use necessary technological tools along with marketing techniques which are customer-centric to ensure that the customers can be attracted as well as retained (Schoni, 2017).
[bookmark: _GoBack]Therefore, traditional retailers in the fashion industry are shifting towards the use of digital marketing to attract customers. In addition to this, fashion has emerged because of the fortification of digital marketing, along with the innovative use of technology and branding. Moreover, it is essential to understand that the fashion industry has a short product life cycle as it is based on changing trends (Rathnayaka, 2018). As a result, it is essential for marketers to analyse as well as forecast the fashion trends before the customer switches to the competitors. Hence, fashion marketers tend to become trendsetter while digital media has become the best platform for acquiring as well as converting the customers. This is done by optimising and measuring the digital media to satisfy customers so that they can become loyal to the company (Rathnayaka, 2018). 
Based on the importance of digital marketing and the way technology has transformed the fashion industry, it is essential to understand the way digital marketing has changed traditional retailers such as H&M. This is because even though over the last decade, fast-fashion brands such as Zara has been enjoying success due to efficient production process and large store networks and the disruption that took place on the online platform, H&M has been relatively slower in adapting to it. Moreover, even though retail sales tend to remain the largest market, an increasing number of sales are going to online sources (Charlton, 2018). Therefore, brands such as H&M must improve their presence on the internet to ensure that they cannot only maintain but also improve the market share. In addition to this, the annual report of the company stated that profit had been affected negatively by weak development in sales in their physical stores which is mainly due to the shift in the industry. As a result of this shift, the sales are taking place online while the online share of the company has not been able to compensate for the reduction in footfall to its stores (Charlton, 2018). 
Based on the importance of digital marketing in the retail fashion industry, this proposal aims to research to analyse the way digital marketing has revolutionised the retail fashion industry by analysing the case of H&M. The reason for selecting this fast-fashion retailer is that it has been late in adopting the technology due to which it has faced several losses in terms of lesser customers and a decline in revenues. Hence, through this research, H&M will be analysed, and the way it has adopted digital media and marketing will be evaluated based on which recommendations will be provided related to the way it can effectively use digital marketing. 
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Literature Review
Digital marketing is a form of marketing which focuses on promoting brands and reaching customers through the use of advertisement segments present in the electronic mediums (Kumar & Dash, 2015). Hence, it is due to the use of digital technologies in terms of creating a measurable, targeted and integrated communication which help in acquiring and retaining customers along with developing deeper relationships with them. It tends to differ from the traditional marketing as it enables the organisation to analyse various marketing campaigns along with following the actions in terms of items being viewed, its frequency, analysis of sales event and determining the content which is not efficient (Kumar & Dash, 2015). 
Studies have revealed that digital marketing results in several advantages for the firms such as publishing the online sales, customer support and market research. In addition to this, Whitla highlighted that it could help in building a brand, crowd sourcing, buzz marketing and generation of word-of-mouth communication among the customers (2009). This shows that the implementation of marketing strategies through the internet can improve the performance of the business. This is the reason why managers are increasingly relying on digital marketing for building their brands, improving the knowledge related to their products and enhancing flows of communication (Tiago & Verissimo, 2014). 

[bookmark: _Toc19400438]Levers of Digital Marketing
According to Royle and Laing, there are five different levers in digital marketing which are attracting, engaging, retaining, learning and relating (2014). The attracting part is linked with directing and acquiring the customers towards the website where selling takes place. In this part of digital marketing, the most used tools include banner ads, affiliate program, piggybank advertising, promotions and listings in the search engines. Moreover, the engaging part is linked with the interest and engagement with the customer for achieving a transaction or an interaction. The essential tools which are used in this part of digital marketing include discussion groups, multilingual websites, developing virtual communities, creative programming, contests, unique content and useful content. 
The next part is retaining which is linked with converting the current customers into loyal customers for which different tools such as online order tracking, loyalty programs, hyperlinks to the sites which are related, security features and dynamic content can be used. Furthermore, the learning part is linked with determining and knowing the behaviour of customers for reaching targets for which feedback, webpage tracking services and information capturing can be used (Royle & Laing, 2014). The last lever is relating, which is associated with the application of learning from the previous phases for constituting the value chain. In this regard, the various tools which can be used include real-time interaction, linkage with the core business, customised web pages and information on new products. 

[bookmark: _Toc19400439]Digital Marketing Tensions
Though there are several advantages related to the use of digital marketing, it is crucial to understand that the increase in digitisation results in essential challenges related to marketing executives. Marketers tend to face rapidly changing and increasingly complex markets which they cannot control. Hence, organisations need to comprehend the changes along with understanding the way to cope with them. In this regard, the study revealed that there are ten central tensions related to digital marketing which can be regarded as being opportunities or threats (Leeflang et al., 2014). These tensions can be divided into three main groups. The first is related to customer insights and business strategy. The second category is linked with the go-to-market execution and operations, while the last is linked with the capabilities and organisation. 
Based on these challenges, the marketers need to develop appropriate strategies based on their understanding of each of these challenges, assessment of their relevance of each challenge to their business and the reaction which is needed for each challenge (Leeflang et al., 2014). 

[bookmark: _Toc19400440]Impact of Digital Marketing on Consumer Behaviour
Due to social media and internet, consumer behaviour has changed as the people tend to search for information related to products, purchase and use them based on which they share their experiences.  Hence, it has become imperative for marketers to respond to this shift through an increase in the use of channels related to digital marketing (Stephen, 2016). In this regard, there are five different themes which have emerged, which are as:

Digital Culture of Consumers
It is essential to understand the digital environment in which consumers tend to be situated, which is related to the way consumers’ self-concepts and identities are extended in the digital world.  In this regard, Belk has used his work on extended self and has incorporated digital environments in which the consumers tend to situate themselves (2013). This is because consumers tend to have multiple selves as they have several online personas.

Advertising
Digital advertising is an essential element of consumer behaviour in terms of the way consumers tend to respond to different aspects present in digital ads. In this regard, studies have focused on analysing ad retargeting which takes place when the personalised recommendations are based on the prior history related to web browsing when the consumer returns to the site (Lambrecht & Tucker, 2013). In addition to this, studies have revealed the way digital display along with search ads tend to drive online as well as offline purchasing for the retailer for which it was found that digital ads tend to be more effective as compared to offline ads in terms of driving the online behaviour (Dinner et al., 2014). However, it is essential to understand that annoying ads on the website can result in creating an economic cost for the advertisers, along with cognitive costs for the consumers (Goldstein et al., 2014).

Digital Environments
It is also essential to understand the way different social and informational characteristics present in digital environments such as exposing to the opinions of other consumers can have an impact on the subsequent behaviours. In this regard, Norton and colleagues focused on analysing the learning from the others in digital environments in which it was found that these observations tend to have an impact on the decision of the individuals present in those environments (2013). 

Mobile
The behaviour of consumers in terms of mobile setting is significant as consumers are increasingly using mobile devices. It is more applicable in terms of shopping contexts. In this regard, studies have focused on shopping through mobile devices, and the way touching the products can increase the endowment and ownership at a psychological level (Brasel & Gips, 2014). Moreover, in another study, the focus was on mobile display ads which are small and tend to have little information related to influencing the consumers in terms of purchase intentions and brand attitudes (Bart et al., 2014). Hence, it was found that there are many products in which the display ads on mobile do not have any effect. However, they result in lifting the attitudes as well as intentions for higher involvement products. 

Online Reviews and Word-of-Mouth (WOM)
Online reviews and WOM tend to show the perception of reviews in terms of their influence. In this regard, studies have revealed that the use of figurative language in online reviews tends to have a positive impact on the attitudes of consumers (Konrod & Danziger, 2013). In addition to this, in terms of other issues related to WOM, a study analysed when the online reviews tend to provide a good or bad forecast of the brand enjoyment of consumer for which it was found that relative forecast error is based on similarity between the preferences of reviewer and the consumer (He & Bong, 2013). 

[bookmark: _Toc19400441]Motives of Consumers to Engage with Fashion Brands Using Social Media
In terms of the use of various technologies and consumer acceptance, the theory of planned behaviour is widely used. According to this theory, there are three main elements which tend to influence the intention of a person in terms of performance behaviour. These are personal factors, subjective norms and control factors (Balkow, 2014). The personal factors are related to the internal motives that a user have towards the page of the brand. The subjective factors, on the other hand, tend to define normative beliefs related to thinking that someone else wants to do something. Hence, these social factors are linked with the peer influence related to joining the brand page. Moreover, the control factors can be either external, internal or both (Balkow, 2014).
Furthermore, the motivation related to the use of community page of a company can also be studied based on two main dimensions which are utilitarian and hedonic. Based on this approach, the users having utilitarian motivation want to achieve a specific goal by joining or participating in the community, such as finding information which is helpful in terms of purchasing. On the other hand, the hedonic motivation is associated with seeking entertainment and fun (Poyry et al., 2013). 

[bookmark: _Toc19400442]Framework for Implementation of Social Media Strategy
As organisations are facing constant pressure by customers to create their presence on social, it has become essential for them to not only have their presence but also strategically use them. It is, however, essential to understand that the companies during the implementation of social media strategy face difficulties (Ogbuji & Papazafeiropoulou, 2016). In this regard, a framework has been developed, which highlights the areas of concern and important elements needed for developing the strategy for social media (Effing & Spil, 2016). In this framework, there are seven different elements which are included in which the first is target audience as the companies need to define the target group which they will be addressing through the use of social media. The second element is the choice of the channel as it is essential for an organization to have an appropriate channel choice for various groups which are targeted. The third element is related to goals as the social media needs to be aligned with the goals of the business for ensuring that business value is gained. The fourth element are the resources as an adequate level of resources needs to be allocated to ensure successful implementation of the strategy (Effing & Spil, 2016). The fifth element is related to the policies as they need to be structured for managing the use of social media in the business. The next element is monitoring as the businesses need to understand and be aware of what is being said about the company’s services/products. The last element is the content as a clear content as well as time frame, which will result in allowing regular contribution on the platforms. 
Similarly, another essential framework called Honeycomb of social media comprises of seven different building blocks which are needed in social media (Kietzmann et al., 2011). The first element is presence which focuses on the availability of the users on the platform, followed by the relationship, which focuses on the way users tend to relate with one another. The third element is reputation which refers to the degree to which the users know one another followed by groups which focus on how the users tend to form communities. The fifth element is related to identity which highlights the extent to which the users tend to reveal themselves followed by conversion which focuses on the way users tend to communicate with one another (Kietzmann et al., 2011). Moreover, the last building block is sharing, which focuses on the exchange of information among the users. All of these building blocks as a whole tend to describe the extent to which the users engage themselves with social media. 









[bookmark: _Toc19400443]Method
In order to determine the research methodology, research onion will be used, which illustrates the way final elements should be regarded in terms of the other elements of design (Saunders & Tosey, 2012). Hence, the first element is the research philosophy based on which the study will be based on is positivism as the study will focus on observing and predicting the outcomes. Moreover, it leads to the use of a scientific method which will be used in this study as the theories will be tested based on data which is structured along with being measurable and which will not be influenced by the values of the researcher. 
The next layer in the research onion is necessary but essential for all the researchers, i.e. methodology. In this regard, qualitative research will be used as it will help in understanding the context within which the actions and decisions tend to take place (Saunders & Tosey, 2012). Qualitative research is regarded as a multi-method which focuses on using a naturalistic and interpretive approach towards the subject.  Hence, it is concerned with having several perspectives due to which it is considered to be an umbrella term that covers several interpretive techniques related to describing, decoding and translating the meaning of the occurring phenomenon (Rahman, 2017).
This is because the human actions and decisions can be understood only through the understanding of context as it helps in explaining why someone did something (Myers, 2009). This approach is also called a socio-anthropological research paradigm as it is ethnographic and interpretative in nature. Hence, the underlying approach requires the need to have a detailed explanation and observation. It also assumed that it is not possible to define the elements which are crucial and vital (Atieno, 2009). In addition to this, this approach argues that validity tends to be important as compared to rigour in terms of defining what is observed. Hence, it focuses on studying the entire situation for evaluation of complexity and for ensuring that the conclusion considers both general as well as unique factors. 
In addition to this, there are several assumptions in the qualitative design due to which this research approach will be used in this research. The first is that qualitative research is linked with the process instead of the products or outcomes (Atieno, 2009). In addition to this, the researcher is the main instrument for gathering and analysing the data. Furthermore, qualitative research tends to involve fieldwork as the researcher ten to visit the setting or institution for recoding thee behaviour in the natural setting. The research is also descriptive as the researcher is focused on understanding, meaning and process. Lastly, the research process tends to be inductive as concepts and theories are developed based on the details. However, it is crucial to understand that research needs to be conducted in a setting in which every contextual variable tends to operate (Atieno, 2009). 
Furthermore, the primary purpose of using this approach is that it has a flexible structure because the design can be constructed/reconstructed accordingly. Therefore, an appropriate and thorough analysis of the issue can be done through the use of this research method as it helps in understanding the complex issues (Rahman, 2017). Despite the numerous advantages related to the use of this approach, it also has limitations in terms of the use of small sample size which leads to the issue of generalisation of the findings to the entire population (Thomson, 2011). 
After methodology, the next layer of the onion is a strategy in terms of the way the researcher can use one of the strategies in their research design to address the research question. In this case, the survey strategy will be used, which will help in collecting data in a structured manner from the participants. Moreover, the final layer of research onion before the core is reached is the time horizon over which the research is conducted. In this regard, the cross-sectional approach will be used as the research has been undertaken for answering a question or addressing the problem at a particular time. 
The last layer in the onion is data collection and data analysis (Saunders & Tosey, 2012). In this regard, gathering data refers to the period in which information is needed for reaching the purpose of the research is obtained from the pre-determined sample size. In order to obtain objective results, it is vital to use the appropriate technique for data collection as the use of incorrect or incomplete techniques of data collection can lead to invalid data. There are mainly two types of data which are used in research which are secondary and primary research (Oflazoglu, 2017). In terms of secondary data which is the data gathered by the other researchers related to the same topic, this research has reviewed studies and literature on the use of social media in organisations specifically in the fashion industry. The articles and studies were selected based on their relevance from various databases such as ProQuest, JSTOR and EbscoHost.
On the other hand, the primary data refers to the data, which is gathered by the researcher for the purpose of the research being conducted. From among the various types of data collection methods in qualitative research, interviews will be used, which can either be unstructured, semi-structured and structured (Gill et al., 2008). The structured interviews are questionnaires which are administered verbally in which the pre-determined questions are asked from the interviewee without any variation. However, they tend to allow limited responses among the participants. On the other hand, the unstructured interviews do not in any way reflect ideas or theories which are preconceived, and they are performed with the very small organisation (Gill et al., 2008). Such types of interviews are time-consuming, and they can also be challenging to manage as the interviewers do not have interview questions for guidance. Lastly, the semi-structured interviews comprise of several important questions which help in defining the areas which need to be explored. This method, however, allows the interviewer or interviewee to diverge for pursuing an idea or a response in a more detailed manner. Hence, this approach has flexibility as compared to the structured interviews which allow the participants to elaborate on the information which is important for the research (Gill et al, 2008). Hence, in this research, the primary data will be gathered through the use of semi-structured interviews. 
Furthermore, in this research, non-probability sampling will be used, which is mainly associated with qualitative research. Moreover, the samples of the participants do not have to be random or a representative, but it requires a rationale to include some individuals instead of others. Furthermore, in non-probability sampling, purposive sampling will be used in which people in a specific setting are selected intentionally for providing information which cannot be obtained from others. Hence, based on this sampling strategy, interviews will be conducted with five different employees at H&M who will be associated with marketing, specifically the use of social media. This will help in gathering insights into why the organisation has been a late mover in terms of adopting social media. 
Lastly, in terms of data analysis which refers to the process of reducing the gathered data to make sense due to which it is based on three main elements which are organising data, summarising and categorising, and identifying/linking themes and patterns in the data (Kawulich, 2004). The first step which will be used related to data analysis is coding the transcribed data gathered from the interviews. It is, however, essential to understanding that the process of analysing data is a complex action related to moving between concepts and data, between interpretation and description and using both deductive and inductive reasoning. Moreover, it is crucial to understand that good coding is based on five main elements which are the label, definition of what the theme is about, description of knowing how the theme tends to occur, description of any exclusions to identifying the theme and the listing of negatives and positives for eliminating confusion (Kawulich, 2004). This coding of data gathered will help in using the reviewed literature to analyse the way H&M has been able to adopt social media which will also help in identification of any weaknesses which are present in their approach towards social media strategy. This will help in providing essential recommendations which H&M can use to improve its implementation of social media strategy. 



















[bookmark: _Toc19400444]Expected Conclusions
H&M in 2018 faced a decline in profits for which the company has blamed online retail for the reduction in the footfall in its stores. It has been stated in their annual report that the decline in profit was due to the weak development of sales in the physical stores of the brand. This has been mainly because of the on-going shift in the industry as an increasing number of sales have been taking place online when the online share of the group has not been able to compensate for the reduction of footfall in the stores. The company started to sell through an online platform in 2010, which shows that the retailer has been slow in taking benefit of the opportunity related to e-commerce (Charlton, 2018).
However, the interview, as well as the secondary sources, revealed that the company has been boosting its sales through the use of different trending items in terms of the blog post as they have been taking the benefit of love of pictures by the consumers (Jaekel, 2019). Moreover, the brand has been sending images using the headline and hash tags on Twitter which results in drawing attention to the readers, and when it is clicked, the user is taken to mobile sites having the list of accessories and apparel from the image. This has been encouraging sales through the online page of the business (Jaekel, 2019). 
These approaches have been a part of the re-engagement strategy of the company, and each action which the brand does on the mobile and social media tend to encompass its image as a whole. Hence, such types of posts which are highly shareable tend to produce a high level of engagement (Jaekel, 2019). 
However, the interviews revealed that the company had faced challenges in terms of attracting customers through online channels. As a result, 40% of the interviewees stated that the company had faced challenges in terms of successful implementation of social media strategy, as shown in the pie chart below. 

Figure 1: Successful implementation of Social Media Strategy
In this regard, research in 2015 revealed that the company has the largest audience on social media platforms, along with being most engaging (Briggs, 2015). According to the results, H&M had been the most engaging fashion brand on social media. This is because it is imperative for fashion brands to use different visually rich platforms such as Instagram and Snapchat while formulating strategies for the engagement people on social media (Briggs, 2015). 
However, despite of being highly engaging on social media, H&M has not been able to generate income to overcome its loss from the reduction on footfall in its traditional stores. This shows that based on the five different levers of marketing, HRM has been able to attract and engage the customers through the development of virtual communities and unique contents (Royle & Laing, 2014). The company has not been able to retain them by converting the current customers into loyal customers. In addition to this, the company has not been making efforts on learning about the customer’s behaviour for which the feedback and information capturing can be used successfully. 
Moreover, the current performance of H&M on social media also shows that the company has not been able to successfully deal with the rapidly changing and complex markets which can either be regarded as threat or opportunity based on the approach that the organisation takes. It is essential for the business to develop appropriate strategies on the basis on their identification and understanding of each challenge and the reaction that is required for each challenge (Leeflang et al., 2014). 
In addition to this, H&M should take a proactive approach in understanding the motives of the customers who engage with the fashion brand. This understanding can help it to ensure that engaged customers can become loyal customers. In this regard, the theory of planned behaviour needs to be used, which will help in determining the main motive due to which the consumer engages with the company (Balkow, 2014). Moreover, they should also determine whether the consumers are engaging with the company on social media for hedonic or utilitarian motives (Poyry et al., 2014). 
Hence, based on the expected conclusions which have been stated above, it is vital for the company to follow a set of recommendations which will ensure that it is able to attain higher profitability. In this regard, H&M should use a framework for formulating its social media strategy (Effing & Spil, 2016). The various elements of this framework and the way H&M should use them are as:

[bookmark: _Toc19400445]

Target Audience
H&M should focus on initially determining the target audience, which it will target through the use of social media. This will help in understanding the nature and characteristics of the audience on social media which can be done through the use of the theory of planned behaviour. 

[bookmark: _Toc19400446]Choice of Channel
The next step should be related to selecting and appropriate channel for the consumers based on their specific needs. This will help H&M to ensure that every social media platform which is being used is targeting the right set of customers which will lead to them moving from attracting to learning stages (Royle & Laing, 2014).

[bookmark: _Toc19400447]Goals
An essential step before using social media is that the company should be able to align the goals with that of the business to ensure that the business value is gained. 

[bookmark: _Toc19400448]Organisational Resources
The resources of an organisation play an essential role in the successful implementation of the strategy. This is because H&M should have an adequate level of resources which it can use to ensure its success. 




[bookmark: _Toc19400449]Policies
In order to ensure the successful implementation of social media, H&M should develop appropriate policies to manage the use of social media in the business. The formulation of right policies will help the business to ensure that they are used to ensure success. 

[bookmark: _Toc19400450]Monitoring
The implementation of social media strategy is not sufficient as it will be essential to understand and be aware of how the customers feel about its products.  This will help in understanding and determining whether the consumers will become loyal customers. 

[bookmark: _Toc19400451]Content
Along with the highlighted elements, the most critical element is content which is sent of the social media. This is because H&M will have to ensure that it can have crucial relevant content on the social media platforms after regular intervals which will not only ensure regular contribution on the platform but also ensure that the engaging practices lead to sales for the company.
Hence, based on the expected results of the interviews and the secondary sources which were used, it can be seen that H&M has been making efforts in terms of engaging customers on social media platforms. These efforts have however, have not been able to result in retaining customers or overcome the decline in the sales from its traditional brick-and-mortar sales. Hence, re-engagement strategy has been proposed which the company should apply through the use of the stated framework. 

[bookmark: _Toc19400452]Description, Critique and Comparison of Qualitative Research Techniques
The qualitative research approach tends to be questioned based on the grounds that it does not serve with the practice, which is evidence-based. This is because there are critics who state that qualitative research tends to be of poor standard as there is not define set of criteria for measuring quality due to which it is of uncertain quality (Hammersley, 2007). In this regard, there have been many attempts which have been made to identify criteria for which there are some researchers who have tried to implement the traditional criteria in quantitative research such as reliability and validity to the qualitative research (Hammersley, 2007). Despite of these efforts, there are some who have claimed that the effort to implement criteria to qualitative research can result in inconsistency and confusion as the criteria tend to be incompatible with the main philosophical assumptions in this approach towards enquiry. Hence, criteria should not be regarded in abstract form but as a list of features. This type of list can be modified, subtracted, added or changed because it is applied to the actual practice (Hammersley, 2007). 
Moreover, in terms of the use of interviews in qualitative research, criticism has been present which is as:
It is not scientific in nature as it is based on common sense
It subjective in nature instead of being objective (Kvale, 1994)
Interviews are biased instead of being trustworthy
They are not reliable but tend to be based on the leading questions
Interviews cannot be inter subjective as the different interpreters tend to find different meanings
Interview is person dependent and not a formalized method
It is only explorative instead of being hypothesis testing
It is not valid as it is based on subjective impressions
Does not yield generalizable results as the number of subjects are very few (Kvale, 1994).
Despite of these criticisms, it is important to understand that conducting interviews is important as it enables the researcher to uncover the information which is not accessible through the use different techniques such as observations and questionnaires (Blaxter et al, 2006). In addition to this, interviews can help in developing mutual understanding between the interviewer and interviewee as the questions can be rephrased to ensure that they are understood by the interviewee. As a result, more appropriate data can be gathered. 
Despite of these benefits, it is important to understand that interviews also have weaknesses. According to Hammersley and Gomm, what interviewee will say in the interview will be shaped by the questions which are being asked (2008). In addition to this, the responses will be shaped by the convention related to what is being spoken, the time at which the interview is held and the belief of their responses being approved or disapproved. Furthermore, it is important to understand that the interviewee will be only revealing what they are prepared to about their opinions and events (Alshenqeeti, 2014). Moreover, the responses tend to be subjective in nature due to which they can change with time based on the circumstances. It has also been argued that interviews only are not sufficient to gather data.
Hence, it can be said that though interviewing is an important approach to get insights related to the perception of interviewees, it can be used with other methods such as observation which will allow the researcher to investigate the internal beliefs and external behaviour (Alshenqeeti, 2014). 
Observation is an important qualitative research technique which also has a number of limitations in terms of the possibility that the observer might affect the situation which is being observed in ways which are not known (Patton, 2002). Moreover, the participants and staff might behave in ways which are not typical when they know that they are being observed and the presence of selective perception of the observer can also distort the information. Furthermore, observations tend to be limited by the limited sample of activities which are being observed. Hence, researchers needs to have other sources of data for determining the extent to which the activities which are observed are atypical or typical (Patton, 2002). 
Therefore, both of these approaches can be used together as observations can provide a check related to what is being revealed in the interviews. On the other hand, interviews tend to permit the observer to move beyond the external behaviour which is observed to explore the thoughts and feelings (Patton, 2002). 
Along with these approaches in qualitative research, focus group is another important approach to gather qualitative data (Morgan & Morgan, 1997). The main strength of using focus group is related to its ability to develop concentrated level of data related to the topic to be studies. In addition to this, it is relatively efficient as compared to the individual interviews in terms of gathering equivalent level of data. However, this technique also has disadvantages in terms of the researcher creating and directing the group which makes them less naturalistic as compared to observation (Morgan & Morgan, 1997). 
This shows that each approach in qualitative research has its own strengths and weaknesses which need to be considered while determining the specific type of qualitative research which needs to be used. Moreover, as stated in the analysis of different approaches related to qualitative research, it can be seen that researchers should use a combination of methods in qualitative research which will help in overcoming the weaknesses of one approach with that of the other. This will also help in providing more reliable data which will be gathered from different sources. 

[bookmark: _Toc19400453]Reflective Statement
[bookmark: _Toc19400454]Introduction
At the time of starting research on a study, a major question that one faces is related to the type of research that should be used. This is because when one reviews the literature; one realizes that research related to the topic has been done in a number of ways. Hence, it becomes very difficult to determine which research method should be used (Shields & Twycross, 2003). This had been my case as I have felt that though qualitative and quantitative analysis is based on different approaches but tend to rely on the way information has been gathered and organized. Hence, in this reflective essay, I will focus on reflecting on the process to undertake quantitative and qualitative analysis by highlighting different issues such as the approach which I found easier and any similarities or differences which are present in these approaches. 

[bookmark: _Toc19400455]Qualitative Research
According to Addo and Eboh, qualitative research is an important approach present in scientific inquiry which allows the researchers to be able to explore the experiences of human in social and personal contexts along with gaining an understanding of the various factors which influence such experiences (2014). Moreover, in terms of qualitative research, there are a number of approaches and research tools which are available. Hence, on the basis of the aim and questions in the research and the participants from whom data will be gathered, one can select ethnographic, ground theory or any other approach.  While conducting a qualitative research, I realized that all of these approaches have a number of similarities. However, as a researcher one needs to take important decisions related to the forms of data which will be collected and the way to analyse the data (Gelling, 2014). 
I personally felt that the qualitative research tends to offer research what is not present in the quantitative research. This is because through the understanding of experiences and perceptions on a situation, one is able to actually determine the actual perspective of the researcher related to the study. Moreover, based on my experience on using qualitative research method, I realized that deciding research question is an essential stage present in the designing phase of research because through the use of research question, one is able to narrow down the focus of study. In this regard, Agee stated that though the presence of a good research question might not lead to a good research, the use of question which is poorly constructed will lead to the researcher facing difficulties at every stage in the research (2009). This is one the reasons why I ensured that my research question was formulated properly as the question which is poorly worded tend to lead the research in wrong direction along with wasting the time of researcher and the participants as it will not able to find relevant results for the study. In addition to this, it helps in getting the approval from ethics committees as they require a good fit between the research question, its purpose and the way research will be conducted. 
Furthermore, data collection is also an important element which needs to be considered as different approaches can be used for answering different types of studies. However, I realized during my own experience of making a research proposal that the two most commonly used approaches which are present in qualitative research include focus groups and interviews. I my research proposal, I planned to use  interviews as data collection method as it tends to provide important and value data related to  the knowledge and experience of an individual about the phenomenon which is being studied (Tod, 2010). Moreover, the most important benefit of this data collection method is that they enable the researcher to explore the experiences of participants through various follow-up questions which results in adding more detail to the data and this is only possible in interviews. 
The second common form of data collection is focus group in which participants in the form of small groups discuss as well as share their experiences of the phenomenon which is being studied. I however believe that this data collection method can only be useful it is used to identify important issues which need to be then regarded through interviews (Gelling, 2014). However, research has revealed that they can also be useful after gathering data from interviews to determine the response of findings of data collected through the interviews (Gelling, 2014). 
Another important aspect in research is data analysis for which there are a number of frameworks and approaches which the researcher can use to analyse qualitative data. I however like the data gathered through grounded theory for which there is a need to have constant comparison, coding the data gathered, reduction in the codes, developing different categories based on which patterns are made by linking with the reviewed literature (Gelling, 2014). Moreover, the research needs to demonstrate trustworthiness which can be done through credibility, transferability, dependability and confirmability (Lincoln & Guba, 1985). I think that all of these concepts need to be used to help the readers in understanding the way research was conducted and the extent to which they can have faith on the findings. 
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The quantitative research in the other hand is defined as an approach which is used to quantify the problems through the generation of information or numerical data which can be transformed into statistics which are useful. Hence, it is used for quantifying behaviours, attitudes, categories and other variables which are defined (Wayse, 2011). I think that this approach needs to be used in learning about the differences in one variable as compared to the other as most of the studies which are conducted using quantitative research focus on determining the causes of specific phenomenon. Hence, in most of the cases, relationship is determined between the independent and dependent variables in which the dependent variable is based on the variation taking place in the independent variable (Profetto-McGrath et al, 2010). 
I personally feel that this approach is more challenging as is requires a control on different aspects related to the study to ensure that true relationship present between the dependent and independent variables can be determined. Hence, it is important to implement research control for eliminating the contaminating factors which might result in distorting the relationship present between the variables which are being studied. Moreover, the research control is considered to be an important tool to manage biasness and for enhancing the validity (Profetto-McGrath et al, 2010). 
In order to determine the relationship, I think the most commonly used approach questionnaire or survey but it needs to be a rigorous process which is capable of providing a valid and reliable data (Callara & Callara, 2008). In order to analyse the large amount of data which can be gathered through this approach, different software such as SPSS are used which helps in processing the nominal data into statistics which are descriptive (Callara & Callara, 2008). 
The analysis of both types of research methods along with my own experience related to their use, I have realized that there are a number of similarities and different present between them. Though the above discussion has only highlighted the differences, there are also some similarities. The first in terms of evaluation of the elements which are being studied through the analysis along with being context sensitive (Monsen & Horn, 2007). On the other hand, the differences as can be seen are present in terms of the type of data which is gathered, sample size, techniques for data collection and the way data gathered is analysed. 
Moreover, in terms of preference on the type of research which I will use in my doctoral research, based on the analysis and reflection on both types of research, I have decided to use a mixed method research. This is because through the use of qualitative as well as quantitative research, I will be able to gather reliable and valid data through quantitative research along with ensuring that I am able understand the experiences and knowledge of participants based on the results of the interviews. Hence, the results of the survey will help me to refine my research along with ensuring that I am able to include the personal perspectives of the participants. In addition to this, it will also help in using follow-up questions in the interviews to better understand the results of the interviews. In addition to this, I believe that the use of mixed methods research will help in overcoming the weaknesses of one approach with the strengths of the other. Moreover, it will also make the research findings more reliable and valid. 
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Hence, it can be seen that through this reflection, I have not only been able to analyse my own experiences related to the use of research methods but also determine the differences and similarities between them. Though I personally prefer qualitative research due to its ability to look into the experiences and perceptions of people, I realized that there is no generalizability this research. Hence, I have decided to use mixed method research in my doctoral research. 
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