Identity and Approaches to Applied Business Research

1. Investigate ideas for a viable research proposal. 

As a person who has been through the college entrance examination twice, I still did not do well in the second college entrance examination. I was admitted to a junior college. During the junior college period, I participated in the selection examination again and finally entered the undergraduate study. At the beginning of my postgraduate study in the UK, I first took part in a six-week summer language course. Because I failed to pass the summer language course exam, I attended the language class for three months again.

In the past eight years (from 2012 to 2020, when I took the college entrance examination for the first time to the end of my postgraduate study), I basically spent my time in learning failure and then starting over. Therefore, I have a strong ability to resist pressure and an unyielding spirit. In the face of failure, I no longer have the attitude of fear of failure because I constantly start the challenge again. If I fail, I will try again. I will not give up easily. Because of the ups and downs on my way to study, I have learned the attitude of perseverance and unyielding, which will have a positive impact on my future research. I don't have it anyway because I can't search the data. Or because of a variety of external factors, and I easily give up my own research.

I majored in tourism management in the junior college, Chinese language and literature at the undergraduate level, and Enterprise management in the graduate (6 levels). Because of the large span of my major, I have been involved in every field of knowledge. This will play a good role in the connection of my research direction, and it will not be impossible to connect with each other because there is only a single knowledge reserve. Because of the large span of my major, I can broaden my thinking, flexibly apply knowledge in various fields, and bring more ideas to my research. On the other hand, I have two years of work experience in new media in China, which will also play a good role in my research.

I am from a traditional middle-class family in China. My parents and my grandmother both got college degrees, so they were very strict about my education. They'll want me to be better than them. There is an old saying in China: " Indigo blue is extracted from the indigo plant; however is bluer than the plant it comes from." It means that one generation is better than the last. Therefore, I could not do without the encouragement and support from my family until I reached the stage of my doctoral study. Because of them, I can devote myself to study and research without distractions.

Before more than 10 years of study, I found that my weakest point was my English academic writing ability. In the latter study, I need to strengthen my English grammar ability and flexibly use English thinking, rather than being fixed by Chinese thinking. Due to the difference between Chinese thinking and English thinking, it is easy to cause a deviation in the research report (JIN and HE, 2021).

Another ability that needs to be strengthened in my ability to process information. You can't just see the information. It is to process the theory and knowledge behind the information and turn it into effective content and output it to the public. For example, we learned the methodology of learning about a piece of literature, how researchers have used different methods to approach data in the class.

Most of the references will come from CABS 4 stars and above, and some professional travel magazines will also be included.

Due to my own background, I am very interested in the two fields of culture and social media. So, I collected a lot of reference materials. Through reading a variety of literature, I found that culture belongs to a large category, but it is impossible to establish a relatively small theme. Therefore, after investigation and research, I found that the reflection of the culture in the tourism industry is the direction I really want to study. Therefore, I will research the Cultural Factors in the Tourism Industry in Social Media Marketing.

2020 is going to be a very difficult year because the global tourism industry has been hit hard by the Covid-19. According to UNWTO, international tourism will fall by 70% in 2020. Asia and the Pacific, the first region to be affected by the pandemic, has by far the highest level of travel restrictions, with an 82 per cent reduction in arrivals in the first 10 months of 2020 (UNWTO, 2020). 

Consumption habits have changed dramatically as a result of the Covid-19. Especially in the appearance of smartphones today, the Internet has changed the way people consume (Sheth, J., 2020). 

The emergence of Covid-19 directly affected consumer behaviour. Sheth lists the behaviours that directly affect consumers in Figure 1. Through the analysis of the article, I think that tourism is the third item in this picture (Pent-Up Demand) (Sheth, J., 2020). So how do you address pent-up demand? How to better market tourism in social media? That's what I want to study.
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Social media can influence consumers' purchasing decisions, which can also directly affect brand reputation. (Di Pietro, L. and Pantano, E. 2012). Social media can take many forms, such as Facebook, YouTube, online channels and online comments (Leeflanget al., 2014).

The Internet is both a rich medium and a global influence. The most populous countries are no longer China and India. They are Facebook, YouTube and WhatsApp. Each has more than a billion users. The impact of digital technology, especially social media, on consumer behaviour is enormous and ubiquitous in consumers' daily lives. (Sheth, J., 2020) Therefore, marketing in social media will be applicable to the global scope. Tourism is also a human activity. So, my research topic can be applied to any country that has social media.


2. Evaluate a core theory and its application to several possible lines of investigation

Ontology is a branch of philosophy that is the scientific study of the types and structures of objects, properties, events, processes, and relationships in every field of reality. The term "ontology" is used in a broader sense to refer to the study of possible existence (Luciano Floridi (ed.), 2003). 

Epistemology: epistemology seeks to understand one or another kind of cognitive success (or, correspondingly, cognitive failure) (Matthias Steup & Ram Neta，2020). 

The methodology is "'a contextual framework' for research, a coherent and logical scheme based on views, beliefs, and values, that guides the choices researchers [or other users] make" (Grierson, E., Brearley, L. and Hamm, T., 2009.). 

It can be found from the reference materials that most researchers adopt qualitative and quantitative analysis in their studies on tourism and social media, using the critical realism theory.

Critical realism：

Critical realism is a combination of the general philosophy of science (transcendental realism) and the philosophy of social science (critical naturalism). In particular, it rejects empiricist and positivist forms by seeing science as a method concerned with determining causality. Critical realism insists that science should be based on a clear ontology (Altheide, D. L., and Johnson, J. M.1994).

According to critical realist economists, the central goal of economic theory is to provide the hidden generative structure of explanation. This position combines transcendental realism with the critique of mainstream economics. It argues that mainstream economics: (I) relies too much on deductivist methodology, (ii) has an uncritical enthusiasm for formalism, and (iii) still believes in strong conditional predictions in economics despite repeated failures (Lewis, 2011).

The critical realists hold that the real domain of causal mechanisms is the proper object of economic science, while the positivist view is that reality is exhausted in empirical, that is, empirical reality. Tony Lawson argues that economics should include a "social ontology" to include the root causes of economic phenomena (Gorski, 2013).

Since what I want to study is the marketing of traditional cultural factors in the tourism industry in social media, I have made the following map：
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Since 2000, critical realist philosophy has also been increasingly influential in the field of international relations (IR) theory. In 2011, Patrick Thaddeus Jackson called it "all the rage" in the field (Jackson, 2011). 

In terms of the marketing discipline, an important question for the critical realist is: what are the necessary key relationships that are essential to understanding the marketing phenomenon? Sheth et al. (1988) identified 12 different schools of marketing thought. Any one of them could be selected for critical realist analysis. However, one of them -- the school of communication -- emerged as the most appropriate. It involves a necessary relationship between the buyer and the seller: no buyer, no seller, no market. The relationship is not merely defined or cognate. This is because you are a buyer, and something will follow with a seller involved. The concept of exchange is widely accepted by marketing scholars as to the core of what marketing should be (e.g. Bagozzi, 1975, Bagozzi, 1978, Houston, 1994), providing symmetric simplicity and directly integrating buyers and sellers into its core structure.

The philosophical debate in the social sciences seems to have little to do with most marketing scholars. But every time a study is conducted, researchers make assumptions about how the world is (ontology) and how we perceive the world (epistemology). Although philosophy can never provide definitive answers, it can ask relevant questions and provide some guidance and justification for certain courses of action (Easton, 2002)

The tourism industry is already facing difficulties. Many companies have mastered the challenges of digitization and prospered in a rapidly changing environment. However, the severity of COVID-19's consequences cannot be compared with previous G crises (U G, N. And AKB G, A., 2021). Therefore, we cannot use only one theory to try to understand and develop the market. Critical realism can bring us new thinking.

Social media is many-to-many when it comes to groups. That is to say. Groups are mutual. Such a form will have different effects in different cultures, countries and environments (Poepsel, M., 2021). 

Some of China's traditional cultures are similar to those of some Asian countries. Disputes over the promotion of traditional Chinese culture may provoke some voices from other Asian countries. In the protection and promotion of traditional culture, there will be conflicts whether traditional culture can be well protected after promotion needs to be evaluated in advance.

Availability of data: it can be applied to other areas. The tourism industry is not the only one to promote social media marketing. Today is the Internet age; any industry will be closely related to the interconnection (Haaker, T., Ly, P., Nguyen-Thanh, N. and Nguyen, H., 2020). So, the data can be applied to industries that depend on the Internet for their survival.

My graduate school is University College Birmingham, formerly known as Birmingham School of Hotel and Tourism, which has always been far ahead in the ranking of tourism and hotel majors in the UK. As a result, the school has more information about the tourism and hotel industry. I worked in the international office of the university for one year. The teachers all expressed their willingness to support my research for the doctoral project. I once worked as an intern in the tourism bureau of my hometown for 4 months. Therefore, I some local tourism materials I can use it.

My personal prejudice is mainly that I cannot control the reuse of tourism resources. And the inability to be equal and fair to all in social media. It is easy to have a bad conversation with some more aggressive netizens, which will have a great impact on my research. I will further optimize the research on social media, reduce personal prejudice as much as possible, and achieve fairness and justice.


3.	Identify one possible research theme and a discussion of research methods to achieve stated objectives.

Due to the research content mentioned above, it is possible to cover the following professional fields: tourism, culture, interconnection and marketing. Areas of specialization that are further refined are traditional culture in tourism, social media under the Internet, and marketing.

This study utilizes a combination of qualitative and quantitative method. 

Qualitative research requires researchers to obtain data from first-hand observations, interviews, questionnaires, focus groups, participant observations, recordings in the natural environment, documents, and artefacts. The data is usually non-numeric (Fossey, E., elt. 2002.). Therefore, I will use the questionnaire selectively. It takes a long time for the data to be collected because it is not numerical. Questionnaires may also produce invalid questionnaires because the question maker may choose the same answer or not according to the actual situation. This is something to be aware of. Due to the influence of the Covid-19, the interview will choose the E-mail. E-mail interviews are becoming commonplace in qualitative research and are considered the most appropriate for current investigations in the current general situation of social alienation. With this method of data collection, interview questions can be pasted into e-mails, or individual documents can be appended to e-mails (Burns, 2010). Compared to telephone or face to face interviews, e-mail interviews are also claimed to be cost-effective and to obtain more in-depth information from the visitor (Ratislavova and Ratislav, 2014；Kaushal, V. and Srivastava, S., 2020).

According to data, in qualitative studies of the tourism and hospitality industry, the sample size is considered to range from 14 interviews (Phelan, 2015) to more than 30 interviews (Yap and Ineson, 2009). For the current study, 42 people were invited to participate at the start. Of all participants, 15 were accepted to participate, resulting in a response rate of 35.7% (Kaushal, V. and Srivastava, S., 2020). It can be seen from the data that the number of participants in the interview can be guaranteed, but a large part of the data will be lost in the final confirmation. Therefore, after identifying the participant, continuous follow-up is needed to ensure that he can complete the final study. However, such a method is too much of a waste of researchers' time, and visitors' emotions may be irritated, resulting in inaccurate data.

In the E-mail interview, it is easy to meet the problem of information transcoding. It is possible for data to be lost during transmission or when information is stored (Ratislavova and Ratislav, 2014). Data is easy to lose, is the Internet gives people a sense of insecurity. Therefore, in order to effectively avoid possible problems, the interview content will be sent to multiple social software of interviewees to ensure the security of data.

Quantitative is the systematic empirical investigation of social phenomena by means of statistical, mathematical or computational techniques. The most important process in quantitative research is the process of measurement because this process fundamentally links the "empirical observation" and the "mathematical representation" of phenomena. Quantitative research methods generally go through four stages: data acquisition, data pre-scoring, data analysis and analysis report (Roger, 2015). 

One advantage of combining business competitiveness research with tourism research is that the methodological approaches found in the tourism literature help to address many of the deficiencies in the competitiveness literature. Using a large sample survey, rather than a limited number of interviews (such as the one used in Porter in 1990), this method has all the inherent difficulties and is an improvement. Second, most research on competitiveness seems to assess the competitiveness of a particular industry by generating lists of pros and cons and lists of advantages and disadvantages against a range of criteria, without any means of prioritizing these criteria (Enright and Newton, 2004).

The data in quantitative analysis cannot be ignored, and it can let us see some facts through the data. The interview in the qualitative analysis allows us to better understand the essence of the matter. Both methods have their own advantages and disadvantages, but their advantages can solve some problems well. Therefore, in later research, some problems should be avoided. Try to reduce the error of the data to ensure the validity and reliability of the data.
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