Identity and Approaches to Applied Business Research

1. Investigate ideas for a viable research proposal. 

Background 
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 cannot 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 ten 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 cannot 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.

Due to my background, I am very interested in the two fields of cultural and creative products and social media. So, I collected a lot of reference materials. Through reading various literature, I found that cultural and creative products are based on the tourism industry. Therefore, I will study the marketing of cultural and creative products of tourist destinations in social media.

Research 
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, have the highest level of travel restrictions by far, with an 82 per cent reduction in arrivals in the first ten 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 is 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

Core theory 
I will choose the Theory of Planned Behaviour (TPB) to study the influence of Electronic-WOM (EWOM) on cultural and creative products in tourist destinations. In addition, efforts will be made to determine the impact of cultural and creative products on the use of EWOM and TPB structures. Ajzen's (1991) Theory of Planned Behavior (TPB) has become one of the powerful tools for testing consumer behavioural intentions (Ajzen, 2001).

The concept of planned behaviour theory has three key variables：
1, Normative beliefs and subjective norms
2, Control beliefs and perceived behavioural control
3, Behavioral intention and behaviour
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Attitude
Senders' emotions indirectly influence recipients' attitudes towards the brand or company through word-of-mouth(Soderlund and Rosengren, 2007). The positive emotions of the sender can lead to people's favourable feelings towards transmitted products more than negative emotions (Ying and Chung, 2007). Therefore, it can be found that word of mouth has a significant impact on the attitude of customers. The reputation of products has critical feedback to the company (Samiei, 2012).

Subjective norm
The social impact of subjective norms is an important determinant of user intent (Venkatesh et al., 2003). The construction of subjective norm is generated by word of mouth (Schepers and Wetzels,2007). Subjective norms significantly affect users' trust in the company (Li et al., 2008). In addition, in the study of Chinese consumers, it is found that word of mouth has a positive impact on the subjective norm of the recipient (Guoqing et al.2009). Therefore, word of mouth has a significant impact on the subjective norm, and the subjective norm has a significant impact on tourism intention (Samiei, 2012).

Perceived behavioural control
In terms of destination selection, perceived behavioural control involves tourists' satisfaction with the destination and their desire to go to the destination and their confidence in their ability to reach the destination. Perceived behavioural control has been shown to be the intention to travel (Martin et al., 2011). 

Behaviour 
The research examines online consumer reviews that influence consumer behaviour (Chatterjee, 2001; Chen and Xie, 2008). For example, people make purchase decisions based on information about other consumers on the Internet (Godes and Mayzlin, 2004). Therefore, it is crucial to understand how much consumers value EOM and why consumers search for advice from virtual opinion platforms when making purchase decisions (Samiei, 2012).

Map
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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The theory of planned behaviour strengths and limitations

Strengths
1. Without sufficient awareness of the individual's behaviour, the intention of the individual's behaviour is not the only determinant of the behaviour. Therefore, by adding "perceived behavioural control", planned behaviour theory can explain the relationship between behavioural intention and actual behaviour (Ajzen, 2020).

2. Both the theory of planned behaviour and the theory of rational action can take "social norms" as an essential variable to explain individual behaviour in society (Wayne, 2019).

Limitations
Some scholars believe that the theory of planned behaviour is based on cognitive processing. They argue that the theory ignores a person's needs before he or she engages in action and that these needs, no matter how they are expressed, influence the final behaviour (Wayne, 2019).

A person's emotions when making a decision are ignored. Emotions can influence beliefs and other constructs (Wayne, 2019).

Environments
The tourism industry is already facing difficulties. Many companies have mastered the challenges of digitisation and prospered in a rapidly changing environment. However, the severity of COVID-19's consequences cannot be compared with previous crises (U G, N. And AKB G, A., 2021). 

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.

Support 
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 four 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 optimise 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 specialisation that are further refined are traditional culture in tourism, social media under the Internet, and marketing.

Through the analysis and research of the references above, I decide to choose qualitative analysis as the method of my research.

Qualitative research is an inductive view of the relationship between theory and research, whereby the former is generated out of the latter (Christopher S. and Carrie M., 2018). Qualitative research requires researchers to obtain data from first-hand observations. For example, interviews, focus groups and participant observations. The data is usually non-numeric (Fossey, E., elt. 2002.).

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 FTF, the synchronous communication of time and place can give visitors the opportunity to create a good interview atmosphere (Opdenakker 2006).
4. The amount of data is not very large, so the work of data collection should be reduced.
5.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; Skype)
Advantage
1. Interviewers have more flexible time to interview interviewees (Coomber, 1997).
2. By providing a degree of anonymity, research subjects can be protected (GERGEN et al., 1973). In one study, it was found that those who talked in the dark revealed more intimate information about themselves than those who saw each other in the light (Archer, 1980).
3. More participants' ideas can be obtained (Joinson, 2001). When the research topic asked respondents to provide information about things like attitudes, instant messaging, interviewees were more likely to give a rich and socially unpopular answer. According to Spears and Lea (1994), "Under the cloak of anonymity, users can express their true feelings and thoughts".
4. It saves the travel cost and time of the interviewer because the interviewer does not have to go to the location of the interviewee in person (Markham, 2004).
5. 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.Instant messaging relies on the Internet and is an instant messaging tool used by both interviewees and interviewers (Opdenakker 2006).
2. Lack of additional information available, such as tone of voice, body movements, and facial expressions.

According to the data, in qualitative studies of the tourism and hospitality industry, sample sizes ranged from 14 interviews (Phelan, 2015) to over 30 interviews (Yap and Ineson, 2009). In the current study, 42 people were invited to participate at the start. Of all participants, 15 were accepted for participation, 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 the subject is identified, continuous follow-up is required to ensure that he is able to complete the final study. However, such methods waste researchers' time, and visitors' emotions may be irritated, leading to inaccurate data.

Due to the influence of COVID-19, instant messaging tools are widely used. This method of data collection can be used to paste interview questions into instant messaging tools or to attach personal documents to messaging tools (Burns, 2010). Compared to telephone or face to face interviews, instant communication interviews are considered to be cost-effective and to obtain more in-depth information from the visitors (Ratislavova and Ratislav, 2014; Kaushal, V. and Srivastava, S., 2020). However, in this way, it is effortless to encounter data being lost during transmission or storage (Ratislavova and Ratislav, 2014). Therefore, in order to effectively avoid possible problems, the interview content will be sent to the interviewees' multiple instant messaging tools to ensure the security of data transmission.

Since I choose to conduct research on social media, I will choose YouTube, Twitter, Weibo, Xiaohongshu, four social platform software for data collection and analysis. What these platforms have in common is a large number of users and the strong interaction between the posters and the commenters. This is very helpful for the study of consumer groups. I also post volunteer essays on certain topics to help me get better data.

In the above data collection, the following risks may be involved:
1. As the research is about the inevitable talks about marketing and the economic situation of consumers. It is privacy for some people, and whether the interviewees are willing to make it public needs to solicit opinions.
2. The anonymity of interviewees. Due to economic privacy, interviewees may be reluctant to disclose their backgrounds. This will have a relatively large impact on data collection (Benjamin, Jenny, and Celia, 2015).
3. Data permission of some social platforms (DMA, 2019). Xiaohongshu platform has a weekly data report for each creator, which is difficult to have on other platforms. Therefore, there needs to be a better way to deal with this kind of data licensing.
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