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Preface 

This study guide constitutes a concise guide aimed to assist you, a higher-
level undergraduate student who has little or no previous research experience. 
It forms an outline of a course in qualitative research methods in consumer 
psychology. The text is practical rather than theoretical. The qualitative (non-
numerical) research methodologies that we, the authors, present comprise 
what we believe to be a representative set of methods that may be used to 
investigate consumer behaviour in a qualitative manner. Moreover, to famil-
iarize you with the structure of a scientific report and assist you with making 
sense of the complexities of research articles as well as the practical writing 
and presenting of your own investigations, we offer specific details about 
how to construct, write, and present a research study. 

The study guide emphasises the benefits of working together in teams, 
not only to facilitate cooperation, but also to encourage insight amongst stu-
dents of varied skills when addressing applied consumer investigative ques-
tions. Although teamwork will often be mentioned in the text, you will be 
able to undertake all procedures as an individual investigator.  

As a unique addition to this discussion of research methods, we have in-
troduced a model of a course which can be assessed through a group project 
that runs throughout an entire semester and involves students carrying-out the 
approaches to consumer behaviour research that are discussed in the guide. In 
addition to details of the group project, individual assignments and other 
integrated tasks are also presented. The group research project, central to the 
course, incorporates a series of individual research activities and involves 
designing, conducting, and analysing a qualitative and ethnographic study of 
a product or service within the context of a college setting. 

This guide, then, provides you with an introduction to 10 approaches to 
qualitative consumer psychology research. When the material in this text is 
incorporated with the sample course model, students will not only experi-
ence, but also be able to demonstrate an in-depth knowledge of qualitative 
methods applicable to consumer psychology. All course and writing guide-
lines are open to modification, as each instructor will have his or her own 
unique perspective on the presentation of the materials. It is important, how-
ever, that you realize books do not provide an alternative to attending lectures 
nor to participating in research procedures as an individual or active member 
of a research team. In this guide, we help you build a bridge between theory 
and practice of consumer research: We assist you in devising a “sample” 
research project, i.e. a mental model for an actual research project about a 
product or service that you can either choose to actually realize as part of a 
course, or to just help you think through the research approaches we present 
here. 
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Synopsis of Chapters 

In section one of this study guide, Planning the Research Project, there are 
three chapters that offer information about the nature of qualitative consumer 
research and how you might plan your own research investigations. In chap-
ter one, definitions of qualitative consumer research and consumer ethnogra-
phy are suggested. In the second chapter the mapping sentence is introduced 
as a tool that you may use to manage your consumer research project and to 
design the framework for writing-up your research report and final presenta-
tion. In chapter three, a brief account of the development of ethical practice 
associated with research that employs human subjects is offered. Great em-
phasis is placed upon the need to act ethically in all research situations. 

In section two, Approaches to Qualitative Research Methods in Con-
sumer Psychological Research, you will be introduced to research proce-
dures. The chapters in this section are as follows: Chapter four – Projective 
Techniques; Chapter five – Focus Groups; Chapter six – In-Depth Inter-
views; Chapter seven – Ethnography; Chapter eight – Netnography; Chapter 
nine – Artefact Research; Chapter ten – Archival Research; Chapter eleven – 
Journals and Diaries; and Chapter twelve – Autoethnography. In this section 
each of these qualitative research approaches are described with each chapter 
following a similar structure: first details of a specific technique are given; 
then a reply to the query, “What Questions Does This Technique Answer?” is 
provided. Next an understanding of the Limitations of the Approach (Practi-
cal Limitations, Cost Limitations and Bias Limitations) is offered for each 
method. Each of these chapters contains a “Now You” section that provides 
you with some food for thought about the respective methods and thus helps 
you familiarize yourself with the idea of this approach. Finally, a comprehen-
sive list of Further Reading is included at the end of each of these chapters in 
order to invite you, as an interested student or course designer, to expand 
your exploration of the many perspectives of qualitative research.  

In section three, Practical Procedures, details are provided as to how you, 
as an individual researcher or as a member of a research team, might under-
take each of the procedures listed in section two. Each research approach will 
be considered in the order in which it was presented in section two and each 
chapter will be structured to answer the typical questions you will have to 
consider while conducting the research. Next, we provide you with the in-
formation as to what you will have to do in preparation for undertaking the 
procedure. There follows a series of passages in which information is given 
about: the research location (where we suggest you undertake the procedure); 
the materials that are necessary to conduct the research; the participants; a 
full review of the research procedure; an outline of the type of results that 
might be expected to arise; and finally, specific analyses that are appropriate 
for each of the procedures.  
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In section 4, we furnish an explicit account of how to analyse the data 
from a research project and how to write up your own investigation.  

In the appendices full details are given of a prototypic course of study in 
qualitative consumer research, including particulars of the schedule students 
might be expected to undergo during this type of study. Also included in the 
appendices is a list of the chapters from Qualitative Methods in Consumer 
Psychology: Ethnography and Culture (Paul Hackett (2015), London: 
Routledge), which provides in-depth information on each methodology 
described in this work.  

The study guide is a comprehensive text that is designed to enhance your 
understanding of qualitative methods if you are a student, as well as assisting 
you with the development of creative courses in consumer research, if you 
are a teacher or curriculum designer.  
 





 

Section 1 – Planning the Research Project 
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Chapter 1. What are Qualitative Research Methods in 
Qualitative Consumer Psychological Research? 

This study guide places emphasis upon qualitative consumer psychological 
research approaches and procedures including ethnographic and cultural 
analyses. Consumer psychology may be defined as the application of psy-
chological principles and knowledge to understand consumers (this includes 
clients, users, buyers, customers, et cetera) in terms of their attitudes, beliefs, 
values, memories, etc., and how these are intertwined with and reciprocally 
influence their commercially related behaviours. Within the context of this 
book the adoption of psychological approaches implies that the researcher 
will attempt to maintain an analytical perspective and will keep exemplary 
documentation when conducting consumer behaviour research. Qualitative 
research in consumer psychology typically gathers non-number-based and 
non-statistical information about consumers and concerns itself with data 
collected from narrative types of sources. Consumer ethnography is the ap-
plication of research approaches, which attempt to develop understanding of 
consumers’ cultural behaviours and experiences.  

Ethnography may itself be briefly defined as a form of research that in-
volves gathering data from, and developing understanding about, people 
through involvement with those people, and in a variety of ways, assembling 
rich information about their lives. Furthermore, ethnography is almost exclu-
sively concerned with the collection of in-depth, verbal and observational 
information, which is heavily reliant upon personal accounts and narratives 
rather than numerical information. On its most traditional definition, ethnog-
raphy involves the trained researcher (usually an anthropologist) in becoming 
an active member, or participant observer, of a culture for a period of a year 
or so. Because of the cost of conducting research over such a protracted time 
period and the competitive urgency of consumer research, the length of con-
sumer ethnographic research projects have been truncated and participant 
observation has been supplemented with a variety of other qualitative re-
search approaches. 

Cultural analysis is the investigation of the influence of cultures and sub-
cultures on consumers. Different methodologies will be suggested to encour-
age understanding of various aspects of the impact of culture on individuals 
and social groups in terms of decision-making and marketing communication 
campaigns. 

The approaches to undertaking research that are presented in this text are 
selected from those that are typically found in marketing and allied fields 
which employ what are usually termed qualitative, ethnographic, and cultural 
perspectives. This book creates a template for an applied course. We encour-
age you, our readers, to choose a sample research project to conduct, with 
which you may tentatively employ most of the qualitative procedures cov-
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ered in this guide. Even though learning works best through practice, we 
understand that not all readers have the time and resources to actually con-
duct this type of research project. However, we recommend that you actively 
think through the approaches presented here with respect to your chosen 
sample project in a way as if you wanted to actually realize a study. To this 
end, think about a product or service that you are interested in, i.e. about 
which you would want to learn more from the perspective of a researcher 
who looks at consumers’ responses to that product or service. The object of 
research can be anything from the veggie meal in the cafeteria to a new sports 
car or a special cut-and-go offer of a local coiffeur. In this text, we will stress 
the practical considerations that need to be scrutinized when designing and 
conducting qualitative marketing research. You will get the most out of the 
study guide when you apply these considerations to your sample project. We 
will support this semi-applied learning process with detailed suggestions 
throughout the text. 

The Research Cycle  

The authors place significance upon the notion that research takes a cyclical 
approach to asking questions and finding answers. Figure 1 below illustrates 
the circular nature of the research process: 

 

Figure 1. Research Cycle 
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When attempting to understand the diagram above, the reader enters the 
cyclic process at the ‘questions, issues, problems’ stage at the top of the dia-
gram. Here the researcher decides which questions, issues or problems are of 
concern to his or her research. During this phase in the project the researcher 
essentially makes concrete his or her questions and delimits the scope of the 
research to be conducted.  

The researcher then follows the path of the arrows to the right and down 
to the next stage in the research cycle. Here the researcher seeks and then 
evaluates background information about the product or service of interest. 
The researcher investigates other studies that have been undertaken into sim-
ilar services or products or any other information that exists that can usefully 
be used to inform the design and analysis of the current research project. This 
stage should start by looking widely and gathering a comprehensive range of 
information, which should then be sorted through until only the most perti-
nent information remains.  

Stage three of the research cycle is another process involving the 
searching for and evaluation of research possibilities. However, at this stage 
the researcher is not looking for background information about the product or 
service but asking questions about what will be the most appropriate research 
approaches to use. The answer to these inquiries will come from the personal 
experiences and training of the researcher(s) and also from similar research 
that has been published in the literature. 

Having made the decisions that are inherent in the first three stages of the 
research cycle, the researcher actually gathers data in stage 4. It is important 
to stress that each of the stages in the research cycle, and especially during 
the data gathering stage, are not as simple as the book seems to indicate. 
Some of the intricacies involved in actually progressing through the research 
cycle will be considered later in the text. In stage 5 the data that has been 
gathered is now analysed appropriately. This action leads to stage 6 in which 
answers are provided to the questions that were initially stated in stage 1.  

In figure 1, stage 6 is represented through the verbal description “partial 
answers.” Unless the research topic and its questions are exceptionally simple, 
the answers produced in stage 6 will inevitably be partial and new questions 
will also arise from the research. Thus, with the partial answers in mind, along 
with the new questions suggested by the research, the researcher re-enters, or 
another researcher enters, the research cycle at stage 1 with a modified ques-
tion(s). From this point the researcher again progresses around the research 
cycle and with each cycle the research becomes fuller and more useable. 

The Research Project: Five Practical Considerations 

Now, it is time for you to think about a (sample) research project – either a 
project that you will actually conduct as part of a course in qualitative con-
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sumer research, or a sample project that will be your mental template to think 
through the research procedures presented here. Begin by thinking about a 
product or service that is interesting to you. What would you want to learn 
more about in terms of consumers’ reactions to, interactions with, or usage of 
your product or service? How could consumers’ relationships be improved 
with your product, etc.? From this first idea you will develop, step-by-step, 
your research plan, i.e. a road map for entering and then completing the re-
search circle presented in figure 1. 

At the early stages of a research project it is important to ask questions 
about the feasibility of your proposed research plan. Therefore, in an attempt 
to weigh the practical and sensible possibilities of any research project you 
should ask the five questions shown in figure 2. These are simple and realis-
tic questions that may be easily overlooked when you are excited about a 
potential research topic that you would like to investigate. However, without 
asking these questions you may take on a research project that you will have 
difficulty completing. The five questions are given in figure 2 and they cul-
minate in the general question that the researcher or research team should 
carefully consider: ‘Can I (we) do this research project’?  

 

Figure 2. Practical Research Considerations 

The Three Essential Aspects of Useful Research 

Thus far we have considered the cyclic nature of undertaking a research pro-
ject and assessing the feasibilities of conducting a research project. However, 
other questions must be asked about whether the findings of a research pro-
ject are likely to be of practical use. In this study guide we claim that for a 
research project to yield useful information it must meet the three criteria of 
being: ethical, valid (trustworthy) and reliable (see figure 3).  
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Figure 3. Three Components of Useful Research  

Ethicality 

There are many aspects of ethics within marketing research and many of 
these will be considered in this text. However, in summary, research ethics 
can be seen to include: the minimization of harm to participants; the equita-
ble distribution of risk and benefits between participants and research spon-
sors associated with the research; the use of the best, least costly, least poten-
tially dangerous research approach possible; the conservation of researcher 
integrity and honesty; the obtainment of informed written consent from par-
ticipants; the preservation of participant anonymity/confidentiality; and al-
ways respecting participants as well as informing and allowing participant 
withdrawal at any time at no cost to them.  

When working within institutions (especially schools, universities, and 
colleges) research generally needs to be presented to an Institutional Review 
Board (IRB) for approval before it is commenced. The IRB evaluates the 
ethical nature of the proposed study and makes a judgment as to whether the 
project shows due respect to those involved, is financially and temporally 
feasible and to be conducted by persons with appropriate qualifications. The 
Board also ensures that the investigator provides suitable consent forms for 
the specific project. Sometimes the research is exempt from the IRB’s ex-
amination, i.e., such as when human subjects are to be drawn from students 
participating in a research methods class. Yet more likely than not, research-
ers working under college authority must obtain informed written consent 
from all human subjects who participate in their studies. Ethical considera-
tions are interspersed throughout the Study Guide and are discussed in 
greater depth in chapter 3. 
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In order for students to better understand the ethical requirements of 
conducting research with human subjects, we suggest that a course include an 
institutional review board application as part of the student research project. 
Students in the US may also be asked to complete a short NIH (National 
Institutes of Health) approved online course in ethical competence.  

Validity/trustworthiness 

When speaking about the validity of any qualitative research, including qual-
itative consumer psychology research, we are considering the extent to which 
the research is producing correct, trustworthy and valuable answers. There 
are different forms of validity that might be considered, but specifically, a 
research project is seen to be valid if it is talking about the phenomena it is 
claiming to be talking about. Establishing validity and trustworthiness in a 
research project is an attempt to reduce bias in the results of qualitative re-
search. 

Reliability 

Reliability also attempts to reduce bias in qualitative research and is con-
cerned with the ability of your research to produce roughly similar results if 
the context in which the data is gathered and the procedures used in the re-
search, etc., remain constant. Various types of research reliability ought to be 
considered in any introduction to qualitative research methods. 

Three Components of Useful Research 

In all cases, whatever type of research you undertake or approach you 
choose, there are three essential questions that you must ask yourself when 
attempting to establish the quality, strengths and limitations of the research 
you are viewing or when you are designing a research project:  

1/ How ethical is this research?  
2/ How valid or trustworthy is this research?  
3/ How reliable is this research?  

Take some time to think through what ethicality, validity and reliability 
might mean with regard to your speculative or actual research project. Who 
might be harmed or embarrassed by the research? How can you make sure 
your research actually addresses the concepts in which you are interested? 
What could be obstacles in reproducing the results of your research? The 
details we provide on the questions of ethicality, validity and reliability in 
further chapters will help you to hone your sample research plan.  
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Research Methods, Philosophies and Approaches 

There are many methods for conducting qualitative research within the con-
text of consumer psychology. This guide introduces several of these as well 
as a variety of different theoretical perspectives, research designs, and ways 
to analyse data that come out of a research project. Some of these possible 
choices are listed in figure 4: 

 

Figure 4. Research Methods: Approaches and Perspectives 

Looking at figure 4 you can see that choices exist at all stages of conducting 
a qualitative consumer research project. For example, a specific theoretical 
perspective underpins each of the possible qualitative research methods that 
may be adopted. Figure 4 demonstrates that these theoretical perspectives 
may include, but are not limited to: pragmatic; interpretive/social construc-
tivist; advocacy/participatory. The adoption of a theoretical perspective will 
heavily influence the ways in which you will conduct research, the types of 
data you will consider to be most useful, and the ways in which you will 
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gather and analyse your data. What figure 4 demonstrates is that there are 
many choices (those shown in figure 4 are but a few from many more possi-
bilities) that a researcher may make at all stages of research inquiry and that 
choices made at one stage will have an influence at other stages and upon the 
overall project.  

  5 - data analysis, interpretation and   

        result presentation

  6 - consider further research

 1 - research definition 

 2 - research objectives 

3 - research design 

4 - data gathering 

 

Figure 5. The Research Process 

The diagram above provides a framework to guide you through the research 
process in a clear and unambiguous manner and supplies a template for the 
effective writing-up of a research project. Table 1 below demonstrates the 
correspondence between the research cycle and the research process. 
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Table 1 Research Cycle and Components of the Research Process 

Stage  Research cycle Components of research process 

Phase 

1 Questions/issues/problems Define research goal 

2 Review literature/previous research Define research objectives given what 

is already known 

3 Possible approaches to interrogate 

questions 

Compose design: Define and explain 

methodology 

4 Data collection Gather data 

5 Data analysis Analyse data and interpret results 

6 Partial answers Discuss in which way results answer 

questions and if further research is 

needed 

Earlier a cyclic structure for the research process (see figure 1) was intro-
duced. The research cycle represents how research progresses in the real 
world. However, when actively planning and writing a research paper it may 
be more useful to think of this cyclic nature of research as also being a linear 
procedure: the true cyclic aspect of the research process may then be consid-
ered after the results of the research have been documented. By thinking of 
the research write-up as a linear activity, you may have an easier time staying 
focused upon the actual findings of the current research. Later in preparing 
the research report, i.e. after the full account of the present research has been 
made, you will need to consider alterations and improvements to the proce-
dure. Having made changes you may then return to the first research step and 
enter into another round of the research cycle with further projects.  
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Chapter 2. Using a Mapping Sentence to Manage a 
Consumer Research Project 

Introduction 

In this chapter the importance of organizing your research project is stressed. 
A clear and explicit structure will help you achieve you research aims in a 
timely fashion. A straightforward plan will also enable you to unambiguously 
investigate the key aspects of your research and to better integrate the find-
ings from numerous research techniques: We suggest using a project-man-
agement mapping sentence1 to help you build such a structure. 

A project-management mapping sentence provides a definitional system 
to organize the content of an investigation in a manner that assists you to 
better understand the complex inter-relations of data. The mapping sentence 
specifies who or what will be investigated, the types of data that will be gath-
ered, and the research approaches to be used. Together, these elements form 
the management plan and a template for data analysis.  

How does a mapping sentence assist with research? 

Many aspects of the ethnographic research project must be kept in mind 
when attempting to understand and conduct qualitative consumer investiga-
tions. For example, the research questions in a project originate from experi-
ence or literature as do hypotheses, or informed conjectures. These questions 
and hypotheses, along with the literature you view, may significantly influ-
ence the answers your study produces. For example, your questions and hy-
potheses will effect: 

1/ The types of data gathered to answer these enquiries 
2/ How the data is analysed 
3/ The types of answers produced by the research 
4/ The inferences that may be made based upon your findings 

Therefore, clearly understanding the questions that are being asked in each 
component of your research project is of great importance. The mapping 
sentence will help you to design questions and all other aspects of the re-
search project.  

Research planning is a vital and often ignored aspect of behavioural re-
search. Indeed, the first author has attended research classes over many 

                                                           
1  The mapping sentence is a tool from the general approach to social research known as facet 

theory, which will be briefly mentioned as necessary.  
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years in a variety of disciplines at all levels of tertiary education but is 
unable to recall attending a class that addressed research planning or re-
search program management. Qualitative research often produces copious 
amounts of data of a wide variety of types (from visual images to narrative 
texts). Because of the different techniques that may be used to analyse 
these disparate data forms, the project may become large, convoluted, and 
in other ways messy. Therefore planning and careful management is needed 
in order to: 

1/ Attain research goals 
2/ Remain clearly focused upon the research questions 
3/ Stay within time schedules 
4/ Manage multiple researchers in a research team 
5/ Coordinate the timing of the different research approaches or sub-

projects that may be used in your study 

Within all of these intricate components research projects need purposeful 
management. The mapping sentence is the major research tool used in re-
search within the rubric of facet theory. Facet theory is an approach to 
social research that looks for meaning in the concepts being studied. This 
process or meta-theory (theory about a theory) was conceived in the middle 
of the last century by Louis Guttman and has been used by social scientists 
to investigate complex social behaviour within many contexts. The map-
ping sentence provides a structure within which a research domain, and the 
data that is gathered to investigate this domain, can be understood. Struc-
ture in facet theory research refers to the formal arrangement within a map-
ping sentence of research questions, respondents, background features of 
the research, research variables along with hypotheses for the inclusion of 
these components. 

What is a mapping sentence? 

In greater detail, a mapping sentence that is used to manage a research project 
is made up of three types or categories of information (these categories are 
called facets). The three types of facet are the background facet, the content 
facet, and the range facet. We will now consider each of these facets.  

Within the mapping sentence background facets specify details of the 
events, people, or objects to be classified and/or investigated in the research 
project. Background facets may also be segments of the user population who 
you believe to be important in understanding how customers relate to your 
product (e.g., segments of: age; gender; owner or non-owner of the product). 

Content facets specify how a research domain will be investigated in the 
project. Content facets identify the specific research techniques that you will 
be using (focus group, in-depth interview, netnography, etc.). If you have a 
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research project with one research approach (say, just an IDI), then there will 
be a single content facet in the mapping sentence. More complex designs will 
have a greater number of content facets. Each of these facets will have a 
series of appropriate elements that list the format of data that each technique 
is designed to yield (e.g., IDI: deep and reflective emotional reactions – 
thoughts – and reports about behaviours; Netnography: typical and unusual 
reactions to a product within an online forum, etc.). 

The range facet2 specifies the overall orientation of the research project 
(e.g., overall customer satisfaction)3. 

Thus to recap, when a mapping sentence is used as a research manage-
ment technique, it becomes a formal statement of the procedures that will be 
undertaken to examine the research project’s question(s). Each procedure is 
stated as a content facet in the mapping sentence. For each of these types of 
procedural facets, the expected form of information that will be yielded 
through using this procedure is stated in terms of a content facet’s elements. 
Each of these content facets are linked to each other using connecting words 
to form a sentence with a structure that approximates normal prose. The sen-
tence suggests the expected inter-relationship between the content facets 
within the context of the specific research project.  

In figure 6 below we provide an example of a project-management map-
ping sentence that is used to design and oversee a study investigating con-
sumers’ satisfaction with modifications to the design of an automobile. Prior 
to the specification of the content facets in a mapping sentence, background 
facets are usually stated to provide the context to the mapping sentence. 
Background facets are the characteristic of the respondents in a study or 
aspects of the research situation that the researcher believes to be related to 
consumers’ attitudes and behaviours towards the product of interest. For 
example, in a study to assess users reactions to modifications in the design of 
an automobile, background facets may include: gender; whether the partici-
pant is an owner of this model of car or not; whether the participant was 
sitting in the car or in their own homes when they were completing the ques-
tionnaire; etc.  

                                                           
2  The range facet is usually but not always present in a project-management-mapping 

sentence. 
3  The above listed facets are abstract at present but we will later bring sense to these terms 

with some appropriate examples.  
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   gender      ownership 
Person (x) being:  (male     )      who previously has:  (owned       ) 

   (female  )     (not owned) 

 
                IDI  
the model of automobile being investigated, revealed his/her deep: (emotions   )    

         (thoughts    ) 

         (behaviours) 

 

              FGI 
during IDIs in relation to the automobile, and offered: (innovations)     during  

        (warnings    ) 

        (beliefs        ) 

 
focus group interviews, and demonstrated her/his interactions with the automobile to be: 

 

ethnography 
(typical       ) observed forms of behaviour, that suggests that she/he is:   

(unusual     ) 

(emergency) 
 

         range 
(highly satisfied     ) with the overall design changes to the automobile. 

( to                )  

(highly dissatisfied) 

 

Figure 6. Mapping Sentence for Customer Satisfaction with Automobile Design4 

In the above example, the elements of the gender facet can either be male or 
female whilst the ownership facet can be either a previous owner or not a 
previous owner of the automobile model being investigated (other elements 
are of course possible for each of these facets but for the sake of this example 
the suggested elements will suffice). Furthermore, there could have been a 
greater or fewer number of background facets. Indeed there could have been 
none at all if no background characteristics of respondents, products, ser-
vices, location of the research, etc., were thought to meaningfully impact 
upon the outcome of the overall research project. 

Reading the mapping sentence from left to right as you would an ordi-
nary sentence, you encounter the content facets after the background facets. 
In this sentence the content facets specified are: In-Depth Interview (IDI); 
Focus Group Interview (FGI); Ethnography. A greater or smaller number of 

                                                           
4  IDI = In Depth Interview, FGI = Focus Group Interview 
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research procedures may be incorporated; as content facets within a project 
planning mapping sentence are dependent upon the number of procedures 
used in the research project. Each of the content facets has their respective 
elements specified. The elements state the type of information that is ex-
pected to arise from the procedure. For example, IDIs are expected to pro-
duce responses that may be discretely identified as being about respondents: 
deep thoughts; feelings; or actions towards or about the automobile. The 
focus group interview has elements that again are relatively discrete but in 
this procedure they are expected to have a content that may be typified as 
innovatory statements, the providing of warnings or belief related comments. 
Finally, the Ethnography facet has two discrete elements that categorise ob-
served behaviours that are related to automobiles as being either: typical 
behaviours or unusual behaviours.  

After choosing the content facets in a mapping sentence, an expected 
range for the overall project is stated. The range in a project planning map-
ping sentence consists of the overall consumer reaction or behaviour that the 
entirety of your research project is attempting to assess. For example, the 
overall aim of the above research project is to assess users’ satisfaction with 
modifications to an automobile’s design and the range facet for this research 
project would range from highly satisfied to highly dissatisfied. The elements 
in this range facet are continuous and demonstrate how a person may occupy 
a subtly differentiated position from being highly satisfied to highly dissatis-
fied with the automobile’s design.  

This mapping sentence, as with all mapping sentences, is viewed as if it 
were a normal sentence of prose with a single facet element from each of the 
content facets being included each time the mapping sentence is read. The 
sentence will be read through several times and each reading will incorporate 
different facet element combinations. For example, one reading may be:  

Person (x) being: female who previously has not owned the model of 
automobile being investigated, revealed her deep emotions during IDIs in 
relation to the automobile, offered beliefs during focus group interviews, and 
demonstrated her interactions with the automobile to be unusual observed 
forms of behaviour, all of which suggest the participant to be dissatisfied 
with the overall design changes to the automobile. 

Another reading of the mapping sentence with different elements chosen 
from each facet may be: 

Person (x) being: male who previously has owned the model of automo-
bile being investigated revealed his deep thoughts during IDIs in relation to 
the automobile, offered warnings during focus group interviews and demon-
strated his interactions with the automobile to be typical observed forms of 
behaviour, all of which suggest the participant to be very satisfied with the 
overall design changes to the automobile. 
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Try to devise such a mapping sentence that sketches your research pro-
ject! Use Figure 6 as a template and create the facets for your research ac-
cordingly. 

Why do I need to plan and manage a research project? 

By its very nature, research is complicated as investigators are attempting to 
make inquiries about things that interest them and to find explanations for 
what they observe. In qualitative consumer research a project may employ 
several different approaches to investigating the question of interest and can 
include, for example, interviews, focus groups, observations, and digitally 
based research all within the same project. This complexity requires careful 
and explicit planning for proper management of the study5.  

To illustrate this complexity let us take a hypothetical example. When a 
researcher is investigating a specific product, let’s say a new beverage for 
sale in a local café, the vendor will be interested in the customers’ reactions 
to the beverage itself: it’s taste, aroma, appearance, price, etc. Consumers’ 
reactions to the packaging of the new beverage and the advertising materials 
that are being used to promote the product may also be of interest. Along 
with these considerations, the experience of the café patron in terms of either 
drinking the beverage in the café or taking the drink ‘to-go’ may also be of 
relevance. In this situation the researcher will need to interview (individually 
and /or in focus groups) beverage drinkers about their experiences. Some 
form of projective test (these are covered later on in this book) may be em-
ployed to gain feedback on packaging and advertising options whilst obser-
vation may be made of actual consumer behaviour with the beverage within 
the café and on the streets outside.  

With different types of research approaches several interviewers/research 
workers may be employed who have the responsibility for the project as a 
whole. These different research procedures, and the people conducting them, 
must be scheduled effectively to allow for the research project to run on time, 
to ensure that the data arising from one procedure informs later procedures, 
and perhaps most importantly, to provide a framework for bringing the dif-
ferent research procedures together so that the original research questions are 
addressed unambiguously. This latter point is of particular importance as 
each of the research procedures may produce different types of data (inter-
views = unstructured verbal accounts; observations = video footage that is 
then coded into pre-selected behaviour types; projective techniques = col-
lages produced individually by beverage drinkers, etc.). This variety of pro-

                                                           
5  Indeed, in the research project presented in the Appendices the authors suggest that 

students include all of the research approaches in this book. 
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cedures used in qualitative consumer research makes the direct comparison 
between results of these various procedures potentially problematic. Conse-
quently, what is required is a clear framework for bringing the different re-
sults together to produce a comprehensible final report.  

However, if you use a template that is too rigid or prescriptive upon the 
data under analysis you will restrict responses in the data and much of the 
rich individuality of the reactions may be lost. The mapping sentence has 
been found to be a tool that provides a framework for managing and planning 
a research project whilst being flexible enough not to impose a structure on 
responses. 

In this course of study the mapping sentence will be used as a mecha-
nism for structuring and formally planning/managing research projects. 
When used as a research design template, the mapping sentence is able to 
bring together many aspects of the research area and to display how these 
different research elements may be amalgamated. The project-management 
mapping sentence is able to coordinate disparate aspects of a research project 
to enable the researcher to appreciate and plan the project in a way that 
maximizes the usefulness of each of the parts of the project whilst allowing 
an appreciation of the combined components of the project as a whole.  
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Chapter 3. Research Ethics 

Conducting research with human subjects 

Ethics is the area of study that involves investigation, organization and pro-
tection of societal concepts of right and wrong behaviour. There are multiple 
ways in which ethics relates to research. 

The information that arises from human subjects in research studies may 
sometimes be harmful, damaging, or embarrassing for participants: embar-
rassment in particular is a very real possibility in classroom based research 
projects. This is in part due to the authority accorded to the experimenter and 
the fact that the information provided might be widely distributed and beyond 
the experimenter’s control. A good example of this is the inappropriate reve-
lation of participants’ medical data. However, any type of information about 
an individual or group can be potentially damaging (especially in terms of 
their privacy) to respondents and others.  

History of ethics in research 

Modern research ethics began during the Nuremberg Trials for Nazi war 
criminals in 1946–1947. In the trials, also known as the Doctors’ Trial, 23 
Nazi doctors were prosecuted for allegedly conducting torturous and terrible 
experiments, as well as other less barbaric investigations, upon prisoners of 
concentration camps. The doctors carried out these procedures in the name of 
conducting research to test the extremes to which the human body could be 
pushed in order to establish the most rapid and efficient ways of killing peo-
ple. The Nuremberg Code (Annas and Grodin, 1995) developed out of these 
trials and the subsequent prosecutions.  

The Nuremberg Code states 10 basic ethical principles (these were all 
actions that the doctors violated). The 10 principles are: 

1/ Participants in research must voluntarily consent to participating. 
2/ The aims of the research project must benefit society. 
3/ The research that is being undertaken must be based upon sound 

theory and must previously have employed animal testing. 
4/ Any unnecessary physical and mental suffering must be avoided 

during the research. 
5/ Research should not be permitted if the research project outcomes 

include potential serious injury or death. 
6/ Participants’ risks and benefits associated with undertaking the 

research must be commensurate.  
7/ Participants must be protected from harm during the experiment. 
8/ Those carrying out the experiments must be scientifically qualified. 
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9/ Human participants must have the right to withdraw/discontinue 
their participation whenever they wish. 

10/ If there is any belief that continuing an experiment may result in 
harm or death to participants, those conducting an experiment must 
be ready to terminate the experiment. 

Following the Nuremburg Code, the Declaration of Helsinki (Schmidt and 
Frewer, 2007) was the next major step forward in the development of ethical 
research practice. This Declaration was developed by the World Medical 
Association in 1964 and has been updated several times, most recently in 
2008. The Declaration plays a mainstay role in human research ethics by 
placing moral obligations upon doctors and physicians within the context of 
their medical treatment and research activities.  

The Declaration of Helsinki contains the basic components of the Nu-
remberg Code, yet includes additional consideration for the vulnerability of 
human subjects in clinical research. The Declaration of Helsinki states: 

1/ That research projects must be reviewed and approved by an 
independent investigator 

2/ That the supervision of the research is by a medically qualified 
person who takes responsibility for the research for subject welfare  

3/ That research results must be accurate  
4/ That informed consent is obtained within ethically recognized 

procedures from all participants 
5/ That there are special rules for research with children and other 

vulnerable groups 
6/ That experimental treatments on human subjects must be evaluated 

and monitored 
7/ The importance of establishing an appropriate environment and 

procedure when undertaking medical research 

In 1978 the Belmont Report was published by the US National Commission 
for the Protection of Human Subjects of Biomedical and Behavioral Re-
search. The Belmont Report provides details about: 

1/ The ethical principles for undertaking research with human subjects 
2/ What constitutes medical practice and what constitutes research 
3/ The need to respect persons within research and the need for 

beneficence and justice 
4/ How the above principles must be applied within a framework of 

informed consent that embodies a respect for all participants, the 
assessment of risks to and benefits for all participants, and that 
subjects should be selected from the population that will benefit 
from the results/consequences of the research rather than being from 
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an easily obtainable population who may not benefit from the 
research. 

In many countries (including the United States) laws and regulations have 
been implemented to make research more responsible and to protect not only 
humans, but also animal subjects and the environment. However, the Nurem-
berg Code, the Declaration of Helsinki and the Belmont Report (United 
States National Commission for the Protection of Human Subjects of Bio-
medical and Behavioural Research, 1978) are all historically important in the 
development of ethical research practices and still have a profound effect 
upon the maintenance of research which is of universally acceptable quality 
and where laws are determined for transgressing ethical codes.  

Development of Ethical Guides 

Subsequent to the development of the above codes and declarations, there 
have been many regulatory documents developed for a wide variety of pro-
fessional groups. These codes have been local, national, and international in 
their outlook but have tended to adopt the following set of core principles for 
research with human subjects: 

1/ Human life and health is always more important than research 
2/ Informed voluntary consent must be obtained from all subjects  
3/ It must always be possible for a study to be discontinued at any time 

without any penalty to the study’s participants  
4/ The reasonable expectations of potential social benefits must be 

proportionate to the potential risks individual participants are asked 
to take 

5/ Protective measures must be put in place for participants 
6/ The findings that arise from human subject research must be 

beneficial to society 
7/ No specific populations of individuals can receive either an exces-

sive weight of research procedures or can be excluded from partici-
pation unless there is an extremely good reason for so doing 

8/ Those who are responsible for conducting research must be appropri-
ately trained and qualified researchers 

9/ Research must be carefully designed to avoid any research pro-
cedures that may in any way injure research participants 

10/ Research must be discontinued if a procedure may harm participants 
in any way 
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Institutional Review Boards (IRBs) 

In many countries (including the United States and the United Kingdom) an 
institutional review board is typically located within organizations that take 
part in research (i.e., universities). The members of these boards attempt to 
ensure that any research with human subjects undertaken within their institu-
tional authority upholds ethical standards by attempting to identify and 
eliminate any potentially harmful projects prior to their commencement6. In 
both the United States and United Kingdom, human subject research must be 
approved by an institutional review board prior to the research being con-
ducted when: the research is funded by federal sources; an institute decides to 
participate voluntarily in the institutional review board review process even if 
it is not federally funded; the findings of the research are submitted for publi-
cation. In the Unites States the Food and Drug Administration may also be 
involved in reviewing the ethicality of a research proposal.  

Institutional Review Boards review research proposals with a “globally” 
ethical outlook and attempt to identify issues that the researchers themselves 
may not have considered. An institutional review board will ensure that the 
lead applicant of a research project is professionally qualified and that all 
consent forms and other research related materials are easily understood by 
potential participants to facilitate the possibility of a truly comprehensive 
informed voluntary consent. The institutional review board also attempts to 
take a more detached perspective in balancing a wide range of potential risks 
and benefits to the participants that may arise from the research. The institu-
tional review board may also offer appropriate compensation to research 
study participants. 

Because institutional review boards often have to assess risks and bene-
fits that may arise from research, they are not only constituted by appropri-
ately qualified medical staff and other scientists, but also ethicists, research 
experts, and members of the general public. This mixed membership allows 
discussions to have a much wider range of applicability.  

Informed consent 

Researchers gathering informed consent from potential respondents means: 

1/ Ensuring respondents are aware of the research they are volunteering 
for before they provide consent, this includes: 
– the aims and procedures of the research, 
– possible risks and expected benefits,  

                                                           
6  However, see Cohen and Lynch (2014) for a review of the possible negative consequences 

of institutional review boards. 
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– being able to ask questions,  
– having the opportunity to withdraw at any time from the re-

search. 
2/ The investigator must ensure that consent is based upon comprehen-

sion and he or she must adapt information to be understandable to 
every participant irrespective of:  
– intelligence levels, 
– maturity, 
– language ability. 

3/ The participant must be free to consent to being a subject, or not, 
with no manipulation involved. 

Privacy, anonymity, confidentiality and data management  

Participant privacy is important and participants have the right to expect that 
their data will not be revealed beyond the extent to which they agreed when 
they signed the informed consent document. This means that the researcher 
must stipulate in the informed consent procedure the following details: 

1/ The extent to which the data gathered from a participant will be 
publicly available and to what extent and in what ways the data will 
be confidential:  
– personal and identifying information is to be gathered and kept 

confidential with access available to only certain specified peo-
ple. If this is the case the extent of availability must be ex-
plained. 

2/ Whether participants will be anonymous:  
– no data will be gathered from which anyone (including the re-

searchers) will be able to identify a participant. 
3/ How the data will be retained (digital, hardcopy, etc.), where, and for 

how long. 
4/ How the data will be eventually destroyed. 
5/ Which persons other than the researcher(s) (if any) will have access 

to the data. 

Thus far we have only considered human subjects. However, and whilst we 
will not present details in this book, more recently the Animal Welfare Act 
(in the United States) and other legislation in many countries, have set out a 
series of regulations and guidelines for conducting research with animals.  

Data management issues include conducting research that is ethical and 
truthful. Data management is closely related to privacy issues and incorpo-
rates the truthful collection of data, what will happen to this data, and who 
will have access to this. Investigators must explicitly address these critical 
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issues of the research process and produce an adequate data management 
plan.  

The last of these issues under discussion, the sharing and publishing of 
results, may be a particular problem for researchers, as conducting scientific 
research requires official dissemination, and stress is often placed upon aca-
demic researchers to publish. However, investigators and their institutions are 
also wary of sharing what is in fact their intellectual property, yet sharing 
data and the results that arise from analysis of those results can add to the 
verification of the findings. A balance must be sought between sharing and 
protecting data. Some funding bodies require the submission of a plan for 
result dissemination prior to grants being awarded. The research team should 
retain data and other materials associated with a research project until a time 
when the data becomes obsolete and thus un-publishable. Consequently, prior 
to the start of a research project you must answer the following questions: 

1/ Who will take charge and be responsible for the design of data col-
lection procedures? 

2/ Who is in charge of actual data collection? 
3/ What procedures will be employed to gather the data?  
4/ What type of data will be gathered (as previously mentioned, anony-

mous, confidential, or public)? 
5/ What are the privacy issues associated with the project and how will 

these be addressed? 
6/ Who is responsible for verifying the completeness and quality of 

data? 
7/ Who is responsible for checking the accuracy of the interpretations 

of data? 

Conflict of interest 

An important area where qualitative researchers need to consider ethics is 
when there are issues concerning conflicts of interest. Such problems arise 
when an individual or organization has commitments and responsibilities 
outside of a research project, and these interests are in conflict with their 
obligations to a research project. When these conflicts exist, the researcher’s 
work may be seen as biased and the results may be questioned. Examples of 
conflicts of interest include: when a researcher holds investments in a com-
pany related to the services or products being investigated, or a company is 
associated with the source of research funding. It is important for researchers 
to attempt to identify possible conflict of interests and find solutions to these 
before they compromise their projects.  

The institutional review board looks for possible conflict of interests in 
proposals and will ask investigators to address them and may even suggest 
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ways to combat the problem. Thus, researchers are often asked to declare 
financial conflicts of interest along with similar financial undertakings that 
their spouses or dependents may have. 

Research Misconduct 

Another area that must concern the qualitative researcher is that of research 
misconduct. Misconduct may either be consciously committed, may be com-
prised of reckless behaviours, or can consist of acts of omission (things that 
the researcher should have done but did not do). It is likely that most miscon-
duct will be due to negligence, mistakes, or unintentional actions. These 
forms of misbehaviours are usually addressed and punished at the institu-
tional level. Misconduct, if severe enough, may result in criminal prosecution 
although overwhelming evidence must support all allegations. For example, 
misconduct may involve falsifying or fabricating results (this may constitute 
a crime) or plagiarism.  
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Chapter 4. Projective Techniques 

What are projective techniques? 

To begin our consideration of the more common qualitative research strate-
gies used in consumer behaviour investigations, we will look at projective 
techniques. This broad class of research procedures is used by investigators 
to delve deeply into a consumer’s inner beliefs and attitudes by gathering 
data that may indicate more of the subconscious understandings of a product 
or service than the consumer’s conscious rationalizations allow. With this 
intention investigators employ varied materials and designs in attempts to 
bypass these conscious filters surrounding human being’s normally con-
trolled behaviour. Projective techniques are used to project the contents of 
the sub-conscious directly into the creative responses of participants who are 
completing one of these procedures. Projective techniques are flexible and 
can be modified into a multitude of variants. 

Projective techniques encountered within mainstream psychology usually 
refer to projective tests of personality. These tests require a person to respond 
to a stimulus that is ambiguous in nature. An example of this is the 
Rorschach Ink-Blot Test in which a person is presented with a series of 
equivocally shaped ink splotches and asked to describe of what the shape 
reminds them. The rational behind this procedure is that the response to the 
ambiguous stimuli reveals hidden emotions or thoughts, perhaps even inner 
conflicts, that the person being tested projects upon the inkblots. 

In marketing and consumer research, projective techniques are used in 
attempts to discover and disclose consumers’ subconscious beliefs, emotions, 
etc., about a product, service or concept. Investigators use projective tech-
niques to ask respondents to project their feelings and thoughts about a target 
product, service, or concept onto something other than the target itself (for 
example, an ink-blot). Other approaches require the completion of sentences, 
describing who a brand or product would be if it were a person, and a wide 
variety of other imaginative methods. Another important component of a 
projective technique is that when respondents are asked to explain their an-
swers, there is an assumption being made by the researchers that a respond-
ent’s explanations enable the researcher to understand subconscious pro-
cesses. In addition to explanations, participants are often asked to provide 
further information and details associated with these responses.  

Projective techniques are used widely and are fun for everyone con-
cerned. A caveat is needed, however, as care must be employed due to the 
imprecision of the stimulus material and the highly subjective nature of re-
sponses. Replies often need considerable interpretation in order for the in-
vestigator to make sense of a consumer’s reference to a product, service or 
concept. An example of a technique would be a creativity session in which a 
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participant is asked to draw or create a collage from physical objects or digi-
tal images that represent a particular product to the consumer.  

Another example could be filling in empty speech balloons on a sketch 
of stick figures. For instance, two or three figures are drawn with three empty 
speech bubbles above one of the figures. One bubble is labelled ‘I Think…,’ 
another ‘I Feel…,’ and the other bubble is labelled ‘I Am…’. The participant 
is then told that he is the stick figure with the balloons and that the other stick 
figures represent friends, partners, etc. The stick figures are then located in a 
storyline. For example, the investigator explains that the figures represent the 
participant and his partner and their daughter. They have just entered a shop-
ping mall and it is the week before Christmas. The participant is then asked 
to finish the three sentences in the context of the storyline to indicate what he 
or she would be thinking and feeling (I think…, I feel…., I am….).  

A different format of projective technique can be found in mapping tech-
niques. These approaches, as their name suggests, requires participants to 
complete a map-making task. The precise task can be varied but two common 
examples are the semantic mapping and mind mapping procedures. In se-
mantic mapping the participant locates a number of items in semantic (per-
sonally meaningful) space. This semantic space is defined by drawing a cross 
on a large card, paper, or board, etc. The two intersecting lines form axes that 
constitute personally meaningful space. The crossed lines may be supplied by 
the researcher or solicited from the participant. Items are then arranged in the 
space created by the axes. As with the axes, the items may either be supplied 
by the researcher or solicited from participants. In supplying the axes the 
researcher is able to guide participants’ responses and to produce findings 
that are comparable between respondents. In soliciting the axes the researcher 
allows the maximum degree of freedom of responses a participant may pro-
vide. However, these supplied axes may not directly relate to the question the 
researcher is investigating. 

An illustration may aid your comprehension. Let us imagine the topic of 
interest is a recently developed automobile produced by a major manufac-
turer of motor vehicles. The production company may be interested to know 
how customers perceive their car in relation to new cars from competing 
automobile makers. In this situation a researcher may define a semantic space 
by drawing a cross with a vertical axis and writing the words ‘poor quality’ at 
its base and ‘high quality’ at the top. The researcher also supplies labels for 
the horizontal axis by writing ‘inexpensive’ at the left end of the line and 
‘expensive’ at the right end. Participants are then supplied with the names of 
5 –10 automobiles that the manufacturer believes are in direct competition 
with their new model. The participant is asked to write the name of each of 
the car models on the semantic space so that cars seen as: poor quality and 
inexpensive = bottom left; poor quality and expensive = bottom right; high 
quality and inexpensive = top left; high and expensive = top right.  
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Instead of providing the axes names or the items to be positioned, the re-
searcher may ask respondents to supply the axes that have a meaning for 
them in relation to the research topic and /or to supply the items for posi-
tioning. The researcher assigns axes and/or items when she or he has a clear 
idea of the consumer’s understanding of a topic area. In the above example, 
researchers might believe that cost and quality are the important dimensions 
that differentiate the new car from its competitors (this belief might reflect 
the automobile manufacturer’s research questions). The items (competing 
cars in the market) may also be elicited from participants if the manufacturer 
is uncertain of the competition. In order to provide as much useful infor-
mation as possible about respondents’ thoughts and activities whilst com-
pleting this procedure, the entire process is video recorded.  

Mind mapping procedures are conducted using a similar support, such as 
a card, board, paper, etc., upon which participants are asked to write or draw 
(or upon which the moderator makes marks as instructed by the participant). 
In this procedure the name of a product, service or concept central to the 
research question is written in the middle of the board. Participants are then 
asked what comes to mind when they think about this word and their re-
sponse is written down adjacent to it and then the two words are linked with a 
drawn line. This procedure is repeated three or four times until the original 
word has three to five other concepts radiating from it. The questioning and 
drawing/writing procedure is repeated with the radiating concepts. This pro-
cess is repeated until the participant has produced a radiating web of con-
cepts. Finally, respondents may be asked if any of the radiating concepts link 
with each other. Lines are drawn between the linked concepts. Participants 
are then asked to explain the connections they have drawn and these descrip-
tions are written down on the support next to the lines.  

An example using the same product as above, a new model of car, will 
serve as an illustration. The name of the car is written centrally and a partici-
pant is asked what comes to mind when she or he sees this name. She replies 
‘new’ and the procedure is repeated. The words ‘expensive’, ‘safe’ and ‘fam-
ily’ are elicited. The researcher then asks the participant what ‘new’ means to 
the participant when she thinks of cars? She responds ‘untested,’ ‘advanced 
technology’, and ‘envy’. When the participant is asked to explain what ‘ex-
pensive’ means in relation to cars, she may say ‘credit rating,’ ‘holiday in 
Peru’, and ‘parent.’ This procedure is repeated for all of the radiating terms 
and then for the additional set of radiating concepts and the meanings behind 
each word or phrase are explored further. The words or phrases supplied by 
the participant will all have personal meanings, which must be analysed 
within the procedure. For example, when the words ‘credit rating,’ ‘holiday 
in Peru’ and ‘parent’ were provided by the participant, their meanings were 
unclear. By asking what the participant means by ‘holiday in Peru’ within the 
context of the new car, she might explain that if she buys the new car the 
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planned holiday in Peru will have to be postponed: the purchasing decision 
will ultimately be a straight choice between the car and the holiday. On the 
other hand, the participant may tell the researcher that she said ‘parent’ be-
cause her father drove an earlier version of this model automobile. She has 
always associated this brand and model with the highest quality and this 
purchase is something to which she has always aspired. She sees the acquisi-
tion of this particular model as having arrived at the same grown-up level of 
automobile ownership as her father. Such comments have relevance in the 
positioning of the new model in the market place. As with all projective 
techniques the entire procedure is video recorded.  

What questions do projective techniques answer? 

All projective techniques attempt to answer a similar question in slightly 
different ways and with specific emphases. The overarching question that 
projectives address is: what are the unconscious or subconscious motives that 
a person has for behaving in the manner that he or she does? For example, it 
often appears that when a researcher asks consumers why they have pur-
chased a certain item, the response given is usually a post-purchase rationali-
zation for the consumer’s behaviour. Indeed, this behaviour may be habitual 
and almost automatic and the consumer may not even be consciously aware 
of the choice processes undertaken when making their purchase decision. 
Whatever the reason for this lack of recognition or active suppression, pro-
jective techniques attempt to tap into the motives that a consumer has below 
the level of rationality and/or conscious awareness.  

What are the limitations to projective techniques? 

Practical limitations to projective techniques 

If available, software can be used to create, manipulate, and edit mind maps, 
mood boards, collages, etc. However, this software may not often be avail-
able in class settings. This is not a great disadvantage as projective proce-
dures are easily completed without software.  

Cost limitations to projective techniques 

Projective techniques have few cost implications and are often undertaken 
with a minimum of materials. 
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Bias limitations of projective techniques 

The results or output of most projective techniques require the moderator to 
interpret these findings and such interpretations always contain bias.  

Now You 

Now, think about how you could incorporate one or several of these projec-
tive techniques into investigating your sample product or service. Which of 
the procedures seems interesting to you and why? How would you run the 
procedure, what hidden emotions and thoughts are you looking for in your 
participants?  
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Chapter 5. Focus Groups 

What are focus groups? 

Focus groups, or focus group interviews (FGIs) as they are sometimes called, 
take the format of a group discussion. A moderator acts as a facilitator for the 
interactions in what are essentially contrived research debates. Thematic 
areas are identified and the facilitator guides the conversation around chosen 
topics. A good moderator says little but puts participants at ease, making sure 
that no individual dominates the group session and that all participants have 
their opinions heard.  

Focus groups are well known and widely used within marketing re-
search, consumer research, social research, and other investigative areas; 
however, they are not without their critics who state that focus groups pro-
duce clichéd answers, responses to please moderators, and other misinform-
ing results. The optimal size of a focus group interview is dependent upon the 
project but is probably between 5 and 15 individuals and most commonly 
between 8 and 12.  

Focus groups are good settings for idea generation and brainstorming, 
hence their popularity in marketing, product development, political market-
ing, etc. Focus group interviews are also excellent venues for disclosing the 
ways in which consumers use language to discuss products. Likes and dis-
likes may emerge and motives for product usage and purchases are often 
revealed. Researchers gain insights into consumer attitudes and perceptions 
in the form of prejudices, beliefs, needs, and emotional attachments. A good 
moderator is essential to manage group dynamics and to expose hidden 
knowledge that may often be unknown to the participants themselves. 

Online focus groups 

A more recent trend in focus groups is to conduct these interview procedures 
online. See, Liampuyyong, (2011) and also Hennick, (2014) for further de-
tails.  

Advantages of using online focus groups:  

1/ They are good ways to generate new ideas and participants may feel 
less inhibited to brainstorm online than in a face-to-face situation 

2/ They are relatively low in cost  
3/ They may be performed relatively quickly 
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4/ They are not bound by geography – respondents may be recruited to 
fit the needs of the research without the respondents having to attend 
a physical location 

5/ They are good for generating ideas for further research 

Disadvantages of online focus groups include: 

1/ A lack of control over who is participating and any other influences 
that are effecting the online participant while she or he is taking part 
in the group discussion 

2/ The moderator cannot keep participants on track as easily or moti-
vate their interest  

3/ Lack of moderator control means they may not be able to use all of 
their skills to the utmost 

4/ It may be more difficult and less effective to use hands on proce-
dures, such as sort procedures and other projective techniques in an 
online group 

5/ Interpretation of what happens in the group may be more problemat-
ic and even more subjective 

6/ The moderator may be unaware of or miss non-verbal components of 
participants’ reactions 

What questions do focus groups answer? 

The main types of information that focus groups are able to provide are 
brainstorming or new idea generation. Focus groups are good sources for 
innovative solutions.  

What are the limitations of focus groups? 

The limitations of the focus group are those inherent in most group activities, 
for example: some individuals when in a group setting may be more con-
cerned with their position in the group than the product in question; become a 
group opinion leader whilst others may follow; move to a more risky or a 
more conservative position than they would in an individual setting; etc.  

Practical limitations to focus groups  

Focus groups need to be located in relatively quiet settings where up to 
twenty people may be comfortably seated. Within the class setting either a 
classroom or the focus group room are suitable locations. 



53 

Focus groups can take up to two hours and this may be very difficult for 
students to manage. However, we suggest that focus groups performed for 
training purposes, i.e. as part of a research class, be limited to 20 minutes 
although this short duration does curtail the amount and depth of possible 
discussion. Yet, for students who have not previously conducted this type of 
session, 20 minutes is a good length to learn about the focus group as an 
active process and 20 minutes will yield a useful body of narrative.  

Other practical limitations 

1/ Respondents may feel shy/reluctant to discuss some issues in a group 
environment 

2/ Not a good environment to delve in-depth into motives, reasons, etc., 
as this requires a one-to-one interviewer to respondent setting 

3/ A poor moderator may have a large impact on the success of the 
focus group 

Cost limitations of focus groups 

Focus groups may be a relatively expensive research approach to conduct 
successfully. This is due to the requirements of the procedure for: a trained 
moderator; a specialized facility; recompense for participants; the cost of 
having the qualitative data analysed; etc. 

Bias limitations of focus groups 

Focus groups are potentially biased in the way that all group procedures are 
biased: responses given in a group setting may not be the individuals’ opin-
ion but rather an artefact of being in the group. 

Now You 

Given what you have learned about focus groups in this section, do you think 
this method may be suitable for your sample research project? How would 
you, as a facilitator, ensure that all group members can contribute to the dis-
cussion, what difficulties do you see in facilitating a focus group discussion?  
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Chapter 6. In-Depth Interviews 

What are in-depth interviews? 

In-depth interviews, or as they are sometimes called, depth interviews, are 
one-to-one interviews between an interviewer and an interviewee. This form 
of interview will typically be unstructured (an interview without any of the 
questions decided upon by the interviewer before the meeting – the inter-
viewee guides the discussion as she or he wishes) or at most semi-structured 
(an interview in which the interviewer asks a few main questions and the 
interviewee has free rein to answer and expand upon these questions). It is 
unlikely that the interview will be a structured interview, i.e., an interview 
conducted from a set of questions that the interviewer asks and the inter-
viewee answers. Rather, the investigator will tend to conduct the interview 
from a series of broad questions that have been selected to cover the im-
portant aspects associated with the research subject matter. Each of these 
topic areas may have a number of probe questions. In this course we will 
employ a semi-structured approach. When conducted in the commercial 
sector the interview will usually last for one to two hours. However, in a 
class, the procedure may be shorter. The overall idea of the in-depth inter-
view is for the interviewer to explore with the participant the area or sub-
areas of the research. 

Thus, the aim of the in-depth interview is to use the one-to-one, face-to 
face setting to allow the interviewer to probe into the respondents’ beliefs, 
attitudes and opinions in order to facilitate greater meaning and understand-
ing. The interviewer will use an approach that employs less direct, ‘counsel-
ling’ types of questions and probes. These take extra time when compared to 
more direct/structured interviewing procedures, which allow, and indeed 
encourage, the interviewee to say as much about the research area as is use-
ful. When you are conducting an in-depth interview, you should attempt to 
say as little as you can. The research results will not benefit from hearing the 
interviewer’s opinions. Better research occurs if the interviewer restricts him-
or herself to introducing broad topics and only speaking when participants’ 
responses are ambiguous. By using interjections such as: “It is interesting to 
hear you say that, can you tell me more?” or “Uhm, can you explain what 
you mean by that?” the investigator encourages clarification, but withholds 
his or her opinion. 

What questions do in-depth interviews answer? 

Interviewees are often recruited to represent individuals who are well in-
formed about the product or are super-users of the product or service. A care-
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fully selected group of participants offers the skilled interviewer the oppor-
tunity to delve deeply into the participant’s understanding. The questions 
answered are thus deeply personal and offer much potential insight into 
product and service attitudes, beliefs, and how these services and products 
are used. 

What are the limitations to in-depth interviews? 

Practical limitations to in-depth interviews  

There are few practical limitations specifically associated with in-depth in-
terviews but the procedure must be held somewhere that is quiet, where the 
interviewer and interviewee are uninterrupted, and where the interviewee 
feels at ease. As there is little technical equipment required (except for re-
cording equipment), the in-depth interview may be held in many locations 
including the participant’s home or in neutral public settings. 

Cost limitations to in-depth interviews  

A small amount of pertinent data may be produced from an in-depth inter-
view when compared with other methods and this may not be cost or time 
efficient. Therefore, in-depth interviews should be conducted sparingly with 
carefully chosen respondents who have a depth of relevant knowledge and 
experience. 

Bias limitations to in-depth interviews  

In-depth interviews reflect a single participant’s opinion or account and 
therefore do not answer questions about what other people or social groups 
may think, feel, or do. Furthermore, as the information that an interviewee 
provides is subjective and the questions that are asked are usually different 
for each person interviewed, the data that arises from an in-depth interview is 
not strictly comparable with responses from another in-depth interview.  

Now You 

When considering an IDI in order to explore consumers’ beliefs and feelings 
about your chosen product or service, whom would you choose as the ideal 
partner for your interview? What would you ask him or her, how can you 
formulate your questions to make sure not to bias the respondent’s answers? 
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Chapter 7. Ethnography 

What is ethnography? 

The etymological source of the word ethnography is Ancient Greek and the 
original meaning is useful to understanding its current usage. Ethnos (�����) 
means people, nation, or folk, whilst graphia (���	
) means to write, record, 
or represent, and thus combined, the term refers to describing or reporting the 
ways human beings live. Ethnography has developed out of the field of an-
thropology, which uses empirical information to produce understandings of 
all aspects of the human species: its origins, evolution, commonalities and 
differences. Ethnography now is used by a variety of social sciences to in-
vestigate the lived reality of individuals or groups within cultures. Ethnogra-
phy means that the researcher, or ethnographer, participates in the everyday 
lives of subjects and thereby systematically assesses questions about their 
culture. More recently ethnography has become a tool for marketing and 
communication studies.  

Ethnographic approaches to consumer research (and to other forms of 
social research) may be defined in two ways. First, ethnography is a process 
in qualitative culturally located research. Secondly, ethnography has the 
explicit intention of providing an interpretation and understanding of cultur-
ally relevant behaviours and meanings. Ethnographers do not simply report 
events; they attempt to explain what they encounter and are concerned with 
holistic research that strives to produce credible realities. These realities may 
include many forms of background detail gathered through watching, listen-
ing, and asking questions to allow greater understanding of the social lives of 
the group of people who are of interest. Coleman and Simpson (undated) 
defined ethnography as: 

“…the recording and analysis of a culture or society, usually based on 
participant-observation and resulting in a written account of a people, 
place or institution." 

Ethnographies take the form of case studies that are produced in order to 
provide insight into unfamiliar and often commonplace activities of everyday 
life. Within a consumer and marketing setting these studies are sometimes 
able to provide revelatory understandings of what a product, service, or con-
cept means to a cultural group and the ways in which these are purchased, 
used, and modified. Ethnographies are particularly useful for revealing sug-
gestions for product and service innovation. In consumer research settings, 
ethnography is typified by its use of several qualitative research approaches 
and data types. Data analysis also follows a typical structure; that of the 
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identification and coding of themes and key issues. Exceptions and contra-
dictions to usual patterns are also identified.  

Example 1: The opportunities of bringing a British compact car to the US  

Ethnographical Study:  
To investigate the specific wants of US customers for a British compact 

car, which has a strong brand image of youthful fun. This will be undertaken 
by researchers visiting potential purchasers and acknowledged ‘early 
adopters’ in customers’ own homes.  

Questions:  
1/ When and in what settings is there a demand for a trendy compact 

car?  
2/ Who is the usual driver of existing compact cars in the family? 
3/ Who else uses the compact and when? 
4/ What determines the choice of operating a compact car? 
5/ From these observations and insights – is it possible to come to any 

conclusions about consumer segments as these relate to compact 
cars, such as: gender, age, socio-economic class, etc.? 

6/ What, if any, conclusions can be made about compact cars and 
different cultures? 

In this example, by conducting research in the homes (or other daily-life 
settings related to car usage) the consumer ethnographer is able to provide 
the car company with powerful understandings about real product require-
ments. For example, an ethnographical study of this type may reveal stylish 
foreign compact cars tend to be driven by younger family members but also 
by parents who were often observed to take beverages with them in the car 
and to enter into a youthful spirit when driving. These findings may suggest a 
new line of advertising to attract older users.  

To summarise: within a consumer setting ethnography may assist a com-
pany to understand: 

1/ Existing and/or potential customers in terms of cultural fashions, 
tendencies, and lifestyles 

2/ How social and cultural factors influence consumers’ use of a com-
modity or service; how customers discover goods, their selection 
process and subsequent explorations; their decision-making prac-
tices, etc., in regard to a product and service 

3/ How a company’s services or goods fit into the daily lives of cus-
tomers 

Ethnographies are conducted in the real-life setting of a product or service’s 
usage, such as the consumer’s homes, offices, sporting or entertainment fa-
cility, etc. These types of environments are chosen as they enable researchers 
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to observe naturally occurring product related behaviours and to ask follow-
up questions. Wherever they are conducted, observation sessions may last for 
several hours. Ethnographic research offers the investigator greater compre-
hension of customer trends, problems, likes, etc., by not only addressing the 
ways in which consumers use products/services, but also how they adapt 
product and service usage to meet their own needs. Ethnographic inquiries 
may thus lead to greater understanding or even novel realisations from which 
products or services may be improved. 

Ethnography can take a variety of forms but in essence will contain some 
degree of participant observation (see DeWalt and DeWalt, 2010; and 
Jorgensen, 1989). Sometimes the word ethnography is used interchangeably 
with the term qualitative research to denote any investigative approach that is 
attempting to yield complex and in-depth understandings of real-life social or 
cultural activities. We wish however to draw a distinction between more 
traditional ethnography and that which has become a pseudonym for qualita-
tive research. These two distinct forms of research are sometimes identified 
as ‘the big-E and little-e ethnography’ (See Carole Schmidt address this divi-
sion in chapter 9 in Hackett, 2015).  

Big-E ethnography is typically conceived as a participant observation 
procedure and is usually undertaken over an expanse of months or indeed 
years. This lengthy period of being in the field usually requires researchers to 
become full members of the culture they are investigating. Big-E ethnogra-
phy is the currency of anthropologists and sociologists based within univer-
sity departments. However, when ethnography is undertaken within a com-
mercial setting such protracted research studies are usually impracticable. 
This is where little-e ethnography comes in. This form of research is under-
taken over a much shorter time period than Big-E ethnography. Researchers 
do not spend months in a community but employ participant observation as 
their technique over a period of hours, days, or weeks, and thus are unlikely 
to become a fully immersed member of the culture studied. Since time is a 
costly commodity and products or services are competing in a fierce market, 
taking months to view cultural usage is inappropriate. As well as shorter-term 
participant observation, little-e ethnography may also be defined as, the use 
of many different qualitative research procedures with the aim of revealing 
the cultural significance of these products or services to their users or poten-
tial users. The types of procedures are illustrated in the 10 qualitative ap-
proaches to research that are explored in this book. 

It is important to take notice that in this course of study, ethnogra-
phy is taken to mean short-term participant observation. 
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What questions does ethnography answer? 

How are our products and services used and experienced within an everyday 
setting by the actual people who use them? Further questions that apply to the 
cultural significance of our topic may also be investigated. Furthermore, 
research may be undertaken into cultural adaptations of products and services 
in a real world environment. In these circumstances, it is possible for the 
researcher to view consumers from the investigated cultures in order to reveal 
ways the consumers have adopted and/or adapted a product or service to their 
own needs.  

What are the limitations to ethnography? 

Practical limitations to ethnography 

The difficulties associated with the ethnographic procedures explored in this 
text will involve the challenges associated with the effects of a researcher’s 
presence upon the behaviour of the studied individuals. These predicaments 
have been previously mentioned but include participants changing their be-
haviours to appear in a certain way to the researcher. 

Cost limitations to ethnography 

Ethnographic procedures are expensive because they are labour intensive. To 
employ a skilled researcher and to place him or her within a culturally lo-
cated situation over an extended time period is costly. 

Analysing the potentially large amount of qualitative data that may arise 
from an ethnographic study can also be time consuming, and therefore, ex-
pensive as well. 

Bias limitations 

As with most qualitative research methods there is potential for bias arising 
during the interpretation of the output from an ethnographic procedure. 

The possibilities for the introduction of bias during the field-study period 
are considerable. This bias is often related to the influence of the researcher’s 
presence upon the behaviour of the participants, as well as the negotiated 
interactive situations that develop between researcher and participants. The 
notion of the thin line exemplifies the distance between a researcher who is 
accepted within a culture but is still in the position to gather unbiased data 
and a researcher who becomes too emotionally involved in the culture and 
finds him- or herself identifying with the studied group. This process of “go-
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ing native” may easily happen due to the intense interactions that both the 
researcher and participant experience. 

Now You 

If you wanted to use a (little-e) ethnographic approach as part of your sample 
research project, which would be the ideal “culture”, i.e. group of persons, to 
explore? How would you gain access to this group, how can you make sure 
you maintain an objective distance while still gathering experiential data 
about how people interact with, think about, and like the product or service 
you are investigating? 
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Chapter 8. Netnography 

What is netnography? 

Netnography is a relatively new qualitative consumer research procedure and 
is also known as digital, or online ethnography, terms, which indicate the 
source for this type of investigative practice. Netnography is different from 
the collection of archival or other online information about a product or ser-
vice. Online ethnography, or netnography, comprises of the observation of 
groups of individuals associated with a product or a service in their natural 
behaviour location. This location is where consumers assemble online and 
ask each other questions or search for support and answers to product related 
enquiries. The sites where consumers meet may be hosted by the company 
that produces the product or service, by individual consumers with an interest 
in these goods, or it may be a sort of independent website that provides dis-
cussions and product reviews. In a commercial consumer setting netnogra-
phies require the investigator to become immersed in the online community 
through Internet forums, discussion groups, feedback comments, and dedi-
cated websites that surround products and services. Such immersion may 
provide the opportunity for researchers to ask direct product related questions 
but more likely the netnographic process is one in which the investigator 
comes to understand consumers by spending time amongst them on the inter-
net. In some cases, immersion may simply involve becoming a fly-on-the-
wall within online discussion groups while garnering information about a 
product or service from the comments and interactions posted by the partici-
pants. It should be noted however that the variation between online and off-
line consumer behaviour is becoming less distinct as consumers spend more 
of their lives online.  

Netnography is a comparatively recent but ever evolving research tech-
nique. Similarly ethical issues associated with the use of data from web fo-
rums or comments taken from customer feedback at sites such as Ecommerce 
are developing in complexity. However, to ensure practical and ethical rigor 
within a taught course setting, students may concentrate exclusively upon 
online data from customer discussions that are freely available and do not 
require attribution to any specific person.  

Netnography research progresses through a series of stages during which 
the researcher needs to decide exactly what questions he is trying to answer 
and which sites s/he needs to observe. It is the task of the netnographer to 
collect online materials that provide information about the product of interest. 
This may take the form of online photographs, video and audio clips, user 
comments, blog postings, social media, etc., with the aim of investigating 
consumers’ online-lives. As well as gathering these forms of data, other 
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qualitative techniques are employed, such as participant observation and the 
posting of questions.  

During data analysis, findings are arranged to demonstrate the meaning 
of the online conversations and to identify the role of social media. Key 
themes are determined and investigated using social media analytic tools 
(such as Socialmention.com) and thematic analysis programs (such as 
NUDIST, etc.). Images and texts gathered by the researcher are also orga-
nized under these themes.  

What questions does netnography answer? 

As more and more of our daily lives move online, so do the discussions that 
we have with other users of products and services. Netnography seeks to 
answer questions about how products or services are used and experienced. 
With any given consumer product, netnography attempts to understand and 
reveal consumers attitudes and behaviours associated with that product by 
allowing the researcher to become thoroughly immersed within the online 
community that surrounds a product or service7.  

Netnography is able to answer questions such as: 

1/ In which areas are online consumer groups engaging? 
2/ What are the topics they are discussing? 
3/ By using this knowledge, how can a company better understand why 

their customers behave as they do (i.e., purchase, do not purchase)? 

As a consequence of the answers to these questions, a company may be able 
to ask: 

1/ How may a company better align its communications?  

Netnography may also be able to discover: 

1/ Ways to better display consumers’ interests on the company website 
2/ How to modify the company website to meet changes due to 

seasonal variations, special events (Super Bowl, Olympic Games, 
Cricket World Cup, etc.)  

3/ Modify or produce new products or services that meet consumers’ 
expressions 

                                                           
7  As with all forms of research with human subjects, ethics are vital in netnography. In 

netnography there is a temptation to hide from online participants and to not disclose your 
purpose for joining the forum or group. It is not ethical for a researcher, especially one who 
is employed to conduct the netnography, to remain a hidden observer. A researcher must 
disclose his or her presence and the overall objectives of the research to the forum or group 
just as they would in a real world setting. 
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4/ Refine social media presence and search engine optimization 

What are the limitations to netnography? 

Practical limitations of netnography 

Finding a suitable online forum is usually not a problem. However, with 
some products or services this may not be the case, and readily accessible 
well-developed online communities may be difficult to locate, join or ob-
serve. In such instances researchers will have to be open-minded and pursue 
creative methods to identify appropriate online sources. 

Cost limitations of netnography 

Netnography is a relatively inexpensive form of qualitative consumer re-
search. The main cost arises from the researcher who may need to spend 
considerable time gathering data or overtly interacting in online forums.  

Bias limitations of netnography 

The usual caveats for qualitative research apply here. The interpretations of 
the online behaviours or comments observed by the netnographer will be 
subjective. This bias may be reduced by employing more than one researcher 
or by asking other researchers to check interpretations. 

Now You 

Which site or online forum would you search for netnographic research on 
your chosen sample product or service? What kinds of information do you 
hope to collect there? 
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Chapter 9. Visual Ethnography 

What is visual ethnography? 

Visual consumer ethnography is essentially the collection of two-dimensional 
images in order to: tell a story about a product or service; locate a product or 
a service within its usage community; present details when interviews, tex-
tual or other forms of information are not available; and to provide uniquely 
rich visual information free from the distortion that comes from describing an 
activity. A visual ethnographical study involves the collection and presenta-
tion of appropriately selected graphic materials.  

Visual ethnography, an approach that employs photography, video or 
hypermedia as research tools, is a relatively new method utilized in consumer 
settings (see Schwartz, 1989, for an early and thorough example of the use of 
visual ethnography). Photographs and other visual media have unique prop-
erties and communicate information in an inimitable manner that may be 
applied alone or with other forms of ethnographic enquiry. In particular, 
these types of images are able to articulate aspects of socio-cultural continu-
ity within communities and offer insights into how these have changed over 
time and have been influenced by diverse factors. Visual approaches to both 
ethnography and anthropology have grown in usage since the advent of inex-
pensive easy-to-use digital cameras, both still and video. Visual ethnography 
concerns itself with the ways in which graphic materials may link to wider 
cultural and societal characteristics. 

Deep metaphors and visual ethnography. 

Within the area of visual ethnography we also include the concept of deep 
metaphor and the work of Gerald Zaltman and his metaphor extraction ap-
proach, the Zaltman Metaphor Elicitation Technique, or ZMET (Zaltman and 
Zaltman, 2008). ZMET attempts to elicit from participants conscious and 
sub-conscious motives, thoughts and reasoning about products and services. 
To accomplish this, the participant is asked to supply a series of images (usu-
ally photographs from magazines, etc.) that he or she associates with a prod-
uct or service. The collected photos may relate to the product or service in 
any way the respondent wishes but must not be depictions of the product or 
service itself. This carefully chosen selection of images is then discussed 
with a researcher who, with the direct help of the participant, arranges the 
images in a way that is meaningful to the respondent. Essentially, the result 
of this exercise is a collage that represents a respondent’s thoughts and feel-
ings about a product or service. The researcher and participant then have a 
protracted discussion in order to discover why particular images were in-
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cluded and arranged as they were and to reveal the deep metaphors that un-
derlie the subjects’ assembled collage.  

What questions does visual ethnography answer? 

Visual ethnographies answer questions about naturally occurring behaviours 
associated with a product or service and about the implicit meaning that 
products and services have for respondents. These questions are answered in 
a visually symbolic, though not linguistic, manner. 

What are the limitations to visual ethnography? 

Practical limitations to visual ethnography 

Finding the correct or appropriate materials for your visual ethnography 
project may be problematic but can usually be resolved.  

If the researcher selects the images for the discussion he or she may be 
conveying a narrative that distorts the consumer’s/user’s own story. There-
fore it may be more appropriate for the consumers to collect and assemble 
their own visual ethnographies. 

Cost limitations to visual ethnography 

There are no particular costs associated with visual ethnography over the cost 
of employing a researcher. 

Software may be needed if the researcher and respondent decide they 
will digitally manipulate the respondent’s images to create a collage or form 
another type of visual ethnography.  

Bias limitations to visual ethnography 

A visual ethnography is usually a single person’s, or a single group of peo-
ple’s, choice of images and the images chosen will inevitably be particular 
and reflect a narrowly defined perspective. This form of bias (the fact that the 
findings from the enquiry cannot be generalized beyond the respondents who 
have completed the research task to other people) is common to all qualita-
tive research and is also the strength of qualitative research (the fact that the 
findings are personally chosen images with rich personal meanings to the 
participant and are indicative of an individual’s viewpoint rather than a di-
luted or aggregate, nomothetic perspective). 
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Now You 

In which way can you incorporate visual ethnography into your research 
project? How would you select the set of images from which the participant 
is to choose – or would you leave the selection to your subjects? Why? 
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Chapter 10. Artefacts 

What are artefacts? 

Also spelt artifact, an artefact may best be understood as an item, object, or 
relic that has been made by human beings and is viewed as possessing his-
torical interest or significance. Artefacts are also seen as providing infor-
mation about the culture of the people who made or used the artefactual ob-
ject. Thus, this form of research conducts enquiries into objects with the 
express aim of revealing the material culture of the subject of your 
study8. Artefacts are usually created as items to serve a practical purpose 
within a given society in a specific era. When these items are added to other 
forms of qualitative research, they provide a tangible, physical component to 
the social understanding that research seeks to convey. 

As with all other forms of qualitative consumer research, artefactual 
studies aim to enhance a company’s knowledge of various aspects of con-
sumers’ usage of their contemporary or future products. However, at first 
glance artefactual research does not seem to be directly concerned with these 
aims. Furthermore, if consumer artefacts are taken out of context, they may 
either convey very little meaning or may even communicate an incorrect 
message about the product, service or concept.  

It is important to make note about several features of any artefact, for in-
stance: who created the artefact, when was it created, and why? Answers to 
these questions provide information for understanding the artefact and the 
consumers’ preferences, life-styles, homes, work, celebrations, and recrea-
tion. 

The following examples will better explain how the term ‘artefact’ is 
used in consumer research. 

Example 1: The cultural significance of a particular beverage  

Artefact: A series of images from advertising posters for a beverage showing 
idealized usage of the product within social settings over the specific time-
scale covered by the posters 

                                                           
8  Material culture is made up of the physical objects including household tools and articles 

that provide evidence of the nature of a culture or social grouping. 
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Questions  The types of questions that may be answered by the posters 
(artefact) include:  

1/ In what settings was the beverage drunk? 
2/ Was the beverage consumed socially or alone? 
3/ In which specific social situations was the drink offered and 

consumed 

From these three questions arise further questions: 

1/ From these images – is it possible to come to any conclusions about 
specific consumer segments as they relate to the beverage such as: 
gender, age, socio-economic class, etc.? 

2/ What, if any, conclusions can be made about the product and 
different cultures? 

Example 2: The ways in which health care is provided in a community 
health setting 

Artefact: The medical charts that community nurses use when they are plan-
ning and delivering care to the general public (nurses may structure these 
charts and utilize them differently for each patient and /or doctor) 

Questions  The questions that may be answered by the posters (artefacts) 
include:  

1/ Who provides what care and to which patients? 
2/ Where and when is this provided? 
3/ Which medications does each nurse use? 
4/ How do practitioners organize their time and work? 
5/ Is the care given palliative, preventative, and/or curative? 

These two examples provide suggestions for the types of information and 
understanding that can be produced in a research setting using artefacts. The 
form of artefactual materials can vary greatly in the ways in which they are 
used and the answers or insights they produce.  

In commercial ethnography and qualitative consumer research the term 
artefacts is understood to be the collection of ‘things’ that shed light upon the 
product or service in which we have an interest. In traditional anthropology 
the gathering of artefacts meant collecting together physical items that were 
of cultural significance. This too is our task in the commercial sector. How-
ever, rather than gathering religious objects or other items that may have a 
significant value to the host culture, commercial consumer artefact research 
assembles objects that are often considered waste products with little or no 
value (such as packaging materials, etc.).  

For example, a researcher who is interested in a certain beverage may 
collect different beverage containers produced by the manufacturer at differ-
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ent times of year. Consumers throw these artefacts away but these discarded 
items may display a brand logo along with seasonally specific images and 
text printed on the exterior of the beverage container. This promotion can 
provide insight into the positioning of the artefact within the rest of the café’s 
product range, across different times of the year, or in contrast to other manu-
facturers’ beverage containers, etc. In British public houses beer mats (or 
coasters) are 10 centimetre cardboard mats printed with colourful images and 
text associated with a specific drink sold in the establishment. These are 
artefacts, which indicate the positioning of these beers within the market of 
the local consumer, and suggest the cultural relevance or location of that 
product. 

One point that needs to be made at this time is that there is an overlap 
between the information and data that is gathered from artefacts, archives, 
and visual ethnography.  

However, visual ethnography gathers visual images to tell a story, 
archival research assembles materials about the product or service and 
the relationship of this to consumers, whilst artefactual research typi-
cally brings together physical entities or objects which may indirectly 
inform the researcher’s question regarding the cultural significance of 
the product or service. 

What questions do artefacts answer? 

Artefacts usually provide us with information about our products or services’ 
historical or contemporary usage and cultural impact or relevance within the 
culture that is of interest to our research. By inspecting artefacts we are able 
to compare, for example, differences in historical and contemporary pack-
aging or adverts used for promotion. We are also able to make similar com-
parisons between different manufacturers’ packaging at the same point in 
time. Carefully chosen artefacts can help add richness to our understanding 
of the culture that surrounds our product or service.  

What are the limitations to artefactual research? 

Practical limitations to artefactual research 

It may be easy to locate artefacts that relate to our product but it is consider-
ably more difficult to find and bring together artefacts that are directly rele-
vant to our research questions.  
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Cost limitations to artefactual research 

Artefacts in consumer research are often the parts of a product that are dis-
posed of in the consumption of the item. If this is the case then costs may be 
minimal or may not exist at all.  

Bias limitations to artefactual research 

Interpretation bias is present when a researcher attempts to attach cultural 
meaning or significance to an artefact. 

Humans are prone to bias and distortion as a result of not being aware of 
their own era’s influence upon their outlook. This form of bias in outlook 
may be especially acute when contemporary researchers interpret an histori-
cal artefact. 

Now You 

Where would you look for artefacts related to your product or service of 
interest? How would you assemble these artefacts or pictures of these arte-
facts? Which of these artefacts are more or less relevant to your specific 
research question? 

Further reading 
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Chapter 11. Archives 

What is archival research? 

Archive is a term that is usually understood to mean a collection of docu-
ments or other materials, which are historical in nature and provide infor-
mation about places, people, and their activities. An archive is also an accu-
mulation of records and the physical place where historical documents are 
stored. In computing, an archive has a similar connotation, as it is typically a 
device external to the computer, upon which less frequently accessed infor-
mation, often in large quantities, is stored. In consumer research, the term 
archive is best understood as the finding and evaluating of relevant docu-
ments or texts leading to a systematic interpretation of the stored material. 
The documents that have been explored within a piece of archival research 
may be further analysed through additional research, i.e. by making compari-
sons across time or place which may then provide an alternative understand-
ing of the material. Additionally, archival research allows investigators to 
question and/or support existing research and to unite results for separate 
sources within a broader context (Corti, 2004). 

More specifically, in the context of consumer research, archives can best 
be thought of as being materials that have been printed, filmed, audio rec-
orded or in some other way documented. These archives form a body of 
information about a product or a service that may supply valuable details 
about consumer usage of or responses to products and services.  

In addition archives provide records about product or service develop-
ment, modification, and pricing, most often within an historical context. 
Archives may contain primary source materials that have been collected by a 
manufacturer, retailer, wholesaler, etc., and demonstrate the life history of the 
person, organization, service or item that they are documenting. Archives 
often contain legal and commercial information. 

Because of their documentary nature, the contents of an archive are se-
lected to create a chosen historical narrative. Unlike books, archival mate-
rial is normally unpublished and usually unique. Companies may keep 
an archive of their activities or products (for example, Coca-Cola). Gov-
ernments (national and local) also maintain archives, which can yield inter-
esting information. Web archives perform a similar function for information 
that has appeared on the World Wide Web. 

According to Smith and Lux (1993) historical archives offer a qualitative 
interpretive approach, which alone can explain antecedents and changes over 
time. Therefore, archives have the potential to increase our understanding of 
volatile and changing consumer situations. However, it should be noted that 
archival research is not as widely used as some of the other methods of con-
sumer research mentioned in this book.  
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What questions does archival research answer? 

Some examples of enquiries that may be addressed through archival research 
are: what is the history of this product or service; how has this product or 
service developed since a particular date; or over a given period; how has this 
product or service fared in its competitive market during a certain span of 
time? 

What are the limitations of archival research? 

Practical limitations of archival research 

The archival material that is available to you may not focus on the specific 
question(s) you are asking in your research. Archival material is generally 
historical in nature and therefore may not address your product or service, as 
it exists in the contemporary market. If you are looking at material contained 
in a very large archive, you may find research painstaking, time consuming, 
and costly. Rather than directly answer your research questions, archival 
research is most likely to produce background information for your research 
project. 

Cost limitations of archival research  

Archival research is labour intensive as it may involve looking through a lot 
of potential materials that are not relevant to your specific enquiries. Due to 
the enormity of undertaking some types of archival research, the approach is 
a relatively costly procedure and may produce little information for the cost 
involved. 

Bias limitations of archival research 

Archives have usually been assembled by someone or some organization and 
may incorporate a bias in the very act of data collection and retention. Thus, 
the collection process is almost inevitably selective and most often introduces 
some sort of bias. Furthermore, only certain materials remain within an ar-
chive over time and this discriminating process is also an invitation for po-
tential bias. 
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Now You 

What kind of archival material might help you answer the research question 
about your product or service? Where do you think you could find such mate-
rial? 

Further reading 
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Chapter 12. Journals and Diaries 

What are journals? 

Journals, journaling, blogging, video journals, diaries, etc., are all descriptive 
of this class of qualitative research approach. In this guide book we will typi-
cally call this group of techniques diary keeping or journaling and only refer 
to other specific approaches of this genre when these are distinguished from 
the general approach discussed below. 

What questions do journals answer? 

When asking consumers to fill in a questionnaire, complete an in-depth inter-
view, or take part in a focus group, etc., researchers often rely upon consum-
ers’ accurate recall of their behaviours. The act of journaling also relies upon 
memory but can sometimes mitigate effects of poor recall. By asking re-
spondents to complete a diary, at the time of, or soon after an activity (such 
as purchasing), or while they are engaging in an activity (such as the usage of 
a product), the accuracy of the respondents thoughts and feelings about an 
item will often be more precise than when recall over time is involved. These 
diaries or journals can be created as a paper diary, on a smart phone or 
handheld device. Alternately, some research companies have developed spe-
cific hardware such as handheld devices that are solely used to gather this 
data and loan these units to respondents for the duration of a project. 

What are the limitations of journals? 

Practical limitations of journals 

Finding respondents may be problematic, as they will have to meet several 
criteria in order to participate. For example, if the focus of a project is the 
reactions of experienced consumers of a particular product, then the re-
searcher will want to find participants who are highly informed about the 
product. Conversely, investigations requiring the documentation of novice 
responses to a product or service will require a neophyte’s impressions of an 
item. Respondents must also have the motivation and time available to un-
dertake a lengthy, time-consuming, diary keeping exercise.  
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Cost limitations of journals 

Diaries or journals may require the person keeping the journal to make fre-
quent entries over a protracted period of time. Due to the prolonged and in-
depth nature of participant involvement, the incentives that a research team 
needs to provide for journal completion may be costly. Other expenses in-
volve the production or preparation of the diaries themselves (either on-line, 
digital, or physical), as well as the distribution of the diaries before and their 
collection after the study period. In addition, analyses of the diaries’ exten-
sive free-text and assorted images may become costly. 

Bias limitations of journals 

Biases in diary keeping often stem from the researcher imposing an inhibitive 
constraint upon a consumer’s purchasing activity or other related pursuits. 
Not only does journaling require a lengthy time investment but also the ac-
tivity requests consumers to overtly record behaviours that they might prefer 
to keep hidden. Potential difficulties and inaccuracies may also arise when 
participants feel obligated to fill in their entries and write ‘anything’ that 
comes to mind, simply in order to fill in the required space in their diaries, 
thus effecting the authenticity of the data gathered. 

Another potential bias may be introduced when participants are asked to 
mull over their actions, beliefs, feelings, etc., about a product or service. Here 
too, participants may be tempted to make up explanations, for instance, by 
stating a certain reason for buying a particular product, when in fact the be-
haviour was habitual and less thoughtful than they would like to admit. 

Now You 

What kinds or parts of your research questions may journaling help to an-
swer? Which type of journal (paper, digital, …) would you ask your partici-
pants to use? 

Further reading 
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Chapter 13. Autoethnography 

What is autoethnography? 

The word autoethnography is a blend of the word ‘ethnography,’ meaning the 
systematically undertaken description of cultures and individuals and their 
customs, with ‘auto’ which, when placed before another word, means self. 
An autoethnography is a self-ethnography conducted by ethnographers them-
selves concerning their own behaviours, reactions, and beliefs. In the context 
of consumer ethnography this will take the form of the autoethnographer’s 
use, purchase, maintenance, evaluation, etc., of the service or product that is 
of interest to the research project.  

Autoethnography is a research method, which connects a researcher’s 
personal story, including broader cultural meanings and political and social 
understandings, with the researcher’s first-hand experiences through a pro-
cess of self-reflection and writing9. To put this another way: the cultural 
significance of a person’s experiences are described and systematically ana-
lysed within an autoethnography through a process of writing a focused and 
specified individual account. Indeed, in an autoethnography the process of 
keeping a diary is often seen as a way for the person who is writing the diary 
to discover what they know about something, in our case a product, service 
or concept. Given this process of self-discovery, an autoethnography and its 
revelatory nature can be seen to be both a product and a process (see for 
example: Ellis, 2004; Holman-Jones, 2005). Autoethnography has its own 
strengths and weaknesses yet challenges notions of the researcher as some-
one who conducts research upon others (Adams & Holman-Jones, 2008, 
Spry, 2001) by being a procedure in which the researcher is his or her own 
subject of study.  

“The autoethnographer is simultaneously the subject and the object of the 
research, observing and interpreting culture through reflecting on his or her 
personal life experiences” (Moisander and Valtonen, p.63). An autoethnogra-
phy is an autobiography that looks at how the autobiographer is immersed 
within a culture and carrying out cultural practices. In an attempt to learn 
about the effects of a culture upon its members, autoethnographers become 
members themselves and join in with associated cultural practices within 
their everyday activities. From this standpoint, the researcher undertakes to 
observe him- or herself. The autoethnographic approach aims to provide 
insight into how the market produces and sustains the cultural significance 
and meanings of consumer behaviours. 

                                                           
9  The ethnographic approach is akin to the process of reflection upon personal experiences 

that researchers generally go through at the start of most research projects.  
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What questions does autoethnography answer? 

By situating an ethnographic researcher within the research situation as a user 
or purchaser of a service or product (a respondent), the researcher is inevita-
bly aware of the research questions, research procedures, client demands, and 
is able to reflect upon his own consumer experiences. Because an autoeth-
nographer intimately understands the product, client, etc., such a person is 
uniquely positioned to be able to supply information that will be of direct 
relevance to client’s needs. 

What are the limitations to autoethnography? 

Practical limitations to autoethnography 

The major limitation of autoethnography is also its greatest strength: Because 
the researcher conducts the autoethnographic procedure, inevitable biases 
arise in both the management of the fieldwork and the analysis of the arising 
data. 

Cost limitations to autoethnography 

Autoethnography requires a single experimenter/respondent to complete the 
procedure. This person also designs the course of action and analyses the 
resultant data and whilst this person is highly trained and expensive, the ex-
pense is mitigated by the fact that no other personnel need be employed. 

Bias limitations to autoethnography 

Participant bias is the main, and ever present, weakness of autoethnography. 
Many researchers query whether it is indeed possible for a researcher to dis-
engage his or her biases and provide impartial information. 

In general, as with other sole-respondent research, it is difficult if not 
impossible to extend the insight gained from the individual participant to 
other people. 

Now You 

Do you think it would be difficult or easy for you to perform an autoethnog-
raphy with regard to your chosen sample product or service? Why? How 
would you try to control the possible bias of your expectations interfering 
with your self-observation?  
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Introduction 

At the heart of qualitative research is the notion that the human researcher is 
the “measuring device” that extracts and brings forth the research evidence. 
The manner in which this is achieved is certainly an intricate process with all 
sorts of ontological and epistemological questions about the human mind and 
about inter-subjectivity. Thus, qualitative research is something we do every 
day (observing and relating to others, creating and extracting interpersonal 
meaning, etc.). Within the present consumer research context this process is, 
to a certain degree institutionalized, and thus “professionalized” to be part of 
positive science. 

This third section contains instructions on ways to conduct qualitative 
consumer behaviour research and is arranged using the same chapter themes 
as in section one. It should be noted that the specific aim of this book is to be 
a concise introduction to the methods presented in a taught course in qualita-
tive consumer research. Ideally, this text may supplement an in-depth reading 
of the textbook Qualitative Methods in Consumer Psychology: Ethnography 
and Culture (Hackett, 2015). The instructions in this section refer to ways to 
conduct a series of practice procedures with the specific purpose of exposing 
you how to undertake each technique. Consequently, the procedures may not 
translate perfectly to the field or real world setting. For instance, in this book 
it is suggested that a focus group interview should take approximately 20–30 
minutes. Whereas, a real world focus group is rarely this short and typically 
is 90–120 minutes in length. The reason for the abbreviated nature of this 
taught exercise is that generally it would be impossible to have the time or 
resources for students to conduct a series of two-hour-long focus groups. 
Perhaps more importantly, we have observed that 20 minutes is enough time 
for students to appreciate the principles and ideas behind the focus group 
activity, to identify what worked and what did not, and to be able to make 
suggestions as to how the session could be improved. Focus groups that last 
longer than this tend to be confusing. It is a lot to expect of a novice at mod-
erating to preside successfully over a focus group for one to two hours. 
Likewise, the participants in student focus groups do not receive the incen-
tives that commercially sponsored researchers are able to provide and the 
topics in a course setting may be less engaging.  

As well as focus groups many of the other procedures in this text have 
been altered from commercial practice in order to make them more appropri-
ate to a learning situation. We will attempt to point out these differences as 
they occur in their corresponding chapters. 

In the previous chapters, you have familiarized yourself with some of the 
key ideas of the ten research approaches presented in this guide by thinking 
through the questions asked in the “Now You” sections. In the upcoming 
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chapters, we encourage you to actively engage in planning your research 
project. Even if you won’t actually realize a study, do yourself the favour of 
being as diligent in following the suggestions as if you were about to conduct 
the research as a member of a real-life research team.  
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Chapter 14. Projective Techniques 

Outline 

Projective techniques, or projectives as they are commonly called, are con-
sumer behaviour research procedures that attempt to unmask the subcon-
scious thoughts, feelings, and beliefs that a product user or customer may 
have. The techniques described in this section, and how they are utilized, are 
especially open to modification and innovation due to the procedure’s reli-
ance on the creative nature of the participant’s responses. All of these ap-
proaches aim to subvert conscious filters that respondents may employ when 
answering questions about their behaviours, beliefs, and motives. Participants 
often replace veritable answers with more socially acceptable and rational-
ized ones in an attempt to create a desired or acceptable impression. Of 
course, such distortion will always be present in any research procedure but 
projective procedures endeavour to minimize these effects.  

Projectives fall into broad classes of procedures, such as: sorts; maps/ 
mapping; completion tasks, etc.  

Preparation 

Perhaps more than some of the other procedures presented in this book, good 
projective techniques need to be well planned and thoroughly prepared. The 
requirement for detailed planning arises mainly from the flexible nature of 
projective procedures. When using projectives, research teams will have to 
think carefully about what they are attempting to discover. All research may 
be biased, for example, a questionnaire may incorporate leading questions. 
However, projectives are especially prone to bias as respondents are asked to 
complete creative tasks, which are interpreted by researchers who make in-
ferences about possible relationships between the response and the product or 
service. Consequently projectives should be well piloted and discussed prior 
to their usage. You should spend time designing projectives and discussing 
these within your team. 

Location 

Projectives may be conducted in a wide variety of locations. Dependent upon 
the format of the technique, some projectives will need to be performed in 
specialized settings. For example, creativity walls may be used (large pre-
pared boards, blank walls, etc.) upon which participants are asked to write, 
draw, etc. However, in student settings the projectives that are most likely to 
be employed are sort procedures or some form of mapping process. These 
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can be undertaken in any relatively quiet environment with a medium sized 
flat surface, wall, table or clip-board upon which participants may sort items, 
paint, draw, write, etc. 

Materials 

The use of a digital video recorder can greatly enhance the results of projec-
tive techniques. To record the sessions, students generally prefer to utilise 
their phones, which are well suited for the job. Student research teams should 
have enough members, so that one student will be able to facilitate the proce-
dure while another digitally records the process and others take notes on 
participant and facilitator behaviour. Remember to obtain permission from 
participants to allow the recording of their session. 

Participants 

Projectives attempt to discover the underlying subconscious process of a 
consumer’s motives and other sociological constructs. Consequently, projec-
tive techniques are often used with individual participants in an interview 
type setting, or more commonly, as a sub-component activity within a focus 
group. When the technique is used, those persons selected must possess ap-
propriate knowledge or experience that relates to the study questions. Details 
about what constitutes a respondent group or how to recruit focus group 
participants when projectives are used can be found in Chapter 15 of this 
guidebook.  

Projective techniques should be introduced to participants in a similar 
manner to any form of marketing research. The researcher or facilitator (i.e., 
you!) explains the purpose of the study and answers any questions the re-
spondent might have. Once the facilitator has established rapport with the 
participant(s) he or she introduces the projective procedure in a non-prescrip-
tive manner. By this we mean that a few possible ways for completing a 
projective task can be suggested but you should emphasize that there are 
multiple ways to complete the task and none of these are better or worse than 
any other. You should explain to the participant the steps necessary to finish 
the projective task rather than tell or demonstrate what the participant should 
or should not say or do.  

For example, when asking a participant to sort objects in a multiple-sort 
procedure, you ask the participant to arrange the items in any manner that 
the participant feels may indicate relationships between the objects. You 
should not suggest or demonstrate to the participant how to arrange items in a 
straight line, into three piles, etc. In table 2 below examples are provided of 
impartial and biased introductions to projective techniques. In the first two 
examples the bias is due to the researcher supplying possible responses, 
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which will tend to limit replies to these suggestions. In the third example, as 
well as providing possible responses, the biased introduction is too verbose 
and may overwhelm or confuse participants. 

Table 2. Introducing a Projective Procedure  

Biased introduction Impartial introduction 

Here you have a number of items. You 

can arrange them in any manner you like, 

for example, you could form a square, a 

line or a circle 

Here you have a number of items. Would 

you please arrange them here on the table 

in any manner that has meaning for you 

Please tell me whether you associate 

positive or negative concepts to this type 

of car 

Please tell me what words come to mind 

when you look at this car  

The stick figure is you. When you go into 

the store and you are feeling happy or 

sad, perhaps you are thinking this is a 

waste of your time, or maybe not. Tell me 

how you are feeling, thinking and what you 

want to do 

Here is a stick figure. Imagine this is you 

and you have walked into the store. What 

are you thinking, feeling and what do you 

want to do? 

There are, however, occasions when the researcher has specific categories or 
concepts in mind that are related to the product or service. In these instances 
the facilitator may impose constraints upon the procedure. For example, a 
research project may be concerned with the influence of price upon a re-
spondent’s reactions to a given product. In this instance the researcher may 
suggest price, or price bands, as a category into which items are then sorted.  

As the facilitator, you should adopt the same impartial perspective and 
approach when you preside over other projective techniques. For example in 
a mapping exercise, participants may be asked to supply a word, phrase, or 
concept that is related to a product. Here too, you must display a neutral 
manner. However, in other instances, the facilitator may suggest the type of 
word, phrase or concept he or she is looking for (in a similar way to the 
above illustration of price in a sort procedure). Examples of these two ap-
proaches are as follows: an impartial manner is required when the facilitator 
asks a participant to say what comes to mind when presented with the name 
of a certain beverage. Yet a guiding approach is permissible when question-
ing the participant more directly about where, when, or with whom the par-
ticipant makes associations when viewing the named beverage.  

Results 

Often the output or results from a projective procedure is visual and may take 
the form of a sheet of paper (an artefact) upon which the participant and/or 
facilitator have drawn and written. In a student setting this sheet of paper 
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may be digital but is more likely notepaper. Whether actual paper or its digi-
tal equivalent, the artefact is a significant part of the results as are the facili-
tator’s notes, observers’ documentations, and the digital recordings (visual 
and/or audio) of the procedures: How participants physically complete the set 
tasks can provide important data about their psychological processes.  

Analyses (including thematic analysis) 

The artefacts, textual notes, aural and visual documentations of the partici-
pant performing the projective procedures will be evaluated and thematically 
analysed in the same way that results are analysed from other types of quali-
tative research. This means that you and your team members will examine 
and re-examine the data several times over in order to identify key issues 
(themes) and assemble this information into groups of ideas that furnish 
details to support the topics or themes that were found to emerge from the 
results. Non-verbal communications, as well as other forms of participant 
behaviour all contribute to the meaning-making process.  

It is useful for two or more researchers to interpret the data inde-
pendently and then later come together to compare and discuss their findings. 
As well as reflecting both individually and together upon their analyses, you 
and your team members may identify good and less good practices, which in 
turn may be a useful learning technique for investigators. Checking between 
different researchers’ interpretations not only applies to projective techniques 
but to most other forms of qualitative research.  
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Chapter 15. Focus Groups 

Outline 

Matters that need to be considered when conducting a focus group interview 
include the following:  

1/ Costs 
2/ Time constraints 
3/ Objectives of the research 
4/ Determine how the resulting data will be analysed 
5/ Choose who the respondents will be 
6/ Decide how respondents will be selected 

Preparation 

Due to the complexity of organizing focus groups, this form of research 
requires a lot of preparation if it is to be successful. For example: the focus 
group requires planning in terms of recruiting appropriate participants; de-
ciding on the stimulus materials that are to be used during the session; 
choosing at least one specialized and trained moderator to conduct the focus 
group interview procedure; selecting recording equipment and collecting the 
appropriate forms of written informed consent from participants for the type 
of recording planned; picking a specialized location which may need to be 
reserved for a specific time; etc. 

Therefore if the focus group is to be successfully undertaken, considera-
ble planning and organization is required.  

Location 

Focus groups may be conducted in any quiet environment that is large 
enough to accommodate the number of people involved. Dedicated focus 
group rooms are often used in commercial market research. These rooms are 
used solely to conduct focus groups and constitute two rooms that are divided 
by a two-way mirror. The participants sit in the one room around a table 
while the moderator and the researchers are in the other room from where 
they can observe, hear, record and oversee the group process. If this type of 
facility is unavailable then a classroom may be used. 
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Materials 

A checklist of materials is a good idea since focus groups are complex situa-
tions that require good organization. There are specific items that should be 
included on the checklist that apply to both the moderator and participants. 

Materials the moderator requires: 

1/ Focus group schedule or discussion guide: an outline or checklist of 
the main issues to be covered along with sub-probes 

2/ List of basic details of the activities that the moderator plans to use  
3/ Implements for note taking (pen, pencil, tablet or note book: make 

sure there are enough pages left in the book) 
4/ A flip chart: if you decide to use one  
5/ A stand for the flip chart or tape, pins, to fix the chart to a wall  
6/ Markers to use on the flip chart 
7/ Name tags, badges, name plaques for each respondent that are clear-

ly written with text that can be read by the moderator and other 
participants from a distance of three or four meters 

8/ Recording equipment: video or audio as previously agreed upon with 
participants, although a mobile phone is usually adequate for focus 
groups conducted by students 

9/ A secondary recording device in case the first device fails  
10/ Extension cord for recorder (if needed) 
11/ Make sure recording devices are charged, take spare batteries 
12/ Consent forms: bring more than the number of respondents attending 
13/ A debriefing schedule (a summary of the research project along with 

details of who students may contact for details of the research 
findings. This should also include thanks to participants) 

Materials for the group: 

1/ Stimulus materials (there may be very few or a great many stimulus 
materials and the research team needs to plan: how this is to be used 
and when and who will receive these; whether participants will bring 
any materials or will they be given these, etc.) 

2/ Paper, pens, pencils, etc., as needed 
3/ Refreshments (food/drink) as needed 

Participants 

In focus groups the ideal participant is a person who is a super-user of your 
product or has a specific relationship with your product or service. Respond-
ents are not usually sampled to be representative of a population of users. In 
some focus groups you may, however, use participants who do not know 
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your product and you may introduce them to the product during the focus 
group and discuss their reactions. Yet, the aim of a focus group is to bounce 
ideas around between members of the group and to generate further ideas. 
Therefore, you should select participants thoughtfully and choose participants 
who are most likely to come up with the type of information for which you 
are looking. 

This guidebook suggests that if you conduct a focus group as part of a 
class or just for trying out the procedure, then all participants in a student 
focus group be fellow class members or people you know. Some of these 
people will be more suitable to participate in the group than others (e.g., 
because of their gender, familiarity with a specific product, living on or off 
campus, etc.). You must develop a profile of the ideal participant for your 
specific product or service. You and your team members should consider this 
ideal profile in relation to your study’s overall research questions when se-
lecting specific persons for inclusion in the focus group. 

Procedure 

The procedure for the class-based focus group is as follows. 

As the moderator, you must: 

1/ Be in the focus group room prior to the respondents’ arrival and the 
commencement of the focus group  

2/ Organize the focus group room, materials, chairs, stimulus materials, 
provide pens, paper, etc., for participants (as needed)  

3/ Establish that other members of the research team know what their 
roles are to be during the session and are positioned correctly inside 
the focus group room and in the control room. In the control room 
observers and others may sit unseen and unheard by focus group 
participants 

4/ Plan refreshments 
5/ Welcome participants as they arrive into the focus group room and 

provide a brief explanation of: 
– The purpose of the research in general and the focus group in 

particular 
– What participants can expect to happen while they are taking 

part in the focus group procedure 
– What the information collected during the session will be used 

for: What is/are the goal(s) of the research in general and the fo-
cus group in particular. Explanations should be detailed enough 
to orient the participants’ thinking toward the topic at hand, but 
not so detailed as to guide or cue participants’ responses  
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– Who the moderator is and his or her role in the procedure and in-
troduce anyone else who has a responsibility in the focus group 
room – i.e., co-moderators, note takers, etc. 

– The expected duration of the focus group. The moderator must 
stress the importance of the respondents’ participation through-
out the length of the focus group session. HOWEVER: partici-
pants must be informed of their rights as research subjects, what 
participation will entail, and that they may withdraw from the 
focus group or not answer any question that causes them dis-
comfort at any time at no cost or penalty to themselves  

– Why their written consent is needed (i.e. participation on their 
part and your right to video/audio record the discussion). Ensure 
that you have received written consent from all participants. 

– Location of the nearest bathroom 
6/ Become over-familiar with: the research topic; the main aims of the 

project; any previous results from other research procedures that 
have been conducted for this study; the questions to be asked during 
the focus group; who the members of the focus group are and the 
focus group schedule. 

At the end of the focus group, as the moderator, you are obliged to: 

7/ Thank participants for their time and participation  
8/ Ask participants if they have any final questions and answer these  
9/ Ask participants if they would be willing to engage in further 

research connected with this project. If they are, check to make sure 
you have their contact details  

10/ Provide participants with a name and contact information for the re-
search team if questions or issues about the research arise at a later time 

11/ Ensure participants have received payment or reward for their 
participation if applicable 

The moderator and research team must also: 

12/ Complete a de-briefing session immediately after the focus group to 
gather instant responses from all note takers, co-moderators, observ-
ers, etc., and take details on their comments and reactions. Do not 
postpone this activity until a later time as the richness of interactions 
will fade and even if you don’t imagine this to happen, you will 
quickly forget what you saw and heard. 

13/ Label and catalogue all recordings, notes, etc., 
14/ Have a designated person collect and store any hand-written notes, 

recordings, consent forms, debriefing details, etc. All of these 
materials must be put away carefully and not allowed into the public 
domain. This material must be stored in the manner you described 
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and for the time period you specified in the informed consent 
document signed by each participant. 

Results 

The format of the results that arise from your focus group will be that of the 
field notes taken by those observing the session along with any video and/or 
audio recordings. Other results that may arise in the form of visual data will 
be the artefacts that developed out of procedures performed during the focus 
group, such as a sort technique or a creativity session.  

Analyses (including thematic analysis) 

The notes, artefacts, projective procedure results, video and audio recordings 
resulting from the focus group will be evaluated and thematically analysed in 
the same way that results are analysed from other types of qualitative re-
search as discussed in the previous chapter. Key issues will be identified and 
assembled into clusters of ideas that support the themes arising from the data. 
These themes may emerge in responses documented from individual partici-
pants as well as from the focus group discussion and reactions as a whole. 
The analysis stage may also include the gathering of verbatim quotations, 
which can be then incorporated into the research report and project presenta-
tion. 

An example may clarify this thematic analysis procedure. For example, 
imagine you conducted a focus group in order to optimise the interior of a 
new model of automobile. You noted reactions and innovative suggestions 
from a number of participants as well as comments from other participants 
who commented positively on the arrangement of the controls within the 
automobile interior. The group also discussed the excellent acoustics from 
the sound system. Furthermore, participants reported that locating the mirror 
and seat adjustments when travelling in the car for the first time was awk-
ward. The seats were described as comfortable but difficult to remove or 
collapse if occupants needed extra space.  

In this example, one possible set of themes emerging from the focus 
group may be: spatial layout of driving controls; spatial layout of comfort 
controls; sound quality; general comfort; positive features; negative features. 
You can then use these emergent themes as general categories under which 
you will be able to arrange other more detailed responses and explore the 
inter-relationships between themes. Furthermore, you may use verbatim 
quotations or the descriptions of the group’s activities to illustrate and expand 
upon the meaning of the themes you have identified. Verbatim quotations can 
also authenticate and legitimize “data” so that written up results do not rely 
upon inferred meaning. 
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Chapter 16. In-Depth Interviews 

Outline 

The in-depth interview is a relatively simple technique in qualitative con-
sumer research, however, even though it is ostensibly a structured discussion 
between a researcher and a participant, there are many things that can go 
wrong. These mistakes, oversights, etc., can be deleterious to the quality of 
the data that arises from the strategy. 

Preparation 

The questions intended to be asked during the procedure are the principal 
preparations required for the in-depth interview. In a marketing research 
context an in-depth interview may last one or two hours. However, for this 
learning procedure, each interview should last between 20 and 30 minutes. 
You must therefore prepare a series of questions about your sample service 
or product. These questions will be developed from the findings from re-
search already undertaken as part of your own or the group project, such as 
literature search and projective procedures. Based upon this information 
approximately three to five main questions should be devised and each 
question should have a similar number of follow-up-probe questions.  

The location for the interview must be as quiet and distraction free as 
possible and the note-takers and team members who are video or audio re-
cording the session must be positioned to be as unobtrusive as possible.  

Location 

When conducted as part of a taught course, in-depth interviews may be con-
ducted in class during regular school hours. If possible, several other class-
rooms should be utilized in order to minimize the distracting effect that an 
interview may have upon multiple sessions taking place at the same time.  

Materials 

Materials for in-depth interviews are minimal. Essential items are: an inter-
view schedule; video/audio recording equipment; notebook; pen/pencil; 
seating for interviewer and interviewee.  
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Participants 

You may choose any participant from whom you think you can elicit re-
sponses relevant to your research questions. In a class setting, students may 
choose other students from the class to be the respondents in their in-depth 
interviews. In all cases, in-depth interview participants should be selected 
because of their knowledge and experience regarding the product, service or 
concept under research. 

Procedure 

In order to familiarize yourself with the procedure, you and your team should 
conduct at least two or three in-depth interviews and each interview should 
last between 20 and 30 minutes. 

Results 

In-depth interview results take the form of a video or audio recording of the 
research interview along with notes that are taken by observers from the 
research team. 

Analyses 

After the video/audio recording has been transcribed, you and your research 
team may begin textual or narrative analysis of the data. As with many other 
qualitative research approaches texts are read and then re-read in order for the 
researchers to become ‘over-familiar’ with the content of the interview. The 
research team should then attempt to identify themes or issues that emerged 
during the interview. Also, researchers should note verbatim expressions that 
they think important within the context of the investigation, which can also 
authenticate and legitimize the “data.” The research team should comment 
about the unique aspects of the interview as well as its similarities with other 
interviews and other research procedures. Attempts should be made to inter-
pret these. 

The interviewer’s role in the in-depth interview should also be analysed. 
Errors made by the interviewer should be honestly commented upon along 
with the expected consequences of these transgressions. For example, did the 
interviewer lead respondents with his or her questioning style or non-verbal 
communications? In the estimation of the research team, did these infractions 
significantly affect the research results? What could have been done better, or 
differently? What impact would the research team expect these types of 
changes to make on the findings? 
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Chapter 17. Ethnography 

Outline 

When we encounter a new environment or situation we often conduct a form 
of ethnography. For example, a new student may enter a dining hall and 
carefully monitor other, more experienced students’ behaviours, in order to 
learn about how things are done within this context. In this and in many other 
situations what is being conducted is a form of ethnographic participant 
observation.  

The ethnographical investigations that you will likely undertake, e.g. as 
part of a taught course in qualitative consumer research, often takes the form 
of short-term observation procedures. You will essentially take note of your 
daily activities in which you encounter other people using your sample ser-
vice or product. This will not involve any contrivance, as the behaviour that 
is being observed must be naturally occurring: the observations made must be 
non-intrusive and not change the behaviour of others in any way. In a com-
mercial setting, an ethnographical study requires you as the researcher to 
become part of the community you are investigating and to participate in the 
usage of the product as well as in other forms of behaviours associated with 
the product or service.  

Preparation 

You are advised to locate published consumer research ethnographies and to 
read carefully through several of these articles. Reading good consumer eth-
nographies is an excellent way to learn how these types of studies are written 
up and the ways in which ethnographic research is conducted. We suggest 
that while doing so, you reflect upon your own research process and data 
analysis, which will help you develop an understanding of searching out 
themes and theories from your own research results. 

You need to think about where and when you might encounter people 
using the product or service in focus and make plans to enable these encoun-
ters during the research period. Before going into an ethnographic data-gath-
ering situation, you must attempt to concentrate upon two things: 

1/ To keep in mind the research questions under investigation during 
the observation period 

2/ To remain as unbiased as possible by not presupposing that a 
behaviour will or will not occur or to impose an interpretation about 
why a behaviour happens or does not happen 
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Location 

Ethnographic observations are best carried out in places or situations in 
which the product or service at the centre of your research usually occurs. 
Consequently, you will have to think about the most effective environment in 
which to make your observations.  

Materials 

There are few materials involved in ethnographic procedures. As you do not 
want to draw attention to yourself when observing a crowd or an individual, 
no recording devices should be carried during the procedure. You may carry 
a notebook and/or a smart phone, etc., on which you will record your impres-
sions and interpretations IMMEDIATELY AFTER an observation has been 
completed. Recordings should not be taken during the observation period or 
in the observation location. 

Participants 

Participants are not recruited for this procedure but constitute members of the 
public carrying out their daily activities. 

Procedure 

1/ You should discuss, as a team, where, when, and how you will be 
able to unobtrusively observe the usage of your product or service. 

2/ You will then plan and prepare a schedule for making the observa-
tions  

3/ During the procedure do not attract attention to yourself but simply 
observe what is happening around you.  

4/ An observation should last 15 to 30 minutes. 
5/ Immediately after completing an observation depart from the setting 

to document all significant details that you can remember, as well as 
your personal reactions to the observation period. 

Results 

The results that you will produce in your ethnographic procedures will take 
the form of comments and notations recorded immediately after the experi-
ence. The notes and reflections should also consider your role in the observa-
tion process and any errors you made with respect to being a neutral, undis-
closed observer.  
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Analyses 

Analyses performed upon the observational data will include the description 
of the actions of the subjects in the study. These actions should be docu-
mented as accurately as possible. Following the writing-up of the fieldwork 
observations and reflections, your research team should critically examine 
the context within which the observation was undertaken and the actions 
studied in an attempt to interpret the meaning of the data in relation to the 
research questions. 
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Chapter 18. Netnography 

Outline 

The aim of netnography is to uncover the culture of consumption and usage 
of online communities surrounding a product or service. As netnography 
entails research upon human subjects, a netnographic project within a univer-
sity setting requires approval by the university’s Institutional Review Board 
(IRB). A project that has been approved will then involve the researcher 
becoming immersed within a living online community. The format of this 
immersion will vary but usually requires the researcher to engage in debate 
with members of fora and other types of online communities that are specifi-
cally related to the product or service of interest.  

However, as IRB approval is often a lengthy process and cannot always 
be achieved within the timeframe available for a course in netnography, IRB 
approval is not often sought. Therefore readers who are college students 
should not interact in online groups when conducting a netnography. You 
should not join any fora, ask questions online, nor play an active role in 
such groups. Rather, we suggest you scour the Internet to find appropriate 
fora to observe and attempt to make assessments of the online communities’ 
relationship and reaction to the research product or service without posting to 
the group or in any other way taking part in the group.  

Preparation 

Preparation for netnographic procedures involves identifying appropriate 
online resources and deciding on when and where to undertake the netnogra-
phy (more details are given below). 

Location 

You may perform the netnography wherever you are able to gain Internet 
access. 

Materials 

Online computer access and a means of taking notes about the search being 
conducted are the only materials required. 
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Participants 

The participants in a netnography are members of the online community that 
is being viewed. As already stated, in a commercial setting the researcher 
would become an active member of the online community. Ethicality re-
quires that an investigator declare his or her status and purpose to the list 
moderator of an online group and then again to the online group members 
after he or she has received permission from the moderator. Students who are 
undertaking a netnography as part of a research project that has not sought 
approval from an IRB, may only gather publically available postings. In 
order not to compromise any of the posters of communication, the post-
ers must not be identified in any way. 

Procedure 

You will need to spend considerable time searching on the Internet for loca-
tions that contain discussions and other information about your product or 
service from a cultural perspective. This last point is important to emphasize: 
a netnography does not ‘per se’ collect online information or data about a 
product or service. Rather, the information that is of interest in a netnography 
is that which arises from online community exchanges. For example, discus-
sion fora on the product or on similar products are of interest, as are user and 
customers’ comments on commercial sites such as Amazon. There are an 
enormous number of potential sites that may yield information that assist you 
to locate a product or service within its online culture. 

Results 

When sampling publicly available postings, the results will take the form of 
verbatim comments made in fora, or in other online sites that present a dis-
cussion or user opinions about your product or service. Online user sites 
often include numerical data, for instance, the number of people supporting a 
user comment (the ubiquitous like button). This form of quantitative infor-
mation may be included in your report but should not be a major component 
of your analysis, report, or presentation.  

Analyses 

What you are attempting to reveal in a netnography are the complex cultural 
understandings and usages of products and services, as well as, the insightful 
impacts of these revelations upon the product or service you are investigat-
ing. The fact that netnographies have the potential to produce rich infor-
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mation about your area of interest is one of the reasons for not concentrating 
upon simple, numerical data, such as the number of users agreeing with a 
particular statement. Themes and quotations are again the currency of 
netnographic analyses (thematic analysis is used in many approaches to 
qualitative research covered in this book and you are guided to the index to 
read details about this procedure at other locations).  
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Chapter 19. Visual Ethnography 

Outline 

We have all seen collections of photographs that are grouped together to tell 
a story. Often these collections constitute coffee table books or travel ac-
counts. The visual ethnography that you can assemble will be very similar to 
one of these books but rather than being about a country, city, or journey, the 
collected photographs will relate to your investigation about a product or 
service. The assemblage may be conceived broadly and include images that 
are not of the product or service themselves, yet still provide information 
about the product’s or service’s cultural use and consumption.  

Preparation 

Prior to conducting this procedure you will need to select a large group of 
images from which you will then choose a few pictures for inclusion in your 
visual ethnography project. These photographs or images should be in the 
public domain. Freely available pictures, which are not copyrighted, can be 
found on the Internet from sites that do not require subscriptions. If you take 
your own photos, you must not use images of recognizable individuals. Re-
searchers must ensure that no person is identifiable in any of the outputs of 
their research (faces, etc., must be blurred before inclusion in the report or 
presentation) and this anonymity extends to automobiles (license plates 
blurred prior to use) and to any other visual information from which someone 
may be identified. 

Location 

The visual ethnography can be developed on your computer.  

Materials 

See preparation section above.  

Participants 

You, or you and your team, may be the participants in this procedure.  
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Procedure 

Your exploration for suitable visual ethnographic images should be guided 
by: 1/ a search/review of relevant literature; 2/ results from the research pro-
cedures you have already conducted. You may search online and real-world 
image banks and archives in order to identify appropriate photographs for the 
project. A limited number of photographs should be used, all of which con-
form to the limitations given in the preparation section above. You should 
also use their own knowledge of the product or service to find images with 
metaphorical meaning. 

Results 

The outcome of the visual ethnography project takes the form of a collection 
of five to ten digital images. These will be presented in the final visual eth-
nography with just enough text to unambiguously establish a metaphorical 
story about the topic under study.  

Analyses 

The final selection of images should be arranged to reflect the themes and/or 
metaphors that you are attempting to communicate about the product or ser-
vice. Pictures may also be assembled in a manner that conveys a narrative 
regarding the research topic: for instance, client experiences, shopping expe-
riences, relations with products, etc. You should not include images that 
duplicate messages alluded to by other photos already selected.  
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Chapter 20. Artefacts 

Outline 

The artefacts that you collect will be any physical items made by human 
beings that are associated with the product or service, such as packaging, 
advertising and promotion materials.  

Preparation 

You should brainstorm to think carefully about what sort of materials would 
help convey the cultural significance of the product or service you are inves-
tigating.  

Location 

Artefacts can be found in almost any situation or environment depending 
upon the topic of research interest. 

Materials 

There are no specific materials needed to conduct this approach to research. 
You should however clearly document the sources of the artefacts that you 
utilise for the project.  

Participants 

You, the investigator(s) will be the participant(s) and gather the artefact ma-
terials.  

Procedure 

You must identify possible sources for your choice of artefacts. Artefacts are 
then searched out from different locations and brought back for personal 
reflection or to the research team for discussion.  

Results 

After collecting the items, you must decide which artefacts best convey the 
central message of the investigation. These items should be retained and the 
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others discarded. We suggest that you use a limited number of artefacts to 
illustrate your conclusions. Photographs of the artefacts can be included in 
the body of the research report if the images contribute significantly to com-
municating the meaning of the account or placed in the appendices if the 
images are of peripheral importance. 

Analyses 

You will carefully study the artefacts, both as individual objects and as a 
coherent group of items. You should write descriptions of your responses, 
which will include: aesthetic impressions of the objects, understandings of 
the usage and historical context of the items, and how the artefacts are rele-
vant to the advertising of the product or service in focus. Next, you will seek 
out published research material that has already described a comparable arte-
fact or set of artefacts. It is extremely useful if you familiarize yourself with 
how other researchers have interpreted and understood similar objects to 
those in their own study. How do these perceptions compare? How are they 
similar? How do they differ? Ask why this is. Finally, decide upon your in-
terpretation and present your conclusions in relation to the other scholars’ 
work. Put forward explanations for your interpretation, which may also in-
clude information from other primary research data. 

The physical items that have been collected can perhaps best be thought 
of as support material to a larger research study. It is unlikely in a learning 
process such as a student project that the gathered artefacts will produce any 
surprises, however, these objects are useful as an effective compliment to the 
development of the analysis-based narrative of a research report. 
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Chapter 21. Archives 

Outline 

Archival data or materials take the form of printed documents, web-based/ 
digital records, and other configurations of information. There is a thin line 
dividing archival materials from that found in secondary or literature 
research. Indeed, in this study guide no distinction will be explicitly made.  

Preparation 

Many kinds of databases exist which contain archival information. In order to 
prepare for archival inquiry, you must think broadly to identify sources 
(online and real-world) for particulars about your service or product.  

Rather than simply hunting on Google or some other search engine about 
the product of interest, you should develop specific queries about your topic in 
an attempt to produce consequential information relevant to the guiding ques-
tion(s) of the overall project. For example, if your research is looking at the 
release of a new model of a consumer product, then the history of that prod-
uct’s development may be of interest. In such a case, product history should be 
the basis of the search. Alternatively, if your research question involves bring-
ing a product to a new geographical region then your search may include fo-
cusing upon the product, as it exists in other geographical regions. 

The important thing to remember here is that the more focused your 
search, the more likely the information you discover will be of importance 
and relevant to your project.  

Location 

Many archival sources are available online and you will be able to conduct 
searches from home, college, etc. Other physical archives may be located in 
libraries, collections facilities, town halls, company headquarters, publishers, 
etc. If this type of archive is to be used, you need to visit these locations. 

Materials 

The materials involved in an archival search include computer access and 
some way of recording the gathered material.  
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Participants 

No participants are involved in completing a research task in archival re-
search. However, if physical archives are accessed, contact must be made 
with archivists, librarians, curators, etc. 

Procedure 

The archival search procedure first involves listing key words, phrases, and 
other linguistic terms pertinent to your topic. An example of these terms may 
assist to understand this process. Thus, a study looking at how college pro-
fessors’ have historically used literature and other published resources in 
their research and teaching, may include terms that relate to: the time/period 
(now; future, in the last 20 years; etc.); the materials (e.g., digital publica-
tions; magazines; books; journals; blogs…); what these materials are used for 
(e.g., used directly in teaching; background reading; assigned reading; gener-
ating research questions; providing background to a research project); where 
the materials are used (e.g., in the classroom; in a laboratory; at the student’s 
home; in the professors’ office; in the library, etc. ); and other terms as are 
appropriate. These terms are then used to sift through databases to identify 
documents associated with your area of interest. Prior to commencing an 
archival search it is useful for your research team to have a clear strategy that 
specifies the particular archives to be examined and identifies the expected 
purpose for the newly acquired information. The material gathered must 
include the: database used; author of the archival item; title; where and when 
the item was published; page numbers; URL; DOI; etc.). 

Results 

The results in an archival research are the collected archival items in digital 
or printed format, or selected extracts taken from these items.  

Analyses 

Analysis will take the form of reading through archival texts and looking at 
archival images to identify features in these documents that provide infor-
mation that is useful to your overall project. How you expect to use this in-
formation in your research project will guide both the material you have 
gathered and how you analyse and present the information from these 
searches. Analysis of archival materials may provide information about a 
community’s historical, contemporary and geographic placement, as well as 



121 

its financial and trading practices, along with other details about your re-
search product or service. 
 





�

123 

Chapter 22. Journals and Diaries  

Outline 

Journal keeping is a practice in which people produce entries in a journal or 
diary, and explore their thoughts and feelings around experiences, or, in a 
consumer research class, around a product, service or concept. The notion 
behind this research approach is that consumers or diarists may reveal more 
about how they have been using a product or service along with their associ-
ated ideas, impressions, opinions, etc., within the comfort of their own homes 
or private space. Journaling can be practiced using books, notepads, digital 
equipment such as computers, still and video cameras, Smartphones, etc. In 
this guide, we suggest the participants reflect upon a product, service, or 
other topic and document these reflections in a specified way, at particular 
times, and over a certain amount of days. 

Preparation 

The preparation stage of journal keeping requires careful consideration. 
These choices include deciding: what format the journal will take (diary, 
video, blog, etc.); whether to include images with the text (remember some 
people do not enjoy writing); the frequency of entry to which participants 
will commit (from multiple times a day to weekly, etc.); whether entries will 
be responses to predetermined questions or be free text; whether responses 
will involve checking boxes, recording numbers, or writing text; over what 
period of time the diary will be kept, the length of each entry, etc. Many 
other questions will need to be answered prior to undertaking a journaling 
procedure. 

Location 

In some consumer research instances, the location for the journaling activities 
may be left up to the participant. However, dependent upon the type of prod-
uct or service, the researchers may wish the participant to have the products 
close at hand, or to have completed a day’s usage of the product or service 
(i.e., after retiring for the night, completing the diary task in bed), or to be 
actually using the product or service at the time of the journaling. These 
decisions may effect the setting in which participants are asked to complete 
their journals. 
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Materials 

The veritable journals that participants are asked to keep will be of varied 
types. The type will be determined by answers to the questions that have 
been raised in the preparation and location sections above, as well as, to 
what the project research question(s) are asking in general and the journal 
procedure in particular. The journal itself will have to be prepared by mem-
bers of the research team and given to participants. The journal may take 
many forms. For example it may be a traditional paper journal, a virtual diary 
emailed to participants or websites that participants must log into, etc. You 
must include a comprehensible and well-written introduction in all forms of 
journaling in order to guide participants unambiguously through the tasks 
that are required of them. Brief directions should be included at every loca-
tion where participants make a journal entry. Full instructions must also be 
clearly positioned in the journal book, virtual diary, website, etc., so that 
participants can easily locate them if they have questions about completing a 
journal task. 

Participants 

If you are working as an individual then you may keep a journal on your own 
product or service in order to understand the procedure. If you are working in 
a team, you may want to ask another team member to keep a journal for you 
and offer to keep one for them. 

Procedure 

Journals should be kept for a period of 10 days (in commercial situations 
journals are usually kept over a longer portion of time). Participants will be 
presented with the journaling materials, including a journal in the chosen 
format and any other support or stimulus materials, such as information and 
instructions that the participant may need to read before diary completion. 
Researchers must explain to participants how and when they should return 
the diaries to the research team. Participants should be asked to take ap-
proximately 20 minutes a day to work on their diary entries. 

Results 

Journal results will take the form specified (text, images, video, etc.). 
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Analyses 

Data that arises from journaling procedures can be analysed in many ways. 
Exactly how data will be analysed will be dependent upon the type of jour-
naling that you or your team has chosen. A common form of journaling is 
when respondents are asked to keep an open text diary and to make an entry 
once a day. This format of data can be analysed as any other textual material. 
You will attempt to identify themes present in the data either through multi-
ple readings of the journal transcripts or by using one of the many proprietary 
software packages that are available to specifically analyse qualitative textual 
data. 

As with all narrative forms of data analysis, you are forewarned against 
simply counting the number of times a word, phrase, or sentiment appears in 
a transcript. Numerical information may provide a minimal amount of inter-
est but invites methodological and philosophical problems when a researcher 
attempts to add or aggregate expressions from different participants. Moreo-
ver, analyses that simply identify the frequency of textual features miss out 
on the deeper meanings, such as what may be purported, intended or con-
veyed by a varied use of language. 
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Chapter 23. Autoethnography 

Outline 

Autoethnography is a process in which the researcher becomes the respond-
ent and deliberately exposes him or herself to the product or service that is of 
interest and then records these observations as they relate to the product or 
service. Students may experience the autoethnographic process over a period 
of 7 to 14 days during which they will use a “fly on the wall” approach (self-
observation) and not interact directly with other people. 

Preparation 

As the researcher is also the respondent in an autoethnography, there is al-
ways the very real possibility that the results arising from this type of study 
will be extremely biased. This is due to the fact that autoethnographers do not 
simply observe and record their observations in a detached manner, but rather 
they experience the product directly, as a customer would, and what they 
record is their own understanding of the product. Therefore, researchers must 
attempt the extremely difficult task of being unbiased. They must take all 
possible measures to keep an open mind and not let their beliefs, expecta-
tions, etc., colour their observations and interpretations of what they see and 
hear. Furthermore, before undertaking an autoethnography, you must clearly 
identify what and whom you will be observing and where and when you will 
be doing this. 

Location 

The autoethnography will be undertaken in settings that are relevant to your 
product, service or concept. You should carefully and thoroughly plan the 
locations, times, dates, etc. 

Materials 

You need to arrange how you will document your observations during the 
procedure. Notes must be taken in a book or on a tablet, etc. A phone may be 
used to capture images. 
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Participants 

There are no participants in an autoethnography as you become your own 
research subject. 

Procedure 

You will have already identified where and when you are to make your ob-
servations and you should plan to undertake these observations over a period 
of 7 to 14 days. It is important to be unobtrusive when the observer is con-
ducting research. Taking notes or other forms of documentation whilst in the 
field site should be avoided, as this is disruptive to your observation proce-
dure and may draw attention to you as a researcher. After remaining incon-
spicuous at the observation site for 15–30 minutes, you may leave the loca-
tion to document thoughts and feelings about the experience.  

Results 

The data that you collect will take the form of recollections of your own 
experiences and your reflections upon these. You may also want to assemble 
other texts and images and if applicable gather artefactual materials. 

Analyses 

Autoethnographies are analysed to reveal themes that are pertinent to the 
research question(s). Particular care must be taken when attempting to ana-
lyse the data that arises from autoethnographic procedures as the data has 
been produced by the researcher. This being the case, it is important that 
another researcher, or other team members, perform the analyses to 
help mediate the extent of researcher/participant bias.  
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Section 4 – Writing and Analysing a Research 
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Chapter 24. The Structure of an Academic Article/Report  

If you have actively followed our suggestions for implementing the ten ap-
proaches to qualitative consumer research, you will have noticed that these 
procedures produce a large body of information. The question then arises of 
what you should do with all the data, concepts and ideas. In order to make 
sense of the research, the results from each procedure will need to be struc-
tured and combined to produce insights that are easily discernable and useful 
to others, e.g. your employer or client. This structured presentation will take 
the form of either, or both, an oral account or a written academic report. 

However, the importance of learning how to write an academic report 
extends far beyond the purpose of presenting your findings. As a student and 
in your later professional life, you will read, present, write, and critically 
evaluate your own work as well as review and write about other reported 
research. The following description intends to familiarise you with the struc-
ture of a research article/report so that you may better understand and analyse 
published material and develop the skills to organize and present your own 
research project. 

Research articles have a format that is designed to clearly communicate 
the process and findings of a research project. The scientific report is tradi-
tionally divided into six sections and the following expatiation will follow 
this format. It should be noted that the template that is presented here is the 
‘most typical’ design for a scientific or structured report. However, each 
piece of research that is conducted will have its own inherent design: a design 
that may cause the typical structure to be adapted or modified to better pre-
sent information in a clear and unambiguous manner. This checklist will also 
help you in classes when you are asked to read, review, or critique an article 
or other form of publication by offering you a framework for your appraisal. 
Furthermore, learning to critically review official and research report writing 
will assist you to develop a model for your own write-up, e.g. of the team 
research project. 

Below are the six sections of the report/article and their typical content. 

The Research Paper 

A/ Abstract/summary/executive summary 
B/ Introduction 
C/ Methods 
D/ Results  
E/ Discussion 
F/ References 
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A. Abstract/summary/executive summary 

The list above is a summary of the structure that successfully communicates 
the contents of a piece of research in which the purpose, scope, and major 
findings of the research/article content are presented.  

It is common practice for people to only read the title and abstract of an 
article or report. From perusal of the abstract, readers determine whether they 
will continue reading the article. Therefore, it is very important that the ab-
stract is clearly and concisely written and conveys the following information: 
what was done in the research; the main results of the research; and the main 
conclusions of the research. When evaluating the summary a student should 
ask the following questions: 

Questions to ask about the abstract 

1/ Is the abstract intelligible?  
2/ Does the abstract reproduce and accurately describe the objectives 

and results of the paper/research? 
3/ Does the abstract include data not presented in the paper? 
4/ Does the abstract include material or make claims that cannot be 

substantiated by the results/data? 

B. Introduction 

In the introduction the author needs to present a logically structured back-
ground to the research that follows. The introduction to a research article is a 
little like the introduction to a story in that it needs to contain all of the rele-
vant background information in order that later sections of the writing may 
be read and easily understood. In the case of a research report, the introduc-
tion must include a review of the existing literature and other information 
that is directly pertinent to the study. By the time the reader has completed 
reading the introductory section, she or he should understand the background 
to the research and believe (through the author’s guiding words) that there is 
only one possible course of action open to the researchers, which is to con-
duct the study that they conducted and in the manner in which they con-
ducted it. In order to achieve this aim, you must present the background in-
formation to the research and provide a clear context for the study. Many 
investigations begin by identifying a correlation or association in the research 
literature from empirical observations or observing patterns in data: details of 
these observations should be included in the introduction as they apply to 
your project.  

At the conclusion of the introduction section you must explicitly state 
your research question or scientifically derived hypothesis. For instance: the 
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research question and why this research is important. In this brief section any 
competing hypotheses or theories may be mentioned. 

Questions that you may ask about the introduction include: 

1/ What reasons are given to undertake the study? 
2/ Is the background to the research clearly presented? 
3/ Is enough background information presented to allow the reader to 

understand the aims and objectives of the study? 

C. Methods 

Next comes the methods section, which describes clearly, succinctly, and 
chronologically what was done and how this was done. When planning or 
evaluating the methods section you should be able to answer, “yes” to the 
following general question:  

“Could someone else repeat this research with the information that has 
been provided?”  

If the answer to the above question is “no,” then the methods section is in-
complete. In order to thoroughly review the methods section, ask the follow-
ing questions: 

1/ Were the research methods described in enough detail to allow other 
researchers to repeat or extend the study? 

2/ Were adequate references cited to allow a clear understanding of the 
methods used (unfortunately, citations about the methods used in a 
piece of research are often omitted from citation lists)? 

3/ Did the researcher clearly and carefully report how the investigators 
modified any of the methodologies employed and in enough detail to 
allow other researchers to use the modified approaches? 

4/ When describing their methods, did the authors make it clear why 
they chose to use those particular procedures?  

5/ Did the authors list any problems, potential problems, or limitations 
of the chosen methodology? 

6/ If descriptive statistical procedures (graphs, frequency representa-
tions, etc.) were used, were they thoroughly described? 

7/ Were the descriptive statistical methods appropriate for the study, 
type of data, and research questions? 

D. Results  

The results section in an article presents the key findings and non-findings 
from a research project. In qualitative research, trends in the data are high-
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lighted in a concise and easily understandable manner. This often takes the 
form of themes that emerge from the data such as patterns of respondent 
characteristics, and/or patterns of product, service, concept, or background 
characteristics. Questions to ask about the results: 

1/ Do the results presented appropriately address the stated objectives 
of the research? 

2/ Do the results presented make sense: make sense both as written 
prose and in terms of the background to the project that was put forth 
in the report’s introductory section? 

3/ Are tables and figures appropriately used and labelled, so that the 
data they contain may be clearly understood? 

4/ Are the analyses used appropriate for the data, research questions, 
and hypotheses? 

E. Discussion 

In the discussion the background to the research, as presented in the report’s 
introduction, is blended with the results of the investigation. The question(s) 
and/or hypothesis presented at the end of the introduction section are evalu-
ated in reference to the newly discovered results. This section should unify 
the story that the research is attempting to tell. This section should not be a 
repetition of the results but should synthesize the information in the manner 
suggested above. In the discussion section the authors should evaluate poten-
tial and/or probable explanations for the results they obtained. Differences 
and similarities that have been discovered between the present research and 
comparable past research studies should be noted and attempts should be 
made to explain these similarities or discrepancies.  

When reading an article, it is important to be aware of the authors’ asser-
tions and if they have gone beyond the information presented in their re-
search findings or if they are making claims that stretch the results. It is also 
important to consider whether the researcher has attempted to generalize 
beyond the reasonable bounds of the procedures and sample used. Finally, 
new literature should not be introduced in the discussion as any research 
findings cited in the study should have been introduced earlier in the intro-
duction section of the report. 

Questions to ask about the discussion: 

1/ Were the stated objectives of the research project met? If not, have 
the researchers provided adequate reasons for failing to meet these 
objectives? 

2/ Do the authors discuss the results of the present study in relation to 
similar studies, and is the scope of similar studies adequate? 
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3/ Do the authors indulge in needless speculation? 
4/ Do the results that are presented possess ecological validity (are they 

important within a real world context)? 
5/ Are the limitations of the study/data clearly interpreted, discussed, 

and understood by the authors? 

F. References 

Although comments about cited references have already been made, some 
additional questions will recapitulate and expand upon these observations:  

Questions to be asked about the references/citations 

1/ Do the references cited allow the authors to make the claims they 
make? 

2/ Do authors cite their own publications needlessly? 
3/ Are the sources cited recent enough to allow the research to be up to 

date with current knowledge? 
4/ Are older important sources cited that allow the research to be well 

grounded in relevant theory? 
5/ Are the references provided in a consistent and recognized citation 

format? 

General questions about the paper 

1/ What is/are the central/vital message(s) in the article?  
2/ Is there a “so what” factor associated with the research?  

It is therefore apparent that in both planning and writing your own academic 
report, as well as in evaluating another researcher’s work, you essentially use 
the same steps. Ideally, when writing your own text, you will use the above 
suggestions while composing the report and then go through the manuscript 
again, attempting to analyse and improve it according to the criteria we pre-
sented. Therefore, these criteria both provide you with a template to thor-
oughly understand another researcher’s work – and to write a concise, in-
formative report about your own research. 

General Writing Tips & Suggestions  

There are several suggestions that are in essence “good practice” when writ-
ing a research report. These include the following: 
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1/ Before writing-up the report, you should produce a clear outline of 
the research project, using the above suggested sections and 
incorporate particular content that relates to the study  

2/ When you first use a term that has either a specific or ambiguous 
meaning, provide an explicit definition of how this term is employed 
in your report 

3/ Write accurately, concisely, and to the point 
4/ Make sure your paper follows a logical sequence and moves 

smoothly from one section to the next 
5/ Avoid writing in a passive voice as this is often confusing for readers 
6/ Ask other people to read your written work (if possible, a- someone 

knowledgeable about the topic of your research, b- someone who 
meets the criteria for inclusion in your sample but has not been 
involved in any way in the research, c- a lay person (i.e., a relative, 
friend). It is often intimidating to have other people read your work 
but this may well make the report a stronger and more under-
standable document. 

7/ Plan to finish the report early so that you have a few days to return to 
it and do final edits before submission of the final document. A fresh 
outlook will help you identify poor structure, incorrect grammar, 
improper phrasing, etc. 

8/ Do a final proofread and spelling check 
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Appendix A. Outline for a Course in Qualitative Research 
Methods in Consumer Psychology 

We don’t expect our readers, to become experts in qualitative research meth-
ods just by reading this study guide. In fact, the text merely provides the 
basics of the ten research methods presented. We recommend you read this 
publication in conjunction with a more comprehensive textbook and/or attend 
a practical program of study on the topic. In what follows, we explain the 
outline of a course that the first author teaches. Readers who are lecturers 
may use this outline as a template for designing their own courses; student 
readers may browse through it in order to get an idea of how such a course 
complements the procedures discussed in this guide. 

Four Assessed Core Elements 

It may be useful for readers to think of this introductory course in qualitative 
research methods to consist of four main integrated core elements, each of 
which will be assessed. The four elements are specified in figure 7. Students 
must attend all classes and take an active part in discussions and other speci-
fied activities. Students are required to complete all assigned readings. In 
addition, each student is responsible for finding, reviewing, and presenting 
two published research articles from refereed journals (including a hypothet-
ical research design), and finally, as a member of a research team, each stu-
dent shares in the production and completion of a bona fide research project. 

One of the aims of this course is to enhance students’ critical reading 
skills in order that they are able to accurately analyse a wide variety of doc-
uments. Students and professionals will encounter many different formats of 
articles, reports and publications that in some way can be seen as being ‘offi-
cial’ in nature. What is meant by official documents is that official publica-
tions purport to convey factual information or to present an authoritative 
opinion and are not primarily advertising or promotional material. Whilst all 
documents, to some extent, carry a slant on the truth, these official articles, 
reports, files etc., will be evaluated by students in terms of their clarity of 
argument and lack of bias. The course emphasizes reading these official types 
of publications: how to scrutinize, and to some extent, how to produce this 
format of document (see Section 4). At this point it is useful to note that 
official articles are usually the product of research. As this is the case, the 
structure of the research process itself will impact the structure of research 
writing: the research process provides a rationale for the structure of the 
written report/article.  
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Figure 7. Four Core Elements  

Through sharing oral presentations students learn about the strengths and 
weaknesses of the rich information provided by ethnography and other non-
sampling based research approaches and how to employ these texts as a basis 
from which to design their own research project. Each student becomes a 
member of a group that designs a research project that yields ethnographic 
insight, an understanding of consumer psychology and cultural analysis of 
the service or product of interest. Through the readings and in-class discus-
sions, students examine consumers’ wants, needs, and likes, and how these 
influence article and service usage, evaluation, purchase and marketing. 
These group projects encourage appreciation of the validity and usefulness of 
qualitative research procedures through a series of data gathering and analy-
sis enterprises. Procedures will be selected from: ethnography/netnography, 
artefact based study, mind mapping, sort techniques, journaling/blogs/ 
Smartphone journals, creativity sessions, sponsored shopping, in-depth-inter-
views (IDI), and focus group interviews (FGI). Understanding and applying 
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these procedures helps students to develop the skills to build up a tool kit of 

qualitative research methods in order to better respond to the applied ques-

tions of marketers. Students learn to write a report crafted to answer clients’ 

questions, and as a research team, how to orally present this account to an 

audience. Finally, through team and individual work, students will be pro-

vided with the opportunity to realize the beneficial insights gained from un-

derstanding how customers actually use, choose, and engage with products 

and services. 

Summary 

Upon completion of the activities outlined in this course, each student will 
have attained several research skills and increased their understanding of the 
qualitative research process within the area of consumer psychology. Below 
are the more specific outcomes for this type of course.  

Students will: 

1/ Have developed an understanding of the range of qualitative research 
methods used in marketing research 

2/ Have gained understanding of different types of qualitative research 
methods and when it is appropriate to use each of these 

3/ Have had experience using basic qualitative research skills 
4/ Be able to understand and evaluate published qualitative research 

studies 
5/ Be able to understand the ethical principles associated with con-

ducting trustworthy and valid qualitative research with human par-
ticipants 

6/ Have the ability to recognize and respond appropriately to ethical 
issues associated with this type of research 

7/ Have designed and developed a qualitative research project that 
demonstrates an awareness of the factors that are associated with 
qualitative research design 

8/ Have had practice communicating the results of your research 
project 

9/ Have selected, critiqued and presented a published qualitative 
consumer psychology research article 

This course is comprised of four interrelated tasks, all of which have been 
specifically designed to understand and apply the knowledge content of the 
previous three sections of the study guide, however, modifications and 
changes by other instructors will be expected. The specific tasks associated 
with this course model are listed below. 
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1/ Research Articles Evaluation and Hypothetical Research Design 
Presentation  

2/ Vignette (see details later in this appendix) 
3/ Team Research Project, including Written Report and Team Oral 

Presentation 
4/ Individual Poster Presentation  

Throughout the semester, students will be expected to vigorously seek out 
library resources (physically and online), search databases, and undertake the 
specified writing associated with their research project. All written work 
should be in APA format or in some other widely used citation and writing 
style such as Harvard, etc. (see reading list for details of the APA style hand-
book). Students are asked to keep a copy of all materials submitted. In each 
piece of written work associated with this course and with all data acquired 
from any kind of research project, students must respect the confidentiality of 
every participant. Students and their research teams must also make arrange-
ments to secure the data that arises from their research projects.  

In the following subsections, details for an introductory course in con-
sumer psychology are presented.  

1/ Evaluation of Research Articles and Hypothetical Research 
Design Presentation  

It is recommended that all students during the semester make a presentation, 
which commences with a critique of two research articles and concludes with 
the student’s own hypothetical design for a research study. During most class 
periods throughout the semester, two selected students will be required to 
present their review of two published qualitative research articles and to 
conclude their presentation with their own design for investigating a product, 
service, or concept (not the ones in the articles). By designing a new study 
and applying the procedures described in either or both of the articles re-
viewed, students will demonstrate their understanding of the methods cri-
tiqued. We will now discuss this presentation in two parts: A/ Evaluation of 
Research Articles, B/ Hypothetical Research Design Component of Articles 
Presentation. 

A/ Evaluation of Research Articles  

The article reviews will take the following format: one article will be pre-
sented and then a second article will be contrasted with the first in terms of 
subject matter, procedures, analyses techniques, etc. The student will not 
actually undertake the research for the design segment, but merely develop a 
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framework to employ the specific procedures used in the articles to a differ-
ent product, etc., and to propose the types of results that might be expected. 

With guidance from their professor students will locate and then choose 
their own qualitative research articles to review. The articles students select 
need to contain extensive details of the qualitative research methodology 
used in the research. The choice of articles should relate to a student’s partic-
ular interests and this association should be demonstrated in the presentation. 
Details must be provided during the presentation of how and where the arti-
cles were found (databases used, key words/terms employed by the student). 
The chosen articles should focus upon issues within marketing or allied sub-
jects (broadly construed, e.g., psychology, distribution, etc.). However, the 
presentation’s emphasis must be the student’s own critique of the qualitative 
research methods and qualitative analysis techniques used in the accounts.  

These presentations should include PowerPoint (or equivalent) and are to 
last approximately 15 minutes with up to five more minutes for questions 
from colleagues. Peer support and interaction are important components of 
the article presentation. Students are expected to actively participate in a 
critique of each other’s talks. These criticisms of student presentations re-
quire clear vision, honesty and sensitivity.  

Each student must apply the following structure to his or her presenta-
tion. The order in which the elements are listed below forms a template for a 
logical talk10. Students may include sections other than those listed below.  

Each presentation must incorporate the following information for both of 
the two research articles: 

1/ Articles titles, names and affiliations of author(s) 
2/ Where the articles were published (which journals) 
3/ The year the articles were published 
4/ How and where students found the articles 
5/ A brief summary of the research findings that are presented in the 

two articles 
6/ Specifics of the qualitative methodologies used in the research 
7/ Details of the results of the two pieces of research 
8/ Your critique of the methods used and of the articles in general 
9/ Provide particulars of any other types of research methods (concen-

trating upon qualitative methods) that could have been used and 
what students expect each of these approaches would have contrib-
uted to the research 

9/ Why students think these two studies are relevant to marketing 
research/consumer psychology research 

10/ Any implications for future research 

                                                           
10  This structure should also be used to design your final written report. 
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The two articles that students select may be presented consecutively or in 
parallel. Whichever way they choose to present the articles, contrasts be-
tween the studies must be examined. The procedures should be discussed 
knowledgably within the hypothetical research design you present as a con-
clusion.  

Students’ grades for the article presentation will be based on the analyses 
they present under the compulsory content headings given above and their 
engagement with the rest of the class in a relevant discussion. If students are 
not presenting an article, they are still expected to attend all presentations 
made by other students, and to take an active part in these events by asking 
applicable questions. Furthermore, they are not to use email, the Internet, 
phones, etc., during another student’s presentation as this is both rude and 
distracting to the student who is talking.  

B/ Hypothetical Research Design Component of Articles Presentation 

The final part of the presentation involves the design of a hypothetical re-
search project. Students should take some or all of the research methods from 
the two papers they have presented and design a research project around a 
product or service using these methodologies. The product or service should 
NOT be included in either of the two articles they presented nor should the 
product or service they are evaluating be the same as their team research 
product.  

In this section of students’ presentation they MUST INCLUDE details 
about the following aspects of their hypothetical study: 

1/ The product or service that is the focus of their research 
2/ Their research question 
3/ Who they would choose to be their sample and why 
4/ The type of results that their research would be expected to produce  
5/ How they would usefully employ these results in relation to their 

product or service 

DO NOT ACTUALLY conduct the research project OR COLLECT 
ANY DATA. 

For this presentation the student does NOT hand anything in to the fac-
ulty as all assessment is based upon the student’s performance during the 
presentation. 

2/ Vignette Project  

This is a relatively short mid-semester assessment and will take the for-
mat of a team vignette. 
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A vignette may be defined as: a brief account or description that brings 
forth strong emotions. Vignettes can be thought of in several different ways. 
For example, in theatre, vignettes can be short scenes that produce a general-
ized impression of a moment or instance. Vignettes can also be acted scenes 
that provide sharp and insightful notions about a certain idea, character, or 
setting within a play. A vignette can be perceived as standing for something 
larger than itself and may take the form of short sketches. 

Within the context of this class, a vignette is understood as a relatively 
short (approximately 20 minutes) skit or sketch that students write and per-
form. The contents of the vignette can be humorous, dramatic, documentary, 
etc., but must contain ALL of the topics that have been covered in the course 
up to and including the class immediately prior to the vignette assessment 
class. For example, in the sample class schedule given in Appendix C, the 
contents of vignettes should include all subjects covered in lectures 1 to 6. 
That is to say: What makes a good project; The research cycle; Practical 
research considerations; Ethics; Research methods, philosophies and ap-
proaches; Establishing clear research objectives; Mapping sentences; Re-
search writing & reading; Project planning, design, recruitment; Sort ap-
proaches. This content forms the framework for the vignettes and should be 
elaborated upon by using additional topics discussed in class and material 
from students’ research projects and outside reading.  

As the vignette is a concept and a procedure that many students may not 
have previously encountered, vignettes can be discussed in class to dispel any 
misunderstandings. The vignettes are to summarise the subject matter of the 
course prior to the assessment class. The purpose of this evaluation is to 
gauge student progress on the material covered and to provide information 
about student learning to date. The vignette is an active procedure in which 
students review and affirm course content by applying their knowledge of 
qualitative methods in consumer psychology within a simulated real world 
context. 

Students may design a vignette that takes the form of a research project, 
a TV show, a play, a family outing, a sports game, or any other of a thousand 
possibilities. However, the vignette MUST NOT take the form of a game 
show (as this tends to demonstrate superficial understanding of qualita-
tive research). Creativity is rewarded in this assessment; however, accuracy 
and thoroughness in the presentation of the course material are of primary 
importance and form the major components for grading.  

All students in a team must take an active role in the development of the 
vignette and must participate equally in the vignette’s performance.  
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3/ Team Research Project  

Introduction 

At the onset of the semester each student in this class will join with other 
classmates to form a research team. Each of these teams will identify a ser-
vice, product, or concept suitable for investigation using qualitative research 
methods explored in this course. It is important to note that the product, ser-
vice, or concept must be suitable for investigation by a series of different in-
class research procedures (focus groups, in-depth interviews, netnographies, 
etc.) over the period of a single semester. 

Team membership 

Students will join together into groups of five to six persons. Students will 
select their own teams. Students should join groups because they feel com-
fortable working with the members of that team and because the service, 
product, or concept chosen is of interest to them. Sometimes after a topic has 
been selected a student may no longer wish to be a member of the team. All 
possible attempts will be made to relocate this student to a different group.  

Research topic 

Choosing the correct service, product or concept for your research is of vital 
importance to the successful completion of the project. Therefore, teams will 
discuss amongst themselves which service, product, or concept is of mutual 
interest to all team members. When choosing a service, product or concept 
for research, it is important to ask the following two questions: 

1/ Is the service, product, or concept a suitable topic of study if class 
members comprise the respondent group? 

2/ Is the service, product, or concept researchable through the ap-
proaches? 

Examples of suitable products or services include: online companies such as 
Amazon, Uber, etc.; physically located bodies such as the regional transport 
authority; conceptual entities such as regional music festivals. Unsuitable 
projects may include: online, physically located or service firms from another 
country or region of which students have little or no experience; retirement 
homes, as students will have little or no experience of these; companies with 
little or no online presence. Furthermore, do not choose too broad a topic, 
such as the Olympic games, house sales, the news media, etc., as these may 
be difficult to investigate in a brief study such as this. 
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Major Components of the Project  

Below is a summary timetable of the major events in the students’ team re-
search project. Many details of the project have been omitted from this 
schedule for the sake of clarity. This is a general guideline. However, in 
the actual course students would find a definitive timetable attached to 
their syllabus to schedule their project.  

Weekproject work due 

1-2 decide on research project; establish research team membership 
3 present project proposal 
3-10 conduct research 
10-12 synthesise findings and write report 
13 submit final report 

Table 3: Research Procedures in this Course 

Research Type Questions to Ask 

netnography Are there readily accessible online consumer or user com-

munities that are associated with your service, product or 

concept? 

ethnography Is your service, product, or concept readily observable in 

daily life (this means observable by you) in a situation, which 

does NOT require you to intervene with other people’s 

actions or ask them questions? 

visual ethnography Are visual images available in the public domain (which are 

not subject to copyright restrictions) of your service, product, 

or concept?  

Are you easily able to take photographs of your service, 

product, or concept in a non-intrusive manner? 

focus group interview Is your service, product, or concept one that can be sensibly 

discussed by your class members?  

Do class members have direct experience and knowledge 

about your service, product, or concept (class members 

should not have to imagine your product or service)?  

in-depth interview (Ask the same questions as per the focus group)  

Will your fellow class members be able to talk in depth for 20 

– 30 minutes about your service, product, or concept? 

archival research Are there historical documents (historical in this context 

means any pre-existing documentation) about your service, 

product, or concept that may be easily found in an online 

collection, database, library, etc.?  

Will you or other team members be able to gain access to 

this information during the timeframe of this course? 

projective techniques What are the subconscious motives that may underlie con-

sumers’ choices and other consumption related behaviours? 

How do you think suspected subconscious motives may best 

be accessed through existing projective techniques (i.e., 
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sorting items, mapping, free-writing, word association, per-

sonification, etc.) and how may you design a projective 

research procedure to do this? 

Artefact Are there existing ‘things’ that you will be able to collect, 

photograph and display to represent how your product, 

service, or concept is used or understood within a cultural 

context? In this research ‘things’ are taken to mean objects 

that are related to, or used with your service, product, or 

concept such as packaging or promotional material. 

Can you employ artefacts to demonstrate the cultural signifi-

cance of your service, product, or concept and possibly how 

this has changed over time or between locations? 

Journals Will your fellow class members be able to keep a diary or 

journal about their regular, preferably non-contrived, en-

counters with your service, product, or concept? 

Will your classmates’ comments be able to reflect their own 

opinions about your service, product, or concept (this is 

preferred) or must they imagine that they are a user of the 

service, product, or concept (not-preferred)? 

autoethnography Will you, as a researcher, be able to expose yourself to the 

service, product, or concept and then keep a diary about the 

experience? 

Will you be able to expose yourself to the service, product, 

or concept in a non-contrived or deliberate manner and will 

you be able to use the service, product, or concept in a way 

that is similar to how real world users would encounter your 

service, product or concept? 

Project Proposal and Secondary Research 

After students have finalized the choice of the service, product, or concept for 
their team project, each team must write a project proposal. The proposals are 
to be approximately one – two pages long, in Times New Roman, 12 point, 
and double-spaced. The contents of the proposal should follow a commonly 
used style of research proposal. The project proposal should include the fol-
lowing subject matter: 

research background give details about your service, product, or concept and 

how this is used or encountered by the market segment 

you are investigating (in this research the segment is 

students from your college) 

how your team will investi-

gate the service, product or 

concept 

list each of the above mentioned research approaches 

and suggest the type of information you expect each 

approach to reveal 

how long the project will 

take 

provide a timescale/timeline for your project 

In the proposal, students will need to provide secondary information. Sec-
ondary information is information that exists prior to the commencement of 
their research (for instance, existing articles, books, company reports, etc.). 
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Secondary information/research always exists for each project and must be 
provided. They should supply references (where they found the information) 
for the background to their project and cite sources consistently throughout 
using a standardized citation style (e.g., APA, Harvard, etc.). The secondary 
research they provide must clearly support the reasons for conducting their 
investigation and the limits of their inquiries. Research projects that are eas-
ier to manage generally arise from a proposal that provides a thorough re-
search design based upon in-depth and extensive secondary information that 
describe the product/service and its current market. 

Once again, recall that this is an in-class project and that most of stu-
dents’ primary data will be gathered within class during class hours. Other 
background information (e.g., financial models – return on investment, etc.) 
is not the emphasis of this research and should only be used to support your 
primary data. It will be assumed that college students are a viable market for 
the service, concept, or product you have selected. The research students 
conduct will then assess consumer opinion towards the existing product/ 
service/concept, or some derivative of this, as this exists in reference to the 
particular college student market. If students wish, their product, service, or 
concept may be a new derivative of a product that already exists in that in-
stitution. Each research project will, to some extent, be unique. In the pro-
posal students will provide the objectives of their research. Depending on the 
nature of the chosen product, service, or concept, and the secondary research 
relating to this, students’ research may include the following objectives:  

1/ To identify the target segments at the college for the product, ser-
vice, or concept of interest 

2/ To gather information that will provide suggestions regarding ways 
to tailor the product, service, or concept for commercial or public 
relation reasons 

3/ To make suggestions about the positioning of the product, service, or 
concept within the college student market by considering consumer 
benefits, motivations, etc. 

4/ To investigate the acceptability of the product, service or concept 
5/ To make suggestions about the development of the brand image 

Primary Research 

Primary research is any research undertaken specifically to investigate a 
research problem. During the research students conduct for this course, they 
will carry out the following types of primary research projects: netnography; 
ethnography; visual ethnography; focus group interview; in-depth interview; 
archival research; projective techniques; artefact; journals and diaries; au-
toethnography. 
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Reporting Results 

Each group will analyse their data using the qualitative analyses that are 
mentioned in the corresponding sections of this text11. As well as the qualita-
tive analyses, each group may analyse their data (when this is appropriate) 
using descriptive statistics such as frequency, cross-tabs, measures of central 
tendency and dispersion and may display this data using appropriate graphs, 
etc. Each group will prepare an interim report and summary tables, which 
show the key findings from their studies (this is also called a top-line report).  

Final Report 

Length, letter size, and spacing 

Each research group will submit one digital report and deliver one group 
presentation of the research findings. The final research report will be ap-
proximately thirty pages in length. This length is not including the references 
and appendices but contains all other sections of the document. The report 
should be typed in 12 point Times New Roman, double-spaced, and with 
standard margins all around. The final document should NOT be a hard copy 
but in digital form only. 

Suggested structure of the report 

The precise structure of the final report will be determined by the nature and 
scope of the team’s research project. However, below is a generic template or 
what may be considered a brief outline for a “typical” project. This template 
shows the types of sections that are needed in the report and the team may 
decide to use these suggestions verbatim. However, when appropriate, a team 
may decide that the sections need minor adaptations or re-naming. The order 
of sections should always follow that shown in this study guide as this or-
dering provides a sensible story-like progression from developing the project 
to interpreting the results found. The numbers of pages that are suggested for 
each of the sections of the report are approximate and are only meant as a 
rough guide. 

Structural template for the final report 

In Figure 8 is a suggested structure for the write-up and presentation of the 
project report. 

                                                           
11  Interested readers may find further details in chapters 1, 4, 20, 21, in Qualitative Research 

Methods in Consumer Psychology: Ethnography and Culture. 
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Title, authors’ names, affiliations, date, location 

Acknowledgements/thanks 

Summary/abstract 

Introduction 

Literature review/secondary research 

Research objectives 

Research methods 
- Samples 

- Materials 

- Procedures 

- Projective Techniques 

- Focus Groups 

- In-Depth Interviews 

- Ethnography 

- Netnography 

- Visual Ethnography 

- Artefact 

- Archives 

- Journals 

- Autoethnography 

Results/Findings 
- Projective Techniques 

- Focus Groups 

- In-Depth Interviews 

- Ethnography 

- Netnography 

- Visual Ethnography 

- Artefact 

- Archives 

- Journals 

- Autoethnography 

Discussion/Conclusions 

References/Bibliography/Reading List 

Appendices 

Figure 8. Structure of Final Report 
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Below students will find the sections of the report as specified in figure 8 
along with further details for each of these components of the report (refer to 
Section 4 for a detailed account of how to write an academic report). 

Title, authors’ names, affiliations, date. Location 

The front page of students’ research reports should contain the following 
information:  

– Title of the project 
– Full names of all team members/authors 
– Name of the educational institution 
– Professor’s name and the name of his or her department 
– Date of the project 
– Name and level of the course 

Acknowledgements/thanks 

This section may alternately be positioned at the end of the report and should 
include an acknowledgement and/or give thanks for assistance for conceptual 
or practical assistance during the research process and the writing of the 
report. This includes any support or encouragement that students have re-
ceived (including family and friends if they consider the support they have 
given has been significant to the undertaking and completion of the project). 
All participants should be thanked.  

The acknowledgements should be on a separate page(s). 

Summary/abstract 

The summary at the start of the research write-up is also called an executive 
summary or an abstract. This briefly presents the topic/area of the research 
project with a concise outline of the main or most pertinent research findings. 
References or citations, graphs, illustrations, etc., do not appear in the sum-
mary. The summary may be the only part of the report that people read. 
Therefore, the summary must concisely embody all findings. The summary 
ought to have enough detail to allow readers to determine whether or not they 
want to look at the rest of the report. However, the summary should not at-
tempt to explicitly ‘sell’ the report but simply inform readers about the re-
port’s content, the reason why the study was undertaken, the most important 
results, the conclusions, and how these conclusions relate to the research 
questions.  

The summary should be one separate page in length (maximum).  
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Introduction  

The introduction presents the topic of research (the product, service or con-
cept that students will be investigating) to the reader. Pertinent aspects relat-
ing to the background of the research are to be noted in this introduction. For 
example: a brief statement of why the research is being undertaken and why 
the researchers find this product, service or concept, of interest.  

The introduction should be approximately one or two pages in length. 

Literature review/secondary research 

In this section students will elaborate upon the introductory section by in-
cluding details such as a: situation analysis, market analysis, marketing 
problems, etc. A SWOT (strengths, weaknesses, opportunities, tactics) report 
may be prepared if the team feels that readers will better understand the rea-
sons for the research after they have read a SWOT analysis. Other relevant 
background materials collected from newspapers, magazines, book chapters, 
blogs, websites, etc. should be included in this section. Examples may in-
clude particulars about a company, products, services, concepts or brands as 
well as about competing products, services, companies, etc. Students should 
include information that helps readers to better understand the products, ser-
vice, etc., and the reason for undertaking this research project. Students 
should use the secondary research information to build a case for conducting 
their research project. 

The literature review should be approximately five to seven pages in 
length including the SWOT analysis. 

Research objectives  

The research objectives follow the literature review, as the literature review is 
written to support the reasons for which teams are conducting the research. 
Once the reader has read the introduction and then the literature review, he or 
she should be in no doubt that a piece of research needs to be conducted to 
‘fill’ a gap in our understanding. The research objectives clearly detail the 
investigation to follow and how the study relates to the gap in knowledge the 
team is attempting to fill and to the understanding that the research is at-
tempting to create. 

This section should be a maximum of one page in length. 

Research methods 

In this section students must report on all the methodologies used in their 
research project. These will be the following approaches:  

– Projective techniques 
– Focus groups 
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– In-depth interviews 
– Ethnography 
– Netnography 
– Visual ethnography 
– Artefact 
– Archives 
– Journals 
– Autoethnography 

This component of the report is written up in the past tense with an active 
first person (plural: we; or singular: I) voice to explain what actually hap-
pened when each of the research procedures was conducted. This includes 
events that were unplanned or did not occur as researchers wished them to. 
The idea is to provide readers of the report with insight into what actually 
took place during the research rather than what the researcher planned to 
happen or wished to have happened. It is good to give details about what was 
planned and what actually occurred. Explanations of differences between 
students’ planned procedure and what actually took place during their re-
search should not be included at this stage of the research report but should 
be incorporated later on into the report’s discussion and/or conclusion sec-
tions: It is in the discussion or conclusion section that the investigators con-
sider the possible consequences of the procedural discrepancies and their 
impact on the overall project results.  

In the method’s section of the report students provide details under the 
following headings: 

Samples 

A sample may be described here as a defined subset taken from a clearly 
specified population of interest. This heading includes particulars of the sam-
ples used for all of the individual procedures of the overall research project 
(i.e., details such as: age, gender, year of study at college, college major, and 
any other characteristics that students think are pertinent to the product, ser-
vice or concept they are studying for the project). For example, if they are 
studying a brand that is common on the West Coast of America but not on 
the East Coast, then including where students are from may be important. 
However, in this example it may be more useful to record whether the par-
ticipant had familiarity with the product rather than assuming that coming 
from a location where the product exists equates familiarity with the brand. 

Materials 

Under this heading students must supply the full specification of all materials 
used in each of the individual research procedures, such as stimulus materi-
als, pamphlets, brochures, computer-based materials, etc. If examples of a 
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product are shown or if participants are asked to test the product, for instance, 
a beverage in a taste test, then full details about this procedure must be indi-
cated including the amounts of the product given, where, when, and how this 
was given, etc. 

Procedures 

Here students should provide full details of all of the procedures that they 
conducted in the overall research project. This includes brief particulars of 
any instructions that were given to participants (note: copies of the actual 
instructions given, explanatory materials, etc., should be included in the ap-
pendices). 

This section will be approximately four to seven pages long. 

Results/Findings 

The findings section is the true heart of the report. As with the previous sec-
tions, results should be presented in the following order of sub-sections. 

– Projective techniques 
– Focus groups 
– In-depth interviews 
– Ethnography 
– Netnography 
– Visual ethnography 
– Artefact 
– Archives 
– Journals 
– Autoethnography 

In this results section students should draw attention to the important findings 
of their research. The results should be presented in a terse and succinct 
manner. They should not go into lengthy explanations regarding their results 
in this section. In the results section they should not relate their findings to 
the research objectives/hypotheses: again, this is done in the discussion sec-
tion of the report. Results should be summarised in this section. What this 
means, for example, is that from the focus group or other interview-based 
research procedures, students may quote one or two verbatim comments to 
exemplify the overall findings of the strategy. Along with these examples 
they make overall summaries of what was said. Full details of the focus 
group, or other interviews, should be transcribed and presented in the appen-
dices section of the report. 

An example of an interview procedure is given above, but the same holds 
true for all of the procedures on which students report. For example, with a 
mapping procedure, the maps should be summarised in this section and all 
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maps included in the appendices. In the journals procedure, findings should 
be summarised and one or two verbatim comments may be provided to evoke 
the atmosphere or feeling of the responses. The full journals/diaries should be 
included in the appendices. 

The results section should be approximately three pages in length. 

Discussion/Conclusions 

The discussion and the conclusions must be written to explicitly address the 
research questions students stated in the research objectives section of the 
report. The Discussion/Conclusions section may be presented in one of two 
formats: - 1/ as two separate sections – 1- Discussion 2- Conclusions or - 2/ 
as one section – Discussion, with a distinct sub-section at the end of the sec-
tion called Conclusions. In either instance, in the discussion section, students 
compare the actual results to the hypotheses and explain why they match or 
don’t match. Part of why the results do not meet the expectations is explain-
ing what went wrong and how the results might look different had everything 
gone right. The conclusion-section, then, offers explanations and suggestions 
about the Discussion, e.g. “hence, future research should seek to corroborate 
the findings or should try to answer this open question by avoiding the error 
of doing X…” The Discussion must communicate what went wrong in the 
research and what could be done better if one repeated the research and its 
write-up. Recommendations for future research must be provided in the Con-
clusions. Often these suggestions will be based upon what went wrong in the 
research as well as the implications of the overall findings for the product, 
service or concept. 

Students should not include details of the results of their research but in-
stead make reference to these as they were presented in the results section. 
The Discussion, as is true of the whole research project, should not advocate 
for the brand, concept, product, etc. that they have researched but should 
maintain a neutral and evaluative stance. Thus, company advertising and 
promotional material should be kept to a minimum. The Discussion/Conclu-
sion is an extremely important section of the report and whether the discus-
sion and conclusion are written as a single section or as two sections to-
gether, they should be approximately five to seven pages in length. 

References/Bibliography/Reading List 

All sources of literature (printed, online, and other media) cited during the 
research and its write-up should be included in the references using a con-
sistent and recognized format of referencing (e.g., APA, Harvard, etc.). 
Background media and literature that influenced the research should be listed 
in a bibliography and suggested further reading should be included in the 
same format in a reading list.  
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Appendices 

All research reports must include Appendices. In this section students will 
include all raw research data. For example, they should include copies of the 
transcripts of interviews, etc., along with photographs of sort and mapping 
procedures, etc. They should also include blank copies of the research in-
struments (interview schedules, blank mind-maps, etc.) and instructions that 
were given to respondents. If standardized verbal instructions were given 
then these must be typed-out and included. 

Also incorporate any forms of background information about the prod-
uct, service, concept, company, distributors, etc. that provide your readers 
with a better understanding of the results. This information is positioned in 
the Appendices if by inclusion in the main body of the research report the 
details distract readers from the research and its results or makes the docu-
ment too difficult to read. All materials included in the Appendices should be 
in their own numbered or alphabetized appendix and there should be “call-
outs/references” in the main body of the text that refers to each appendix. 

There is no specific length to the appendices section. 

Delivering the Written Research Report 

Each team must present one written report per-team. This should be in digital 
format and not a printed document. Printed accounts waste resources. 
Digital reports may contain colour images, etc., and hyperlinks to guide the 
reader around the report in a way that printed matter cannot. 

The final document must be submitted by the date and time given in the 
syllabus. 

Verbal Research Presentation 

Each team will present their research to the rest of the class using Power-
Point/Keynote/Acrobat, etc. The presentation should be similar in format to a 
commercially commissioned market research project delivered to clients. 
Teams should become over-familiar with the contents of their presentation. 
This is for two reasons, 1/ so that presenters do not stumble over what they 
are introducing (if possible, team members should learn their part of the 
presentation and not read from notes), 2/ so that presenters can answer any 
questions that attending students and faculty members may ask. 

Research teams should actively involve audience participation by giving 
the audience activities to do or questions to answer at appropriate points in 
the presentation. 

Each team’s presentation will be approximately 20–30 minutes in length 
(the precise length of the team presentation will be announced in class). 
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Following the presentation, the team should actively seek questions from the 
audience and attempt to answer these. The portion of an individual student’s 
grade that reflects his or her contribution to the team project and presentation 
will be based on the quality of the final report, the presentation, and individ-
ual participation in the project. Group members will not necessarily receive 
the same grade. 

4/ Individual Poster Presentation  

Basic details 

The individual poster presentation is the culmination of individual student 
learning during the semester and takes place at the end of the course. The 
bare bones of this assessment can be stated as a series of answers to ques-
tions: 

Question 1: What do you have to do? 
Answer1:  create a virtual poster 

Question 2: What should this be about? 
Answer 2: a product, service or concept that you have not previously in-

vestigated or presented in your article review and hypothet-
ical research design  

Question 3: What format should this take? 
Answer 3: a single PowerPoint slide 

Question 4: What do I do with this? 
Answer 4: present this to the class  

Question 5: How long should the presentation be? 
Answer 5:  6 minutes  Each student will once again design a hypothet-

ical qualitative research project around a product, service, 
or concept that they want to investigate. The product, ser-
vice, or concept teams choose for this presentation must be 
different from the product, service, or concept in the team 
research project and from the product, service or concept 
teams designed a hypothetical study around and presented at 
the end of your article presentation/evaluation.  

Further details 

Students design a study addressing this new product or service that uses three 
or more of the research methods that they have encountered in this course.  
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For each research method that they use to investigate their product, ser-
vice, or concept, teams must: 

1/ Provide details of the sample of respondents they would ideally 
select to conduct the research  

2/ Specify any research materials, locations, etc., that they will need for 
each of their three research procedures 

3/ State the timescale for conducting this research project with the three 
procedures 

4/ State the timescale for the entire research project (all three proce-
dures together) 

5/ Suggest what the results from each of the research approaches are 
likely to show and what these results are not likely to show in the 
project they are proposing 

6/ Make very specific comments about each method and what each pro-
cedure may indicate about their product or service rather than 
general comments about the method in general 

Students may decide to present three research methods that they think are 
well suited to investigate the chosen product or service. Alternatively, they 
may select methods that are not well suited to the specific product or service. 
Their other alternative is to present a selection of appropriate and inappropri-
ate procedures. In all cases they must state the strengths and weaknesses of 
each of the three approaches and explain their positive and negative aspects 
in relation to investigating your topic of interest.  

The poster that students present must demonstrate what they have 
learned from participating both in the team research project and in this course 
in qualitative consumer research in general. The poster must also describe the 
tangible benefits their research will provide to the product/service.  

Poster details 

1/ The poster must be a single PowerPoint /Keynote slide (or similar) 
2/ Someone looking at the slide should be able to read this from 

approximately two meters (six feet) 
3/ The poster should contain all of the details of the research project in 

brief (bulleted) form 
4/ The poster should be visually attractive so as to engage viewers 
5/ The poster should contain communicative graphics as necessary to 

clearly convey the research findings 
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Presentation details 

The presentation students give must be approximately six minutes in length. 
They must rehearse their poster presentation to ensure their presentation is 
near the requisite six-minute time limit. Students’ grades will be penalized if 
their presentation is one-minute more or less than six minutes. 

The poster presentation must be on one single slide – it cannot be a mul-
tiple slide presentation. If students use multiple slides their grade will be 
penalized. Slides may not take the form of a Prezi or move in any way. The 
only exception to this is that they may introduce elements to their slide by 
clicking as they talk but all elements, once revealed, must remain visible on 
the slide until the end of the presentation. 

In students’ verbal presentation they must add details to the basic ele-
ments of their research project that are represented on the poster. They should 
not simply read the content of the poster. The poster and the verbal presenta-
tion should compliment each other and together provide more information 
than either the slide or the verbal presentation provides on its own. 

Students must structure both their poster and their verbal presentation in 
a way that comprehensively sets forth their research. 

To achieve a good grade it is important that students make their poster 
and presentation interesting. This is the culmination of their learning from the 
semester of classes and should demonstrate both the breadth and the speci-
ficity of their understanding. Therefore, students should not merely present 
the three approaches but indicate the greater depth of their knowledge. Part of 
demonstrating understanding may include explaining why they chose the 
particular approaches and why they rejected others.  
 



�

161 

Appendix B. Sample Course Schedule 

Lec-

ture  

Material Covered Activities 

1 What is qualitative research/ethnography; 

Research approaches; What makes a 

good project 

Decide team membership; Develop 

project ideas; Read about project area 

2 Finalize projects; Research cycle, ethics, 

research methods, philosophies, 

approaches 

Prepare presentation of your project 

3 Ethics; Establishing clear research 

objectives, mapping sentences 

Present project; Start ethics training - 

complete this by lecture 10 

4 Research writing & reading  Continue ethics training 

5 Project planning/design/recruitment Develop sort item ideas 

6 Sort approaches; Develop items for sort 

approach 

Start article presentations; Revision for 

vignette 

7 Assessment 1; Sort item development Vignettes; Project proposal 

8 Sort procedure – in-class workshop Ethics training; Sort items for class; 

Analyse sort data 

9 Focus group interview theory – 

benefits/problems 

Develop focus group interview 

schedule 

10 Focus group interview – develop in class Complete/submit ethics certificate 

11 Focus group interview – in-class workshop Focus group interview schedule for 

class; Analyse focus group interview 

data 

12 Attitude assessment, idea generation Continue writing-up findings 

13 In-depth interviews – discussion; Develop 

schedule in class for in-depth interviews 

Develop in-depth interviews schedule 

14 In-depth interviews – in-class workshop In-depth interviews questions  

15 In-depth interviews – optional in-class 

workshop; Discuss netnography 

/ethnography 

Analyse in-depth interview data 

 

16 Netnography/ethnography/observation – 

discussion 

Out of class ethnography; Develop 

netnography 

17 Netnography/ethnography/observation – 

in-class workshop 

Netnography for class; Analyse 

netnography 

18 Archival materials/Artefact; Visual 

Ethnography  

Develop archival/artefact/visual 

materials 

19 Archival materials/Artefact; Visual 

Ethnography: in-class workshop 

Visual Ethnography for class; Analyse 

visual/archival/artefact materials 

20 Life history, journals, diaries – when to 

use/benefits/problems 

Develop journal 

 

21 Life history, Journals, in-class workshop Journal for class; Run Journal; 

Analyse visual/artefact/etc 

22 Data analysis; Reporting findings,  Discussion 

23 Effective presentations  Finalize write-up 

24 In-class workshop Results section due; Develop 

presentations 

25 Individual presentations Individual poster due 

26 Individual presentations  

27 Group presentations Group project due 
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Appendix C. Corresponding Readings from Qualitative 
Research Methods in Consumer Psychology: Ethnography 
and Culture (Hackett, 2015, Routledge) 

Number and Title of Chapter in this Guide 

Book 

Chapter Number in Qualitative 

Research Methods in Consumer 

Psychology: Ethnography and 

Culture 

Chapter 2 Using a Mapping Sentence to 

Manage a Consumer Research 

Project 

Chapter 1 

Chapter 3 Research Ethics Chapter 2 

Chapter 4 Projective Techniques Chapter 10 

Chapter 5 Focus Groups Chapters 7, 9 

Chapter 6 In-Depth Interviews Chapters 11, 12 

Chapter 7 Ethnography Chapters 6, 7, 13, 14 

Chapter 8. Netnography Chapter 18 

Chapter 9. Visual Ethnography Chapter 16 

Chapter 10 Artefacts Chapter 15 

Chapter 11 Archives Chapter 15 

Chapter 12 Journals and Diaries Chapter 17 

Chapter 13 Autoethnography Chapter 8 

Chapter 14 Projective Techniques Chapter 10 

Chapter 15 Focus Groups Chapters 7, 9 

Chapter 16 In-Depth Interviews Chapters 11, 12 

Chapter 17 Ethnography Chapters 6, 7, 13, 14 

Chapter 18 Netnography Chapter 18 

Chapter 19 Visual Ethnography Chapter 16 

Chapter 20 Artefacts Chapter 15 

Chapter 21 Archives Chapter 15 

Chapter 22 Journals and Diaries Chapter 17 

Chapter 23 Autoethnography Chapter 8 
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Index 

analyses  12, 17, 84, 88, 98, 113, 125, 

128, 134, 142, 144, 150 

artefact (artifact) research  53, 73, 74, 

75, 76, 97, 117, 118, 140, 149, 161 

article, research 

presentation of, (see: Research 

article presentation)  143, 144, 

158, 161 

articles (see 

research articles)  73, 107, 131, 

139, 142, 143, 144, 148 

assignments (in class)  11 

final report  33, 147, 150, 158 

hypothetical research design  

139, 144, 158 

poster presentation  142, 160 

project proposal  147, 148 

team research  131, 144, 147, 

158, 159 

attitudes  17, 29, 45, 51, 54, 55, 56, 

66 

autoethnography  87, 88, 89, 90, 127, 

128, 148, 149 

background facets  28, 29, 30 

Belmont Report, the  36, 37 

bias  22, 49, 56, 62, 67, 70, 76, 80, 

84, 88, 95, 96, 128, 139 

interpretation  45, 59, 62, 79, 

107, 118 

participant (sample)  11, 17, 19, 

21, 22, 29, 31, 39, 46, 47, 49, 52, 

53, 55, 56, 59, 61, 63, 66, 67, 69, 

70, 71, 84, 88, 95, 96, 97, 98, 

100, 101, 103, 105, 106, 107, 

117, 123, 124, 128, 134, 136, 

142, 144, 145, 154, 159 

researcher  12, 17, 18, 19, 20, 21, 

24, 29, 32, 33, 39, 40, 41, 45, 46, 

47, 48, 59, 62, 65, 66, 67, 69, 70, 

74, 75, 76, 83, 84, 87, 88, 93, 96, 

97, 105, 107, 111, 112, 125, 127, 

128, 133, 134, 135, 148, 154 

brainstorming  51, 52 

Canter, David  33 

case studies  59 

collage  46, 69, 70 

consumer ethnography  12, 69, 87 

definition of  17 

consumer psychology  11, 17, 22, 23, 

140, 141, 142, 143, 145 

definition of  17 

content facets  28, 29, 30, 31 

costs  70, 76 

course  11, 12, 13, 17, 19, 22, 30, 33, 

55, 61, 65, 88, 93, 95, 105, 107, 111, 

132, 139, 141, 142, 145, 146, 147, 

149, 152, 158, 159 

assessment  36, 144, 145, 158, 

161 

content  141, 144, 145, 152, 160 

objectives  63 

creativity session/creativity walls 

critical reading and thinking  139 

culture (as an object of study)  

17, 59, 61, 62, 63, 73, 74, 75, 76, 

87, 111, 112 

data  13, 17, 19, 22, 23, 24, 25, 27, 

28, 29, 32, 33, 34, 35, 39, 40, 45, 53, 

56, 59, 62, 63, 65, 66, 67, 75, 80, 81, 

83, 84, 88, 98, 99, 103, 105, 106, 107, 

109, 112, 113, 118, 119, 125, 128, 

131, 132, 133, 134, 135, 140, 142, 

149, 150, 157, 161 

analysis  27, 34, 66, 107, 125 

collection  40, 80 

management  39, 40 

types of  23, 27, 32 

Declaration of Helsinki, the  36, 37, 

42 

diary (see journals)  83, 84, 87, 123, 

124, 125, 148 

documentation  17, 83, 128, 147 

of sources  17 

ethics, in research 
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Belmont Report  36, 37 

Declaration of Helsinki  36, 37, 

42 

definition of  21, 36 

history of  42, 79, 80, 119 

Nuremberg Code  35, 36, 37, 41 

ethnography  17, 59, 60, 61, 62, 65, 

67, 69, 72, 74, 87, 107, 116, 140, 147, 

149, 154, 155, 161 

definition of  17 

visual  28, 34, 69, 70, 71, 75, 97, 

98, 103, 115, 116, 147, 149, 161 

evaluation of research possibilities  

19 

evaluation of articles  142 

experiments  35 

facet theory  27, 28 

facets  28, 29, 30, 32 

background  28, 29, 30 

content  27, 28, 29, 30, 31, 34 

range  28, 29, 31, 38 

feasibility  20 

final report  33, 147, 150, 158 

focus group interviews (FGIs)  31, 

51, 99, 140 

online focus groups  51, 52 

grades  144, 160 

Guttman, Louis  28, 33 

Hackett, Paul  8, 13, 33, 61, 63, 93, 

162 

human subjects (see  12, 21, 22, 35, 

36, 37, 38, 39, 42, 66, 111 

hypotheses  27, 28, 133, 134, 155, 

156 

in-depth interviews (IDIs)  28, 30, 55, 

56, 83, 105, 106, 140, 146, 147, 149, 

161 

individual poster presentation  158 

informed consent  36, 38, 39, 99, 103 

institutional review board (IRB)  21, 

22, 38, 40, 111, 112 

interpreting  87, 150 

interview  31, 32, 51, 55, 56, 57, 93, 

96, 99, 105, 106, 146, 147, 149, 155, 

157, 161 

conducting   51, 53, 55, 56, 99, 

106, 141 

structured vs. unstructured  12, 

32, 54, 55, 105, 131, 132 

journals (journaling, diaries, 

blogging)  83, 84, 123, 124, 125, 140, 

148, 149, 156, 161 

literature research  19, 116, 119, 132 

literature review (secondary research)  

149, 151, 153 

mapping procedures  47, 155, 157 

mapping sentence  12, 27, 28, 29, 30, 

31, 32, 33, 161 

metaphors  69, 70, 116 

methods of research  11, 12, 13, 21, 

22, 45, 56, 62, 67, 79, 93, 133, 139, 

141, 142, 143, 144, 145, 146, 151, 

153, 158, 159, 161 

mind mapping  46, 47, 140 

netnography  28, 65, 66, 67, 111, 112, 

140, 147, 149, 161 

observation  32, 59, 61, 65, 88, 107, 

108, 109, 127, 128, 161 

hidden vs. disclosed  66, 84 

online ethnography (see netnography)  

65 

participant observation (procedure of)  

17, 61, 66, 107 

participant(s)  12, 17, 21, 29, 31, 35, 

36, 37, 38, 39, 45, 46, 47, 49, 51, 52, 

53, 55, 56, 59, 61, 62, 63, 65, 66, 69, 

70, 71, 83, 84, 88, 93, 95, 96, 97, 98, 

99, 100, 101, 102, 103, 105, 106, 107, 

112, 115, 117, 120, 123, 124, 125, 

128, 141, 142, 152, 154, 155 

compensation (payment or 

reward)  38, 102 

de-briefing  102 

ethical codes for research (see  

37 

rights of  102 

population  28, 36, 42, 100, 154 

presenting (oral/verbal) 

of research plan  20, 22, 28 

of team project  148, 158 

primary research  118, 149 

product (or service) 
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choice for team research project  

108, 140, 142, 144, 146, 148, 

149 

projective techniques (projectives)  

32, 45, 48, 49, 52, 95, 96, 97, 98, 147, 

149 

qualitative research  11, 12, 17, 22, 

23, 40, 41, 45, 59, 61, 62, 67, 70, 73, 

83, 85, 89, 93, 98, 103, 106, 113, 133, 

139, 140, 141, 142, 143, 145, 146, 

158, 161 

questionnaire  29, 34, 83, 95 

quotations (citations)  133, 135, 142, 

149 

range facet  28, 29, 31 

recording  56, 59, 96, 99, 100, 105, 

106, 108, 119, 123 

reliability  22 

report (see 

research article, writing skills)  

11, 12, 25, 42, 59, 103, 112, 115, 

118, 131, 132, 133, 134, 135, 

136, 139, 141, 143, 147, 150, 

152, 153, 154, 155, 156, 157 

research article 

SWOT  153 

writing  11, 12, 24, 25, 46, 47, 

87, 109, 123, 131, 132, 135, 136, 

139, 142, 145, 147, 152, 161 

research cycle  19, 24, 25, 145 

research design  23, 33, 141, 149 

research plan  20, 22, 28 

research process  18, 24, 25, 40, 107, 

139, 152 

research project (see also 

team)  11, 12, 13, 17, 19, 20, 22, 

23, 24, 27, 28, 29, 30, 31, 32, 33, 

35, 36, 38, 40, 53, 63, 71, 80, 87, 

94, 97, 100, 112, 120, 131, 133, 

134, 136, 139, 140, 141, 142, 

144, 145, 147, 149, 150, 152, 

153, 154, 155, 156, 157, 159, 

160 

content  27, 131, 132, 141 

timetable  147 

topic  19, 20, 46, 47,  62, 102, 

116, 117, 119, 120, 136, 139, 

146, 152, 153, 159 

research techniques  27, 28, 65 

archival  65, 75, 79, 80, 81, 119, 

120, 147, 149, 161 

artefact  53, 73, 74, 75, 76, 97, 

117, 118, 140, 149, 161 

autoethnography  87, 88, 89, 90, 

127, 128, 148, 149 

ethnography  17, 59, 60, 61, 62, 

65, 74, 107, 140, 147, 149, 154, 

155, 161 

journals (journaling, diaries, 

blogging)  83, 84, 120, 123, 124, 

139, 140, 143, 149, 156, 161 

netnography  28, 65, 66, 67, 111, 

112, 140, 147, 149, 161 

primary research  118, 149 

visual ethnography (sensory 

ethnography)  69, 70, 71, 75, 

115, 116, 147, 149 

researcher (see also 

facilitator)  12, 17, 18, 19, 20, 

21, 24, 29, 32, 33, 39, 40, 41, 45, 

46, 47, 48, 59, 62, 65, 66, 67, 69, 

70, 74, 75, 76, 83, 84, 87, 88, 93, 

96, 97, 105, 107, 111, 112, 125, 

127, 128, 133, 134, 135, 148, 

154 

respondent (see 

participant)  45, 53, 56, 69, 70, 

88, 96, 97, 100, 127, 134, 146 

sample  100, 134, 136, 144, 154, 159 

secondary research  149, 151, 153 

semantic mapping  46 

service (see 

product)  11, 18, 19, 20, 45, 47, 

49, 55, 56, 59, 60, 62, 63, 65, 66, 

67, 69, 70, 73, 74, 75, 76, 79, 80, 

81, 83, 84, 87, 88, 95, 97, 100, 

101, 105, 106, 107, 108, 111, 

112, 115, 116, 117, 118, 119, 

121, 123, 124, 127, 134, 140, 

142, 144, 146, 147, 148, 149, 

153, 154, 156, 157, 158, 159 

sort procedures  52, 95 
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subconscious (unconscious)  45, 48, 

95, 96, 147 

subject (see 

participant)  36, 39, 55, 73, 87, 

128, 142, 145, 147, 148 

team  11, 12, 20, 28, 40, 84, 94, 95, 

98, 100, 101, 102, 105, 106, 108, 109, 

115, 117, 120, 124, 125, 128, 131, 

139, 141, 144, 145, 146, 147, 148, 

150, 152, 153, 157, 158, 159, 161 

composition and membership  

146, 147, 161 

research project  11, 12, 13, 17, 

19, 20, 22, 23, 24, 27, 28, 29, 30, 

31, 32, 33, 35, 36, 38, 40, 53, 63, 

71, 80, 87, 94, 97, 100, 112, 120, 

131, 133, 134, 136, 139, 140, 

141, 142, 144, 145, 147, 149, 

150, 152, 153, 154, 155, 156, 

157, 159, 160 

textbook Qualitative Methods in 

Consumer Psychology 

Ethnography and Culture  93 

thematic analysis  66, 98, 103, 113 

time  17, 18, 19, 21, 22, 25, 28, 31, 

32, 37, 39, 40, 55, 56, 61, 62, 65, 67, 

69, 74, 75, 79, 80, 83, 84, 93, 95, 97, 

99, 102, 103, 105, 112, 120, 123, 124, 

132, 148, 157, 160 

timetable for research project  

147 

usefulness of research  33, 140 

validity  22, 34, 135, 140 

vignette  144, 145, 161 

visual ethnography  69, 70, 71, 75, 

115, 116, 147, 149 

writing 

in research  11 

report  12, 25, 131, 132, 135, 

136, 139, 152, 153, 157 

Zaltman, Gerald  69, 72 

ZMET  69 
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