Qualitative Research

Focus Groups
In-Depith Interviews
Other methods

Qua itative vs. Quan itative

B Interpretive Research vs CScientificOResearch

- Qualitative Quan  itative
+ Mixed methods

Qua itative vs. Quan itative

+ Hostility towards Qua itative Research
B Mistrust ofGubjectivédmethods
B Different from Quantitative oGscientificdresearnch
BNo research recipe

Binstead) multipledlayers oifinteraction withithe
research process




What is Qua itative Research?

# There is NO oneQua itative research
— category of diverse approach
— that have some common points
— and somel contradicting points
— In| constant evolution and change
— Can diffier from one discipline teoanether
- No onel clear cut: definition

Qualitative Research Questions

v QuantitativeResearch Questions:

¥ In general, researching effects, influences, functions
information

v QualitativeResearch Questions:
“nrgenerall investigaterand interpq:u

Philosophical Assumptions

People use andCommunication both orally and
visually:

They reality, rather than discover it

Use symbols, to) construct iz in which we live
Reality isiaccomplished, not out there to be discovered
Discovendcannot eccur witheut the: ability to talk about
Symbolic actsiarerpublic/secialinot private/individual

Use cultural artifactsito assert, create;, and maintain a se
of reality;, recognition el group helenaing and
understanding of thienvoerid




Queitative Research reworks
Quar itative standards:

Statistics

Variables

Literature Review.
Appreaching|the Evidence
Reporting

1. Statistics

¥ Quelitative methods do not reject statistics, but the
way, qualitative researchers use statistics

v Statistical generalization is not the focus

¥ Statistical reductionismiis criticized

2. Variables

Independent/Dependent variables

Thereiis no distinction between demographic variables and
subjects: gender

Rather by how peoplercommunicate variables/distinctions;
Precise measurement Isjarbitrarny

Singulanvarnables domot adeguatelyAmeasuremeaning
NeedimultEdimensionalimeasuiesHoNmeasiie any Concept




3. Literature Review

¢ Quar itative:
B jigsaw puzzle
B Piece togethenhat.we knowabout the topic

& Queitative:
BISimore off arpen discussion
DIdentiizan ongoeinofconversationthe NesEarchErWantS toN|

4. Approaching the Evidence

+ The biggest problem is sorting out the evidence
» This is an interpretative adeadingda GextO

+ To explore in a variety ofGextsd
s To reality fromGext<O

» OiextdOcan be any ebjects or symbols that covey,
communication

5. Reporting

» Telling the Research@ Story,

+ No standard fermula for writing the research

+ Subjects as participants in writing the report

o Wiiting|itseli-is a symbolic act; another layer of discoul
BIViakingimezningloi meaning meaking?2?

% e rESEarcheNSIpalt ol theNEsEareh, Not el 0| ECtiVE
nevtraliexiemel ensenver:

¢ The goalisite enterand/o) create discussions about th
potential meanings




Focus Groups

(Qualitative)

Focus Groups

+ Definition and Purpose

— Qualitative method that uses open-ended,
follow: up and probing questions

— Provide texture and content that is not
available from surveys

Focus Groups

+ Definition and Purpose
— Designed to get in-depth information:
~ Smalll number of people per group
~ Led by one moderator

— Duration: 1 — 2 hours and participants are
(ustally)rpeid ortgiventincentives




Focus Groups

+ Uses
— Exploratory
— Generate new: ideas
— Develop a survey: or experiment
— Consumer: reactions| toi specific content
= [Learn how/why: people think about something
— Geti verbal and nen-verbal feedback
~ Understand “meaning making/

Focus Groups

# The Moderator [s Key!
— Characteristics page 244
— People skills and confidence...
~ Moderators must not influence the participants
— Hire a| professional if possible

Research Phase of Focus Group

o Number of Focus Groups
— Usually 2-3 groups are enough
— If variance occurs across demographic
characteristics, use 2 to 3/ groups per
demographic category,
~ Be consistent over diffierent groups (guestions,
Visuals, envirenment, moderator...)




Research Phase of Focus Group

+» Number of Participants
— Some recommend 8-10. Some recommend 12.
others argue 5-6 is optimal...
— Over 12 is definitely too big.
— One is toorsmalll
— In) generall, 6-10/is a safe range

Research Phase of Focus Group

# The dynamics of different group; sizes:
— Big focus group (10-12):
+ More diverse opinions
+ Slower discussion
+ More voices will not berheard.
+ Individualsthave [ess time: to speak

— Smiallfecus greup (8-5)
# [LessidiVErse opinions;
+ Faster discussion
s MorevoicesiliyErheald
< ndiVidualstheVemore tine torspeaiks

Research Phase of Focus Group

¢ How and Who to Recruit

— Research Question is the guide?

— Participants usually have certaini characteristics

~ Can get lists from certain firms

— Advertisements, Previous focus groups

~ Shopping malls: especially for product or
advertising or’ consumer: research

— Uselgualifying guestionnaires off telephone
INtERVIEWS — “Screener; auestionnaire”




Research Phase of Focus Group

+ How Many to Recruit?
— Always recruit more
- About 50% more
— Send confirmation and reminder letters

¢ A Goodl Location Must be Determined
Before Recruiting Canl Begin

Instruments and Stimuli

¢ Moderator's Outline and Discussion
Guide (p. 252-254)
— This directs andl guides the moderator
— Should berdetailed! withr enoughs descriptions

» Background @uestionnailie
~ Used| fiorr demogiaphic profiles (p: 257)

+ Preparing) Visual Stimuli
— Show and react sitlation
= Be consistent!

During the Focus Group

¢ Conducting the Focus Group
— Start on Time
~ Make the participants comfortable
— Establishi a relaxing atmosphere
— Engade; participants
~ Make sure the moderator remains neutral
~ No outside interference
~— When compaling), duality sheuldibersimilar
— Record the fiocls groupr (If pessible)




In-Depth Interviews

(Qualitative)

In-Depth Interviews

# Also called One-on-One Depth
Interviews

— Alsor qualitative
- Open ended guestions

— Same as| flocus group: but; omn an
individuallevel

— Used when One-on-0One Interviews) are
More| Effective tham Eocus) Groups

— Usuallyswithrexperts, elitesior Unigue
people (have an inpact on' therissue)

In-Depth Interviews

¢ Advantages

— Cut costs where the interviewer goes to
the participants

— May Require Less Preparation lime

— Parts of the output cani be categorized
and converted to guantitative data




Other Methods

Both Qualitative and
Quantitative

Other “methods”

+ Intercept Surveys
— Similar to surveys andl in-depth interviews
— Stopping people in malls or other public spaces
~— Noi random sampling here

= Clieate a plan torget a better (diverse) sample
ofi respondents

— Secure Permission tor Conduct Intercept

— Dain the Intercept Interviewer
* ADpropHatErdiess
+ Pleasant and polite approach
s REmEMPERNPECPIEMIlINntEraCtWIthNnteRiEwer

Other “methods”

+ High-Tech Surveys (online)
= Issues That Affect Validity,
— Sampling| frame is ai major issue

— Recommendations for Highi Tech
Surveys (p. 280)




Other “methods”

& Surveys That Monitor Consumers and
\/oters
— Tracking| Studies
+ Used torexaminge al group: (Cohort) over time
*\/ery popularforiinternet-user behavior
today
= Exit RPolls

Other “methods”

¢ Secondary and Syndicated Research
— Secondary Data Analysis (p. 283)
¢ Using other researcher’s data and re-
analyzing| it
+ Often use the census bureau data
*

— Syndicatedl Research

» VALS, Nielsent (), Arbitront (Racio)),
Simmoens) (Madazine)) etc...

Other “methods”

# Research Designs for Testing
Consumer Response and Perceptions
— Copy Testing

+ Consumer notice/reaction/understanding off messages
after releaser.,

— Tiral and Concept Research

+ ConsUMEN reaction) to prodUucts; o) concepts: before
Ieleasens

=~ Perceptual Vapping ™ (Understanding peErcERtIon);

» VisuiallyArepresentsiwiiat pEople thinkfor 280 more
Veliables (Ex: pl 287);




Other “methods”

¢ Evaluation Research

— Measuring success (PR campaigns, newspaper
clips...)

¢ Unoebtrusive Obsenvation
— Mostly: observational data

» BhysicalNiECEs(EWSPEPES
recdership/sulysclipion)

S Archives
_Cosgpveiion (Soyind, ceiElgzsss, Seellicy)

Other “methods”

# Case Studies
— Studying an individuall, institution,
organization, event, issue or phenomenon
— Uses a mix of methods and designs

— Usually the researcherwould spendrtime in a
Certainl EnVIronmMent, company, home:.

» Ethnography,

+» Q Method

¢ Other Academic Methods
s Many more: E

12



