CHAPTER 8

QUALITATIVE INQUIRY IN
MARKETING AND
CONSUMER RESEARCH

JOHN FE. SHERRY JR. and ROBERT V. KOZINETS

Let’s begin this methodology chapter
on an ontological note and distinguish, as Shweder does, between the na-
ture of the objects (and the subject matter) we as researchers explore.’
Quantitative researchers seek to reduce, if not remove entirely, the presence
of the “merely subjective,” so that illusion will not impede the measure-
ment of the “really real.” These researchers pursue quanta, that is, things
as they “really are,” phenomena that exist independently of our attention.
~ Qualitative researchers chafe at the restrictive notion of the “merely ob-
; jective,” and use the self as an instrument of interpretive understanding to
discern the meanings arising in interpersonal interaction. These researchers
ursue qualia, that is, the irreducibly local phenomena as experienced
(sometimes uniquely) by individuals, that enlarge our conception of the
“really real.” Qualia are distinctive, situated objects which are underspec-
ied or undetermined by guanta.? Qualitative researchers agree with
adimir Nabokov, who jibed that “ ‘reality’ is one of the few words in
he English language that should never be used without quotation marks.”
Qualitative marketing and consumer researchers quest for qualia in the
eryday, lived experience of consumers, managers, public policy makers,
ctivists, and countless other stakeholders—and, yes, via systematic in-
spection, including themselves—who contribute to the maintenance
d change of marketplace behavior. By attempting to understand from
actor’s perspective, and by striving to represent that understanding

authors thank Dawn lacobucci, Stephen Brown, and Alladi Venkatesh for constructive com-
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authentically, these researchers complement the work of their quantitative
counterparts.

This complementarity cannot be overemphasized. Just as the notion of
“interpretive” research is a spurious, or, at least, a misleading one—both
qualitative and quantitative approaches demand interpretation’—so also
must it be noted that problem-driven multimethod inquiry is gaining in
popularity.* Thus, practitioners of ethnographic, contextual, or naturalis-
tic inquiry, while employing a standard battery of qualitative techniques,
may also incorporate quantitative measures into their regime. Perhaps the
diagnostic feature of these types of inquiry is their quest for data as op-
posed to the capta yielded by their quantitative counterparts.” That is, qual-
itative researchers elicit information in context, as a gift, rather less
invasively than excising it for examination out of context, as a fact. The the-
ory-ladenness of facts® is a qualitative preoccupation. Unfortunately,
hard/soft, natural/social, qualitative/quantitative oppositions are pre-em-
inent symptoms of our cultural era; methodological hegemony has impov-
erished our understanding of the singularity of the particular.’

This chapter is not intended as a disciplinary history,® a methodological
tutorial,? a managerial manifesto'® or philosophy of science debate.!! Rather
we strive to frame some of the salient issues in the field, and explore some
of the managerial implications of this particular approach to research.

ORIENTATION
In a recent study of the worldwide marketing research industry,'? investi-
gators discovered that ad hoc qualitative research comprises the largest
growth segment of inquiries into consumer behavior. The proliferation of
qualitative tools in the manager’s toolkit is apparently accelerating.’? As
functional parity is achieved among products and services across more and
more industries, and marketers are compelled to devote greater attention
to understanding and enhancing the experiential dimension of their offer=
ings,'* we can expect qualitative research to undergo a renaissance. Zalt-
man’s recent admonition to “rethink” market research by “putting people
back in” to our design may herald just such a rebirth.'®
Innovative qualitative research is diffusing widely across companies and

categories. Published accounts of this diffusion are suggestive, even if un=
published proprietary reports remain the norm.'® Firms in the high-tech
area such as Hewlett Packard, Intuit, Microsoft,'” Xerox,'® AT&T Labs,"
and Intel?” are avid proponents. Consumer package goods companies such as
General Mills?' and Kimberly Clark™ are similarly sold. In the automotive

‘A-
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field, Harley Davidson,” Toyota, and Nissan?* employ the latest qualitative
methods. White goods manufacturers such as Whirlpool® and clothiers such
as Patagonia®® have benefitted from current developments in qualitative re-
search. Enterprises as wide-ranging as servicescape redesign—Borders,?’
Urban Outfitters,”® and Hallmark® being notable beneficiaries—and se’g—
mentation sounding—qualitative interest in teenagers among such firms as
Coca Cola, Levi Strauss, and Microsoft®® being especially “hot”—fall
within the purview of this trend. Media companies such as Turner Broad-
casting Systems are carrying qualitative research methods forward into cy-
berspace.’! Customer visits,*? espoused by firms such as IBM, Raychem
- Polaroid, Cigna, Metropolitan Life, and DuPont, foretell the spread o%
ethnography to business-to-business markets. Motorola has created a board
of anthropologists to advise senior management on a host of issues. Spe-
cialized research providers, whether small or medium size firms or inde-
pendent consultants, are flourishing. Chicago, for example, is home to such
firms as E-lab, the Doblin Group, BRS Associates, and Teenage Research
U.nlimited, as well as to agencies such as DDB Needham, Young and Ru-
icam, Ogilvy & Mather, Leo Burnett, J. Walter Thompson, Kramer Cras-
It, and others, who provide innovative qualitative research to clients.
arket-oriented ethnography® is a going concern.
- While these qualitative methods have not diffused as rapidly through the
'fldemic disciplines of marketing and consumer research—arguably acade-
¢s do not depreciate intellectual capital as rapidly as managers alive to
ctical applications of theories-in-use—they have established themselves
a viable niche in business schools, professional societies, and scholarly jour-
, usually under the (maddeningly misleading) rubric of “interpretive” or
stmodern” research. Here, researchers from a host of disciplines from an-
.pology to literary criticism have conspired to produce a view of mar-
ing and consumption that is distinctly different from conventional
om. Academic niches are flourishing within U.S. business schools such
Kellogg, Harvard, Sloan, Smeal, Eccles, Eller, Wisconsin, Nebraska, and
~Irvine, as well as outside them, in allied schools such as the Advertis-
department of the University of Illinois. Professional societies such as
.Association for Consumer Research and the American Marketing As-
lation are devoting more conference space to qualitative concerns.
larly journals, such as the Journal of Consumer Research, the Journal
Marketing, the Journal of Marketing Research, the Journal of Adver-
ng, the Journal of Business Research, the International Journal of Re-
wch in Marketing, and Culture Markets and Consumption are fielding
articles in this burgeoning area. Perhaps more encouraging is the
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arketing-related articles

increasing incidence of consumption—and m
he conventional business

being published in social science journals beyond t

school purview.

DISTINCTIVE FEATURES OF RECENT
QUALITATIVE RESEARCH

Given the proliferation of techniques and approaches in recent years, as well
as adaptations to traditional methods, any attempt to summarize, synthe-
size, and integrate the facets of qualitative research will appear absurdly re-
ductionist, if not misleading, in light of such space limitations as this chapter
imposes. Nonetheless, an overview should be instructive, and orient the
reader to some key features of current inquiry. We encourage the reader to
consult authoritative sources for expanded treatments.>*
Naturalistic observation is the hallmark of much recent effort. Immersion
in a field setting, and prolonged engagement with informants (whether con-
sumers, marketers, or other stakeholders) are common practices. Researchers
often employ an emergent design, in an effort to capture as comprehensively
as possible the minimal parameters of a phenomenon. Inquiry has an alter-
nately expanding and contracting focus. Analysis is hermeneutic and itera-
tive, and proceeds via a constant comparative method. Thus, data collection
and analysis are conducted in tandem. A dialectical relationship between li-
brary research and field research characterizes the inquiry. Researchers sam-
ple until saturation and redundancy are achieved, at which time they either
conclude their inquiry, or adopt different techniques that may permit the
transcending of the limits of researchers’ habitual tools of choice.
Progressive contextualization is another important research strategy. Re-
searchers grapple with the nesting and embedding of understanding. Be-
cause meaning is always situated, a heightened attention to the context in
which a phenomenon unfolds 1s amply repaid. Contextual inquiry is a way
to elicit some of the unarticulated, tacit knowledge, emotion, motivation,
and understanding that people possess. Thus, researchers will often strive to
understand how behavior will ramify beyond an individual to a household,
community, and, ultimately, to a society itself. Embeddedness is a criti-
| cal concern.
" In keeping with their desire to probe a range of behavior patterns, re-
searchers attempt to make maximized comparisons. They use variation as
‘4 perspective for plumbing similarities and differences among phenomena.
“Thus, researchers roam across cultures, times, or situations to provoke vari-
ance. While the representativeness of a phenomenon is clearly of interest,
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rese:'archers are equally—and often, perhaps even more—concerned with
qutllers. Qutliers are embraced (rather than rejected) for the distincti i
Sl'ght their marginality can contribute. A marginal perspective is of| it
cisively illuminating. s
‘ Qualnltative inquirers quest for sensitized concepts. They are interested
in the lived experience of their informants and in represen}t,in thate Al
rience authentically. Capturing the worldview and ethos of in%orm ez( b
distinct from an analytic framework imposed by the researcher 'antsf (
heart of the inquiry. Often such investigation is idiographic, the 701212113 i
for the researcher to develop systematic intuitions about ir;forn;gant ! T'lfng
worlds. Thus, informants are increasingly regarded as collaborét e e(;
.co.nsultants in the research enterprise, which itself becomes a co- il t21 r<1:1
Jomt.l}.f negotiated undertaking. The ultimate result of close atte Ctr' it
sensm?ed concepts is a so-called “thick description”® of the phi it
under investigation. e
Perhaps the most controversial hallmark of qualitative research is th
notion otjintraceptive intuition.”® Simply stated, the researcher is the1S e
eminent instrument of research. Believing that it is both im ossibleprec_l
- undesirable to eliminate the impact of the inquirer upon the flen i
resea?chers attempt to increase their own acuity as an instrurlzlentotr}lllenonli
A variety of strategies (multimethod training, broad readi i i
‘ential exposure, inter i , S
| Liexp ; it personal skill development, psychoanalysis, intro-
spection, personal disclosure in published research accounts, etc.) tl”l t both
gxalt§ fmd harnesses their idiosyncrasies. They strive to de\;elo -bot;}ll O(ti
gnitive peripheral vision*” and broadly resonant emotional S h i
dispensable aids to interpretation. b
~ A final distinctive feature of current qualitative research is its emphasi
: grounded theory.”® Simply stated, theory is expected to emer. pf .
he dzjlta. Because a researcher cannot approach a project with nogae riom'
Bories or hprtheses, and as a consequence of the rejection of a so—ICJ;l{)elz
yective or disinterested “fact,” an inquirer strives to specify and disclo
Xisting personal biases, but hold them in abeyance (in effeit “brack ts’e;
) as the r.esearch regime unfolds. The posture adopted tov:/ard thecir
tvelopment is essentially an agnostic, eclectic one, which allows for thy
overy and construction of broad, truly rival hypotheses y
- The thrust of much recent qualitative work in marketin: . and ¢
arch has been critical, culturological, and communicativi & Re: 1’lsuhmer
explored extraeconomic and normative dimensions of l:;ehavioear”.cl"hﬂS
¢ \:vorkc-d steadily to unpack, dismantle, and banish the notion r.f i by
ality” from the literature. Finally, they have accelerated investci)gatf;:
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s b s .
into the nature, transmutation, and translatability of “meaning” as these is-
sues bear upon marketing and consumption.

SPECIFIC TECHNIQUES

Because of space constraints, we have been selective. in our.discussion (?f par-
ticular qualitative research techniques without being entirely r.eductloplst.
In this section, we describe these techniques which currently enjoy cutting-
edge status—participant observation, interview, 'fmd projective task‘l‘ng—
among academics and practitioners. We also descnbe the practice of “close
reading” or “hermeneutic tacking” that characterlze§ ea_ch of these t.ech—
niques.*’ Finally, we consider the extension and apphc'atlon of techniques
developed for use “in real life” to phenomena evolving in cyberspace.

Participant Observation

Properly speaking, participant observation is a cluster of techniques em-
ployed to discover, interpret, and represent phenomena comprehenswely
and holistically. Thorough analysis often depends on a ne.g'otlated under-
standing of informant and researcher’s perspectives. Participant observa-
tion born of prolonged field immersion is the hallmark of ethnography.
Alternately obtrusive and unobtrusive, the ethnographer‘ apprehends, with
as many sensory modalities and through as many experlenFlall channels as
required, the lifeworlds of the informant. The ethnograPher is, in effect, ac-
culturated or resocialized by informants, once a rapport is established, to ap-
prehend the strange as familiar, or, more com_monly in market resc?arch
settings, the familiar as strange. Intimacy with stakeholder.s, achieved
through trust evolved over time in context of the round of life, opens a
window for ethnographers on the lifeworlds of informants. .
Participant observation circumvents many of the problems associated
with faulty recall, limited ability to articulate (whether tacit knowled_ge‘ or
the unthought known), and social desirability in selfj—dlsclosgre. It is ins
valuable in mapping the ecology of consumer behavior and in prc.wldmg
inferential stimuli for probing its social structure and ideology.*! It.ls espe~
cially useful in harnessing the marketer’s offering.s—]r‘)rodu_cts, services, ad-
vertisements, retail outlets, and so on—into projective stimuli to be~ used
in conjunction with other techniques to unpack the product?on. .of con=
sumption. Confronting informants with real time aspects of their lifeworlds
in context is a powerful eliciting device.

Increasingly, photography, videography, and audiotaping are used as -

aids to participant observation. These tools are employed actively by the
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researcher to capture emergent behavior and create a visual inventory. Just
as often, the tools are deployed passively to record material in the re-
searcher’s absence. Informants are deputized to photograph, audiotape, and
videotape their own lifeworlds, with equipment provided by the researcher
(or to behave “as usual” in front of recording equipment fixed and mounted
in their personal environments). Such informant-produced insight is a pro-
ductive complement to the researcher’s inquiry.*? Photos, videos, and au-
diotape diaries can then be used as projective vehicles to elicit additional
informant commentary, in a practice called autodriving.*

Interviews

Interviews comprise a broad continuum of focused inquiry. At one end, in-
terviews may be informal, unstructured, nondirective, and conversational.
On the other end, they may be formal, highly structured, entirely direc-
| tive, and administered identically across all informants. Interviews may be
conducted with individuals or with groups. Interviews may be used to elicit
sheer or mere information, in an actuarial or inventory sense. They are also
used to enter the phenomenological-existential world of informants. In-
terviews depend for their success on the forging of bonds of trust between
ctors, the eliciting skills of the interviewer, and both the insightfulness
d desire for disclosure of the informant.
An especially crucial practice for construing the interview is the tem-
rary suspension of the researcher’s voice of judgment. Imagining the
estion to be something more than a simple interrogatory is the key to this
spension. A question is an invitation to creativity, a point of departure;
15 the search for a playmate, a form of seductive foreplay.* Ultimately, a
estion is a jointly negotiated quest for understanding, a partnership in
adventure. Learning to listen deeply is essential for the interviewer, since
ing heard is one of the most profound, humane gifts an individual will
r receive; listening deeply is the symbolic equivalent of holding the in-
mant.*
It is our belief that the group interview is the most overused and mis—
d arrow in the qualitative quiver. Focus groups often provide the illu-
of human contact and the occasion of pyrotechnics that efficiently
15fy the prematurely narrowed imagination of clients and researchers be-
d the one-way glass: To exploit fully the potential of the group inter-
w,'® it may be necessary to conduct archival analysis, participant
rvation, and depth interviewing before convening a focus group. Brief-
participants in advance of the session, or requesting “homework” of
M prior to convening the group may yield dividends. Conducting a



172 INTELLIGENCE: LEARNING ABOUT THE CUSTOMER

variety of tasks during the group is often productive.*’ Altering conven-
tional spatial and temporal boundaries of the session may also be indicated;
groups can be conducted in situ, over hours and even days. The so-called
moderator is simultaneously an over-used and underutilized resource. The
moderator must facilitate interaction, alternately guide and probe the dis-
cussion, and analytically attend, in real time, to the verbal and nonverbal
cues that enable systematic unpacking of the clients’ interests as embodied
in the group. Further, the moderator develops a theory in-use-on-the-fly
to direct each subsequent group in the project. Finally, the moderator must
deliver an interpretive analysis replete with managerial implications. Such
demands require that we empower moderators to be more active (yet not
more intrusive) than convention dictates, and that we partner them with
confederates (on either side of the glass) to aid in the iterative process of data
collection and analysis. This is easily enough accomplished in academic re-
search, and could be routinized in proprietary research by deputizing and

training client personnel.

Projective Tasking

It is instructive to consider the tension animating the multiphrenic self in
postmodern society*® from an evolutionary perspective. As a species, we
have achieved distinction in no small measure thanks to the tension that
modulates our principal personae: homo faber versus homo narrans. In our
former aspect, we are tool-making creatures, and in our latter aspect, story-
tellers. While these two aspects co-exist and interact synergistically, they
serve distinctive adaptive ends. Traditionally, marketers have treated pri-
marily (indeed, have been) makers; only recently have they treated (in-
deed, become) storytellers. The webs of significance in which stakeholders
are suspended*® are becoming a focal interest.>® How best to tap such mean-
ing making?

Projective tasks engage our storytelling impulse. Such tasks permit the
asking of questions in an indirect fashion and encourage the least restraint
in their answering. Projectives invite informants to respond in ways that are
distinctively personal and ostensibly personally meaningful. Projectives em-
power informants to respond in more creative, insightful, and revealing
ways than might otherwise be possible. Inquiry is cast in dramatic form,
and the drama essentially poses the question. Indirection is used in the ser-
vice of illumination. Projectives plumb unconscious material, socially ob-
jectionable motivations, and informant fantasy; they elicit responses to issues
informants may find too trivial or too sensitive to address directly.
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Although evolved in a clinical setting for use as a triangulating perspec-
tive to assist diagnoses in context, projectives have migrated into market-
ing and consumer research predominantly as stand-alone measures,
modified to suit a nonclinical population. Recently, some researchers have
cautioned against the a-contextual use of projectives.> Thematic apper-
ception tasks have been most widely used. Sentence completion, figure
drawing, word association, structured fantasizing, and collage creation have
also proven popular. Often, these individual techniques are combined in a
single study to enhance depth and richness of response, as well as to trian-
gulate among techniques. For example, the Zaltman Metaphor Elicitation
Technique® combines informant-selected images, depth interview, lad-
dering, photo and art therapy techniques, sensory inventory, structured
fantasizing and collage creation as eliciting frames.

Close Reading

A common analytic posture across the qualitative methods, tied intimately
to intraceptive intuition, is the practice of close reading® or hermeneutic
, tacking.>> Whether the analyst uses ethnography,*® existential phenomeno-
logical interview,”” projective tasking,®® literary criticism® or introspec-
tion,* relentless attention to detail and painstaking relation of part to whole
are key features of the enterprise. Working with a textual metaphor in the
‘case of behavior, or with a literal text in the case of interview verbatims,
the analyst attends in minute detail to the systematic unpacking of mean-
[ings present in the text. Recognizing that meaning is often polysemic, the
‘analyst seeks to reveal—in dialogue with both “text” and “author”—as
exhaustively as possible the levels and nuances of meaning embedded in the
text. Some or much of the meaning thus wrested from the text may be
dpaque or transparent to the informant at the time of text production. For
ample, recently we have seen a shift from a close reading of advertising
xt°' to text in reception;*? we can imagine a longer term inquiry that
oves from production through reception to re-production.
Ideally, a close reading produces the richest possible understanding of a
‘text” because all relevant information—internal and external—to the
text” is carefully considered. Relevance is broadly construed. That is, ini-
al attention is riveted on the content, rhetoric and structure of the “text,”
d then this analysis ramifies to related “texts,” which in turn both ex-
nds and amplifies the original analysis. The researcher tacks between and
ithin internal and external information sources, in hermeneutic fashion,
search of enlightenment.
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INTERPRETIVE SUMMARY

It is apparent how complementary and overlapping these techniques can be
in their nature and application. Participant observation helps the analyst
limn the informant’s lifeworld, and permits the acquiring of systematic in-
tuitions about worldview and ethos. Participation helps the researcher em-
body this knowledge and experience. Interviews take the researcher deeper
into the phenomenal realm of the informant, allowing for a systematic ex-
ploration of the informant’s physical and metaphysical experience. Projec-
tive tasking helps the analyst transcend his or her observational and
elicitation skills, and affords access to unarticulated realms of informant
experience. Each technique amplifies, reinforces, extends and challenges
the others.
Given the evocative power of things (i.e., products, services, brands, ser-
vicescapes, trust relationships, advertising, and anything else in the mar-
keting environment) and our human penchant for meaning mongering,
qualitative methods used in consort can be powerfully illuminating. In this
situation, consumer ethnographies®® or customer visits®* are most produc-
tive. Imagine a project conducted over time in sites significant to the cus-
tomer, where all the artifacts in a given situation are meaningful to the
customer. These artifacts (e.g., a brand, a relationship) are fundamental
eliciting devices, set as they are in the consumption context. The artifact
can be used as a projective task and contextual cues in evidence can be
marshaled to elaborate, clarify, contest, and revise the customer’s interpre-
tations systematically via interview. Imagine further the analyst debriefing
the customer systematically, sharing analytic interpretations of observations,
interviews, and projectives, so that the customer might react constructively
and critically and thereby improve the “final” interpretation. Such creative
triangulation in contextual inquiry and collaboration in analysis is becom-
ing more common.

EXPORTING QUALITATIVE
TECHNIQUES TO CYBERSPACE

If part of our goal in using qualitative research is to enlarge our concept of
the “really real,” what better place to stretch than in the virtual reality of cy-
berspace? As a society we are consuming cyberspace as diversionary delight
and wellspring of communitas and illumination. We are employing the ex-
panded scope and resources of infotech to open and explore a vast range of
market relations®® and consumption servicescapes®® in the marketspace®” of
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cyberspace. Resolved by a one-hour sale on AOL that drove over half a
million customers through the digital door of an online retailer—a feat
unimaginable in the “real” world—is the fact that informational networks
are changing the shape of marketing and consumption forever.%® No doubt
marketing and consumer researchers, including qualitative inquirers, are
impelled to follow in their wake. But, upon venturing forth into the con-
textual frontier of cyberspace, what ecology do we face?

Early research into the medium of computer-mediated communication (or
CMC) found that its limitations forced an unnatural style of communication,
reduced relational cues and impoverished the interpersonal environment.® Its
anonymity and apparent privacy seemed to erode social structures by equal-
izing status and encouraging a less inhibited form of communication.” Early
scientific voyages, then, found cyberspace to be like outer space: cold and in-
hospitable.” Yet field researchers have found it to be a much more genera-
tive medium when filtered into the phenomenological stream of lived
experience. Cyberspace seen not as computer-mediated communication but
as community is an organic entity, diverse, dynamic, and multitendrilled, a
carnival of personally-enriching social worlds.”> Ever-adaptable, the human
animal has developed the new communicative tools and abilities to turn the
cold online environment into a hearth of sociality.” New software and hard-
ware tools and sophisticated avatars advance digitally upon perfectly real and
perfectly fantastic simulations of face-to-face. In the meantime, an “elec-
tronic paralanguage” captures a range of affection, affiliation, social rela-
tional and metacommunicative cues.”*

In cyberspace, human interaction must cope with (to borrow and frac-
ture Milan Kundera’s beautiful turn of phrase) an “unbearable textuality of
being.” The relationships change as a result of this intrusive and liberating
filter on embodiment.” Communication that is technologically mediated is
also radically textualized.”® Whether our words are converted into ASCII or
carried in (still crude) digital sounds and images, the intrusiveness of cy-
berspace communication channels is instantly obvious. While the medium
15 challenging us to overcome it and communicate in ways that feel more
natural,” it is also opening opportunities.”® Implied privacy and textuality
confers experiences of anonymous search and expression that can be liber-
ating in the extreme.”” The leveling of a variety of social playing fields con-
fers social accessibility that results in much wider participation than in almost
any other social channel.* On the Internet no one knows you’re a dog—or
4 kid, or white, or disabled, or living in Timbuktu. Being digital also means
that social information is inscribed and archived, automatically®! and widely
dccessible. With search costs vastly reduced, problem sets across the board
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change from the collection of information to management of the hypertext
cascade ensuing from even the most cursory search.

Cyberspace is a liminal locale, providing a placeless space and what an-
thropologist Victor Turner called a “time out of time.” For the human
species, the move into the altered time and space horizon of cyberspace pre-
sents a radical temporal and environmental discontinuity.?? According to
some, this change is an evolutionary one in which the thinking animals that
make tools increasingly blur the distinction between tool and thinking an-
imal. The result is a cyborg ecology®® in which abstract being and embodied
being, mind and Al, organism and machine comfortably coexist.** To help
understand this ecology, qualitative inquiry can evolve along with it.

Netnography

From the raw material of bits and icons, people construct meaningful so-
cial communities. But whether called “virtual communities,”®® “brand
communities,”’%® “communities of interest”®” or “Internet cultures,”®® these
groups use common marketplace interests as the social cement to form their
foundation.®* While, to a marketer’s eye, some of the symbolic cues they
use may look familiar, the challenge in cyberspace’s twisted social arenas is
often one of disentangling the message from the medium, and making fa-
miliar the strange and tortured dances of social cyberia. Encompassing on-
line community, netnography has been developed as a naturalistic technique
for capturing conduct in cyberspace.”

Netnography is an amalgam of qualitative techniques, adapted for cy-
berspatial environs.”! Like participant-observation, it can be simultaneously
obtrusive and unobtrusive. The act of “lurking” in online fields”* offers
an unobtrusiveness that blurs telepresence” to near invisibility. Yet netnog-
raphy holds online participation to be a beneficial investigative movement.”*

Like its offline counterpart, it seeks immersion, a profound experiencing of
digital sociality. Access to a wealth of data may make it easy to confuse
breadth for depth, and mistake quantity for quality. But being acculturated

into bravely evolving new social spheres requires prolonged engagement.

This infers naturalizing the techno-environment and rules of engagement
of the overall realm of cyberculture.”® The body language of emoticons,
intentional misspellings, lexical surrogates for vocal segregates, spatial ars
rays, grammatical markers, absence of corrections and capitalization, as well
as visual ASCII art® will be essential gadgets in the netnographic inquirer’s
kitbag. Then, there are more specific codes to learn that pertain to yous
communities of choice, their personnel, their history and rules,”” their res

lations to the offline servicescapes™ of markets and consumption.™

QUALITATIVE INQUIRY IN RESEARCH 177

In furtherance of this goal, trust is an essential catalyst. Honesty, a le-
gitimate purpose, and a genuine firsthand knowledge of the community
offer entrée modes of solid basis. Specifying the nature of quid pro quos and
a common interest can fuel ongoing participation and ever-increasing ac-
cess.'” All the while, the ethics of the inquiry are double-edged and very
real. Investigators must vigilantly attend to ever-evolving online privacy
concerns, %!

Through this endeavour, the adept cybernaut will be chronicling the
- Journey through field or journal notes. The bulk of these notes will be self-
- transcribing—digital captures of the social flow. Introspection and the test-
. ing and elaboration of theory will be greatly assisted by additional fieldnotes
- which are reflective, analytical and which point to interesting directions for
future investigation. Even as the technology’s mediation textualizes and
‘Occludes researcher insights, it similarly places limits on what informants
(consumers, marketers, other stakeholders) are able to articulate. Tacit knowl-
dge is thus a difficult but essential prize to be sought in cyberspace. Gain-
g it requires discriminating and empathic elicitation, and can be greatly
assisted by incorporation of two other techniques: the cyber-interview, and
digital projectives.

ber-Interview

I a sense, the interview already permeates cyberspace. An almost un-
nded interactional space, newsgroups, chat rooms and e-mail messages
filled with the interpersonal dialog of questions and answers. Infor-
ts expound and explore, sharing personal histories, anecdotes, urban
yths and legends. Decoding and finding the common and the particular
the stories these people tell'® is one important source of netnographic
Sight. Others are more proactive.

prelude and adjunct to the cyber-interview, e-profiling!® leverages
- rfpace’s unprecedented access to social information to bolster inquiry
fetiveness. E-profiling entails gaining publicly-available information on
informant’s public Internet social activities. Reading samples of an in-
mant’s postings and visiting the newsgroups to which they post regu-
ly=—or their personal Web-pages or profiles—can confer precious
feeptions of their social situation, interpretive communities,'%* life
s and life goals,'” and overall experiential multidimensionality.
yber-interviews offer a means of altering the conventional spatial and
aporal boundaries of focus group sessions. In cutting-edge university and
porate labs around the globe, software and groupware is being tested for
ployment in electronic focus groups. The focus group conducted through
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teleconferencing software has been heralded as the major trend in focus
group development.'% As it by now may be obvious, cyber-interviews, like
their offline counterparts, can be group-based or individual, formal or in-
formal, structured or unstructured. The medium’s technological charac-
teristics are, however, directive. Particular interview styles fit particular
cyber—forums better than others. So the synchronous, real time realm of
chat rooms—with its conversational tone and its unfettered nature—is
more suited to the informal interview that hopes for insight through heat-
of-the-moment disclosure.'”” Posted newsgroup or e-mail questions offer
a foundation of carefully considered answers often more appropriate to the
aims of a formal interview.!%® “Persistent conversation” in any cyberspace
forum can, nevertheless, lead to revelationary personal and emotional dis-
covery.'” Coupled with researcher genuineness, trust-building and heart-
felt confession, these interviews—which can often seem a synthesis of
penpal-like enthusiasm and ongoing tutelage''—can provide much dis-
closure and enlightenment. Coupling cyber-interviews with techniques
that deploy digital projectives can enable access to more of the unknown
and tacit levels of cultural knowledge.

Digital Projectives

Postmodernist Jean Baudrillard has coined the term hyperreality'"! to refer
to the contemporary blending of simulation and reality, the place where the
artifice and the authentic merge, and where the synthetic illusion is often
deemed preferable to the concrete original. Although Baudrillard’s is an
often pessimistic view,!? the information economy seems almost custom-
built to blur boundaries''® offering nearly limitless alternatives for losing
oneself in simulation. The stream of prospective multimedia stimuli that
online informants engage with encompasses ASCII texts and other repre-
sentational codes, visual imagery such as logos and photos, sound bits and
video bytes, avatars and live teleconferencing images. As with Baudrial.—
lard’s creeping hyperreality, almost every “thing” in the physical World is
coming to have, in cyberspace, at least one and usually a multitude of vir-
tual doppelgangers.

With multifarious choices arraying everything from Scientology and
UFO conspiracies to V-chip technical standards and the latest lampsh;u?c
fashions, in some ways, cyberspace itself might be construed as a giganti¢
projective task. In anonymous and accessible telespace, it affords a forum for
the articulation of the previously inexpressible. Turkle says that the Internet
has become “a significant social laboratory” in which people experiment

QUALITATIVE INQUIRY IN RESEARCH 179

with “the constructions and reconstructions of self” which characterize con-
temporary life.""* Postmodern identity has been conceived as consisting of
endless acts of refashioning and re-creating our selves.!'5 In the play of cy-
berspace, a virtual playground is constructed. Netnographers in this space
are lurkers on the side and fellow playmates. Qualitative inquiry delves into
the revelatory possibilities of this serious site of play and identity creation,
observing the multiplicity, heterogeneity, and fragmentation of the multi-
phrenic consumer in action.!!®

Cyberspace is said to be based on an “attention economy,” in which the
scarcest resource is not money or any other resource, but human attention.!!’
Capturing and holding the attention of cyberspace informants is thus a cen-
tral challenge. Formally instituting the projective properties of cyberspace,
a Web-based intrication strategy''® can help capture the attention and imag-
ination of informants. A research homepage that provides detailed visual and
textual material on topics targeted to the particular interests of cultural in-
formants can be an invaluable means of intrication. Open-ended questions,
word completion tasks, even requests for scanned artworks and doodles can
also appear. This strategy can also make use of computer-translations of ex-
isting projective tasks, for instance, autodriving.!' Zaltman’s aforemen-
tioned Metaphor Elicitation Technique has already been digitized.
Consumers use magazine photos to synthesize paper-based collages ex-
pressing brand or product hypostasis. The collage is digitally scanned, pol-
ished by a graphic designer and drafted into service as a powerful projective
probe. Sensibly customized, the technique easily transports to cyberspace.
In summary, the artifacts used as projectives by the qualitative inquirer in cy-
berspace are abstract renditions, representations once removed. But through
the online construction of sociocultural reality,'® these digital images, Web-
page, or content elements of a Web-page undergo a psychological and onto-
logical transmutation. They achieve a status considered—within limits—
“real,” thereby becoming useful tools of cultural exploration.

‘Nuance and Compromise

In the context of cyberspace, contextual inquiry morphs to accommodate
its technological mediation, radical textualization, anonymous search and
expression, and accessible information and social arenas. Tradeoffs are crit-
ical to netnographic inquiry. Cyberspace decontextualizes by removing
physical facets of identity we naturalize as useful.’?' Self-selection and rep-
resentativeness are sticky and difficult issues. A textualized way of know-
ing reduces the number of observable cues, and the opportunities to discern
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tacit knowledge. In exchange, it recontextualizes identity by infusing it with
fantasy, play and interactivity.!* Paradoxically, a realm of deception can in-
crease disclosure. A home-based excursion into virtual reality can offer not
only a more dynamic and accessible context than a laboratory but a far less
artificial one. In keeping with our theme of complementarity between
methods of investigation, netnography—with its cyber-interviews and dig-
ital projectives—must be understood as adding to, not replacing, offline
research (of both the qualitative and quantitative persuasions). In addition,
information technology transforms qualitative inquiry in a myriad of other
ways. It changes the nature of in-person inquiry and recording, data analy-
sis, triangulation, member checks, and research representation.'® It can
provide fresh perspectives for triangulating upon cultural actors as they en-
gage in new forms of expression and experience. These methods may thus
assist our understanding, not only of the virtual, but of the human reality.

CRISIS OF REPRESENTATION

As qualitative research evolves into the next historical epoch—the so-called
sixth moment'2*—it is animated by a number of tensions, some of which,
like technology, we have explored in detail in this chapter. Issues of re-
flexivity and legitimization, that is, the situatedness of knowledge claims
and authority of interpretation, though broached here, must be deferred
for extended discussion to subsequent papers. Polyvocality and representa-
tion, the emergence of contrasting stakeholder voices and agendas, and the
challenge to depict authentically the lived experience of others,'?® require
a ritual bow in our present treatment, however, since they form collec-
tively one of the most interesting challenges to the marketing imagination.
Having spent so much time trying to achieve intimate understanding of
marketplace behavior through communion with consumers and managers
via methodological means, qualitative researchers have now turned their
attention to the vehicles used to represent their interpretive efforts. Recall
our earlier discussion of the foundational importance of storytelling, then
note its neglect in our disciplines’ research stories. Not only are we slow to
plumb the possibilities of text, let alone hypertext, or of dialogic let alone
polylogic discourse, but also we are just beginning to imagine the shape a
nonlinear, nondiscursive, nonliterate representation might assume.
Consumer researchers have begun asserting'? that conventional journal
articles are insufficient vessels for conveying a holistic understanding of the
lived experience of stakeholders. We have seen the emergence of genres such
as “messy texts,” autoethnography, poetry, performance texts, ethnographic
fictions and narratives of the self'?’ in consumer research. Photography,
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videography and painting have also emerged as research vehicles. Exem-
plars of such experimental representation are proliferating.'?®
Managers as well as academics have responded to the crisis of represen-

tation by embracing new expressive strategies. With a shift toward inter-
pretive management, companies such as Levi Strauss, Intel, Motorola,
Nokia, and Chiron have sought to enfranchise polyvocality in everyday
operations, and promote multistranded discussions of the future among
stakeholders and constituents.'?” 3M invokes storytelling in the service of
business planning, exploiting narrative logic to plumb the places that bul-
let points can’t reach.’?® Arguably, the increasing emplacement!®' of brand
essence in vehicles such as retail theatre and Web sites is a creative response
to the crisis of representation.
‘ With its holistic, often visual qualities, qualitative research is, in many

ways, cinematic in its gaze.'?? To represent findings, the interactive multi-
media formats afforded by information technologies are not only ideal, but
also alter the nature of representation itself. Hypertext and hypermedia
' (links to audio and visual information) change the relationship between
researcher and reader in ways eerily attuned to the concerns of the crisis of
representation. '*?
Described by some as a relatively unproblematic change in reporting op-
portunities,’** this change is viewed by others as a radical departure in
%which the research writer “disappears, receding into the background.”!
From this perspective, final authority is conferred upon the text’s new au-
thor, the point-and-click bricoleurs who, “in the electronic spaces of hy-
rtext . . . construct the text out of the bits and pieces and chunks of
material left for them by the writer” (ibid). Others emphasize the accessi-
bility of the entire cyberspatial modality by envisioning hypertext netno-
aphies linked to myriad Web-pages, Web-ring and chat rooms.!*®
ypertext netnographies are data rich, and provide opportunities for
" open” textual construction,?’” real-time cultural observation, and un-

ediated contact with informants. They can transcend the uniformity and
eurism of traditional ethnography’s thick description, transcription and
en inscription'®® to approach the stimulation of sociosimulation. '

f

ONCLUSIONS

As cultural life transforms, becoming more fragmented and diverse, so also
do the methods of researching it. Marketing and consumer researchers are
Wncreasingly thinking about their task in terms that are naturalistic and
holistic, and that deftly combine complementary methods. They blend (and
apply) their art and science in ways that seek to reveal the sophisticated
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configurations, the constellation of lifeways and interests that undergird
markets and consumption. In some cases, these configurations can be ob-
served simply by watching what people do with artifacts such as products,
advertisements or brands. For others, watching someone surf the net, ob-
serving the way their lifeways intersect with cyberspaceways can provide
provisional clues. Almost always, the complementarity of multimethod
techniques provides more comprehensive perspectives. Extending our
knowledge into the lifeworlds of human beings in interaction means fol-
lowing them, seeing with their eyes as well as our own.

Branching out into real spaces and cyberspaces is empowering. Viewing
markets and consumption holistically means opening vistas that encourage
interdisciplinary, multidisciplinary and even transdisciplinary thinking. Set-
ting our sites on longer term inquiries will allow researcher to scope out
new cultural processes in the production, reception and the reproduction of
meanings.'* Many companies are just beginning to use virtual communities
for lead user analysis'*'—blurring the bounds between production and con-
sumption as customers serve as fountainheads of corporate innovation. The
new questions and problems these processes propose are far from simplistic.
Indeed, the intersection of cultures, markets and cyberspace are bound to
become the source of the most pressing ethical and moral issues of the next
few decades. Perhaps some of these techniques and ideas might be helpful in
the investigations that will inform these urgent and important debates.

As it unfolds in cyberspace and IRL, we believe the future of qualitative
inquiry in marketing and consumer research hinges upon the posture adopted
toward the practice of “deep hanging out.” The social sciences are simulta-
neously relinquishing'** and re-embracing!* the tradition of prolonged local
immersion that results in nuanced interpretation of field data. At this point
in their intellectual evolution, our disciplines require the kind of deep hang-
ing out that permits researchers to infuse our databases with soul. Deep
hanging out—the kind of loitering with intent that positions the marketer
to become the marine biologist (not simply the fisherman) to the con-
sumer’s fish'*—is a necessary corrective to premature closure and the rush
to generalization. We hope we have provided enough guidance in this chap-
ter to provoke our readers to dwell for awhile among the deep hangers-
out, in search of more intimate understanding of marketplace behavior.
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authentically, these researchers complement the work of their quantitative
counterparts.

This complementarity cannot be overemphasized. Just as the notion of
“interpretive” research is a spurious, or, at least, a misleading one—both
qualitative and quantitative approaches demand interpretation®—so also
must it be noted that problem-driven multimethod inquiry is gaining in
popularity.* Thus, practitioners of ethnographic, contextual, or naturalis-
tic inquiry, while employing a standard battery of qualitative techniques,
may also incorporate quantitative measures into their regime. Perhaps the
diagnostic feature of these types of inquiry is their quest for data as op-
posed to the capta yielded by their quantitative counterparts.” That is, qual-
itative researchers elicit information in context, as a gift, rather less
invasively than excising it for examination out of context, as a fact. The the-
ory-ladenness of facts® is a qualitative preoccupation. Unfortunately,
hard/soft, natural/social, qualitative/quantitative oppositions are pre-em-
inent symptoms of our cultural era; methodological hegemony has impov-
erished our understanding of the singularity of the particular.’

This chapter is not intended as a disciplinary history,® a methodological
tutorial,” a managerial manifesto'® or philosophy of science debate.'! Rather
we strive to frame some of the salient issues in the field, and explore some
of the managerial implications of this particular approach to research.

ORIENTATION

In a recent study of the worldwide marketing research industry,'? investi-
gators discovered that ad hoc qualitative research comprises the largest
growth segment of inquiries into consumer behavior. The proliferation of
qualitative tools in the manager’s toolkit is apparently accelerating.'? As
functional parity is achieved among products and services across more and
more industries, and marketers are compelled to devote greater attention
to understanding and enhancing the experiential dimension of their offer-
ings,'* we can expect qualitative research to undergo a renaissance. Zalt-
man’s recent admonition to “rethink” market research by “putting people
back in” to our design may herald just such a rebirth."

Innovative qualitative research is diffusing widely across companies and
categories. Published accounts of this diffusion are suggestive, even if un-
published proprietary reports remain the norm.'® Firms in the high-tech
area such as Hewlett Packard, Intuit, Microsoft,'” Xerox,'® AT&T Labs,!
and Intel?® are avid proponents. Consumer package goods companies such as
General Mills?! and Kimberly Clark?? are similarly sold. In the automotive
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field, Harley Davidson,* Toyota, and Nissan?* employ the latest qualitative
methods. White goods manufacturers such as Whirlpool®® and clothiers such
as Patagonia® have benefitted from current developments in qualitative re-
search. Enterprises as wide-ranging as servicescape redesign—Borders,?’
Urban Outfitters,?® and Hallmark® being notable beneficiaries—and seg-
mentation sounding—qualitative interest in teenagers among such firms as
Coca Cola, Levi Strauss, and Microsoft® being especially “hot”—fall
within the purview of this trend. Media companies such as Turner Broad-
casting Systems are carrying qualitative research methods forward into cy-
berspace.’’ Customer visits,* espoused by firms such as IBM, Raychem,
Polaroid, Cigna, Metropolitan Life, and DuPont, foretell the spread of
ethnography to business-to-business markets. Motorola has created a board
of anthropologists to advise senior management on a host of issues. Spe-
cialized research providers, whether small or medium size firms or inde-
pendent consultants, are flourishing. Chicago, for example, is home to such
firms as E-lab, the Doblin Group, BRS Associates, and Teenage Research
Unlimited, as well as to agencies such as DDB Needham, Young and Ru-
bicam, Ogilvy & Mather, Leo Burnett, J. Walter Thompson, Kramer Cras-
selt, and others, who provide innovative qualitative research to clients.
Market-oriented ethnography®® is a going concern.

While these qualitative methods have not diffused as rapidly through the
academic disciplines of marketing and consumer research—arguably acade-
mics do not depreciate intellectual capital as rapidly as managers alive to
practical applications of theories-in-use—they have established themselves
as a viable niche in business schools, professional societies, and scholarly jour-
nals, usually under the (maddeningly misleading) rubric of “interpretive” or
“postmodern” research. Here, researchers from a host of disciplines from an-
thropology to literary criticism have conspired to produce a view of mar-
keting and consumption that is distinctly different from conventional
wisdom. Academic niches are flourishing within U.S. business schools such
as Kellogg, Harvard, Sloan, Smeal, Eccles, Eller, Wisconsin, Nebraska, and
U.C.-Irvine, as well as outside them, in allied schools such as the Advertis-
ing department of the University of Illinois. Professional societies such as
the Association for Consumer Research and the American Marketing As-
sociation are devoting more conference space to qualitative concerns.
Scholarly journals, such as the Journal of Consumer Research, the Journal
of Marketing, the Journal of Marketing Research, the Journal of Adver-
tising, the Journal of Business Research, the International Journal of Re-
search in Marketing, and Culture Markets and Consumption are fielding
more articles in this burgeoning area. Perhaps more encouraging is the
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increasing incidence of consumption—and marketing-related articles
being published in social science journals beyond the conventional business

school purview.

DISTINCTIVE FEATURES OF RECENT
QUALITATIVE RESEARCH

Given the proliferation of techniques and approaches in recent years, as well
as adaptations to traditional methods, any attempt to summarize, synthe-
size, and integrate the facets of qualitative research will appear absurdly re-
ductionist, if not misleading, in light of such space limitations as this chapter
imposes. Nonetheless, an overview should be instructive, and orient the
reader to some key features of current inquiry. We encourage the reader to
consult authoritative sources for expanded treatments.>*

Naturalistic observation is the hallmark of much recent effort. Immersion
in a field setting, and prolonged engagement with informants (whether con-
sumers, marketers, or other stakeholders) are common practices. Researchers
often employ an emergent design, in an effort to capture as comprehensively
as possible the minimal parameters of a phenomenon. Inquiry has an ?lter—
nately expanding and contracting focus. Analysis is hermeneutic and itera-
tive, and proceeds via a constant comparative method. Thus, data collecthn
and analysis are conducted in tandem. A dialectical relationship between li-
brary research and field research characterizes the inquiry. Researchers sam-
ple until saturation and redundancy are achieved, at which time they e_:lther
conclude their inquiry, or adopt different techniques that may permit the
transcending of the limits of researchers’ habitual tools of choice.

Progressive contextualization is another important research strategy. Re-
searchers grapple with the nesting and embedding of understanding. B(_ﬂ—
cause meaning is always situated, a heightened attention to the context in
which a phenomenon unfolds is amply repaid. Contextual inquiry is a way
to elicit some of the unarticulated, tacit knowledge, emotion, motivation,
and understanding that people possess. Thus, researchers will often strive to
understand how behavior will ramify beyond an individual to a household,

a community, and, ultimately, to a society itself. Embeddedness is a criti-
cal concern. |

In keeping with their desire to probe a range of behavior patterns, re-
searchers attempt to make maximized comparisons. They use variation as
a perspective for plumbing similarities and differences among phenomen;.l.
Thus, researchers roam across cultures, times, or situations to provoke vari-
ance. While the representativeness of a phenomenon is clearly of interest,
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researchers are equally—and often, perhaps even more—concerned with
outliers. Outliers are embraced (rather than rejected) for the distinctive in-
sight their marginality can contribute. A marginal perspective is often in-
cisively illuminating.

Qualitative inquirers quest for sensitized concepts. They are interested
in the lived experience of their informants and in representing that expe-
rience authentically. Capturing the worldview and ethos of informants, as
distinct from an analytic framework imposed by the researcher, is at the
heart of the inquiry. Often such investigation is idiographic, the goal being
for the researcher to develop systematic intuitions about informants’ life-
worlds. Thus, informants are increasingly regarded as collaborators and
consultants in the research enterprise, which itself becomes a co-created,
jointly negotiated undertaking. The ultimate result of close attention to
sensitized concepts is a so-called “thick description”? of the phenomenon
under investigation. ; : ‘

Perhaps the most controversial hallmark of qualitative research is the
notion of intraceptive intuition.*® Simply stated, the researcher is the pre-
eminent instrument of research. Believing that it is both impossible and
undesirable to eliminate the impact of the inquirer upon the phenomenon,
researchers attempt to increase their own acuity as an instrument through
a variety of strategies (multimethod training, broad reading, wide experi-
ential exposure, interpersonal skill development, psychoanalysis, intro-
spection, personal disclosure in published research accounts, etc.) that both
exalts and harnesses their idiosyncrasies. They strive to develop both wide
cognitive peripheral vision?” and broadly resonant emotional depth as in-

~ dispensable aids to interpretation.

A final distinctive feature of current qualitative research is its emphasis
on grounded theory.” Simply stated, theory is expected to erherge from
the data. Because a researcher cannot approach a project with no a priori
theories or hypotheses, and as a consequence of the rejection of a so~called
objective or disinterested “fact,” an inquirer strives to specify and disclose
existing personal biases, but hold them in abeyance (in effect, “bracket”
them) as the research regime unfolds. The posture adopted toward theory
development is essentially an agnostic, eclectic one, which allows for the
discovery and construction of broad, truly rival hypotheses.

The thrust of much recent qualitative work in marketing and consumer
research has been critical, culturological, and communicative.®® Researchers
have explored extraeconomic and normative dimensions of behavior. They
have worked steadily to unpack, dismantle, and banish the notion of “ex.-
ternality” from the literature. Finally, they have accelerated investigation
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into the nature, transmutation, and translatability of “meaning” as these is-
sues bear upon marketing and consumption.

SPECIFIC TECHNIQUES

Because of space constraints, we have been selective in our discussion of par-
ticular qualitative research techniques without being entirely reductionist.
In this section, we describe these techniques which currently enjoy cutting-
edge status—participant observation, interview, and projective tasking—
among academics and practitioners. We also describe the practice of “close
reading” or “hermeneutic tacking” that characterizes each of these t.ech—
niques.*’ Finally, we consider the extension and application of techniques
developed for use “in real life” to phenomena evolving in cyberspace.

Participant Observation

Properly speaking, participant observation is a cluster of techniques'em—
ployed to discover, interpret, and represent phenomena comprehensively
and holistically. Thorough analysis often depends on a negotiated under-
standing of informant and researcher’s perspectives. Participant observa-
tion born of prolonged field immersion is the hallmark of ethnography.
Alternately obtrusive and unobtrusive, the ethnographer apprehends, with
as many sensory modalities and through as many experiential channels as
required, the lifeworlds of the informant. The ethnographer is, in effect, ac-
culturated or resocialized by informants, once a rapport is established, to ap-
prehend the strange as familiar, or, more commonly in market res?arch
settings, the familiar as strange. Intimacy with stakeholders, achieved
through trust evolved over time in context of the round of life, opens a
window for ethnographers on the lifeworlds of informants.

Participant observation circumvents many of the problems associated
with faulty recall, limited ability to articulate (whether tacit knowledge or
the unthought known), and social desirability in self-disclosure. It is in-
valuable in mapping the ecology of consumer behavior and in providing
inferential stimuli for probing its social structure and ideology.*' It is espe-
cially useful in harnessing the marketer’s offerings—products, services, ad-
vertisements, retail outlets, and so on—into projective stimuli to be used
in conjunction with other techniques to unpack the production_ of con-
sumption. Confronting informants with real time aspects of their lifeworlds
in context is a powerful eliciting device.

Increasingly, photography, videography, and audiotaping are used as
aids to participant observation. These tools are employed actively by the
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researcher to capture emergent behavior and create a visual inventory. Just
as often, the tools are deployed passively to record material in the re-
searcher’s absence. Informants are deputized to photograph, audiotape, and
videotape their own lifeworlds, with equipment provided by the researcher
(or to behave “as usual” in front of recording equipment fixed and mounted
in their personal environments). Such informant-produced insight is a pro-
ductive complement to the researcher’s inquiry.*?> Photos, videos, and au-
diotape diaries can then be used as projective vehicles to elicit additional
informant commentary, in a practice called autodriving.**

Interviews

Interviews comprise a broad continuum of focused inquiry. At one end, in-
terviews may be informal, unstructured, nondirective, and conversational.
On the other end, they may be formal, highly structured, entirely direc-
tive, and administered identically across all informants. Interviews may be
conducted with individuals or with groups. Interviews may be used to elicit
sheer or mere information, in an actuarial or inventory sense. They are also
used to enter the phenomenological-existential world of informants. In-
terviews depend for their success on the forging of bonds of trust between
actors, the eliciting skills of the interviewer, and both the insightfulness
and desire for disclosure of the informant.

An especially crucial practice for construing the interview is the tem-
porary suspension of the researcher’s voice of judgment. Imagining the
question to be something more than a simple interrogatory is the key to this
suspension. A question is an invitation to creativity, a point of departure;
it is the search for a playmate, a form of seductive foreplay.* Ultimately, a
question is a jointly negotiated quest for understanding, a partnership in
an adventure. Learning to listen deeply is essential for the interviewer, since
being heard is one of the most profound, humane gifts an individual will
ever receive; listening deeply is the symbolic equivalent of holding the in-
formant.*

It is our belief that the group interview is the most overused and mis-
used arrow in the qualitative quiver. Focus groups often provide the illu-
sion of human contact and the occasion of pyrotechnics that efficiently
satisfy the prematurely narrowed imagination of clients and researchers be-
hind the one-way glass. To exploit fully the potential of the group inter-
view,* it may be necessary to conduct archival analysis, participant
observation, and depth interviewing before convening a focus group. Brief-
ing participants in advance of the session, or requesting “homework” of
them prior to convening the group may yield dividends. Conducting a
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variety of tasks during the group is often productive.*” Altering conven-
tional spatial and temporal boundaries of the session may also be indicated;
groups can be conducted in situ, over hours and even days. The so-called
moderator is simultaneously an over-used and underutilized resource. The
moderator must facilitate interaction, alternately guide and probe the dis-
cussion, and analytically attend, in real time, to the verbal and nonverbal
cues that enable systematic unpacking of the clients’ interests as embodied
in the group. Further, the moderator develops a theory in-use-on-the-fly
to direct each subsequent group in the project. Finally, the moderator must
deliver an interpretive analysis replete with managerial implications. Such
demands require that we empower moderators to be more active (yet not
more intrusive) than convention dictates, and that we partner them with
confederates (on either side of the glass) to aid in the iterative process of data
collection and analysis. This is easily enough accomplished in academic re-
search, and could be routinized in proprietary research by deputizing and
training client personnel.

Projective Tasking

It is instructive to consider the tension animating the multiphrenic self in
postmodern society*® from an evolutionary perspective. As a species, we
have achieved distinction in no small measure thanks to the tension that
modulates our principal personae: homo faber versus homo narrans. In our
former aspect, we are tool-making creatures, and in our latter aspect, story-
tellers. While these two aspects co-exist and interact synergistically, they
serve distinctive adaptive ends. Traditionally, marketers have treated pri-
marily (indeed, have been) makers; only recently have they treated (in-
deed, become) storytellers. The webs of significance in which stakeholders
are suspended*’ are becoming a focal interest.”” How best to tap such mean-
ing making?

Projective tasks engage our storytelling impulse. Such tasks permit the
asking of questions in an indirect fashion and encourage the least restraint
in their answering. Projectives invite informants to respond in ways that are
distinctively personal and ostensibly personally meaningful. Projectives em-
power informants to respond in more creative, insightful, and revealing
ways than might otherwise be possible. Inquiry is cast in dramatic form,
and the drama essentially poses the question. Indirection is used in the ser-
vice of illumination. Projectives plumb unconscious material, socially ob-
jectionable motivations, and informant fantasy; they elicit responses to issues
informants may find too trivial or too sensitive to address directly.”’
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Although evolved in a clinical setting for use as a triangulating perspec-
tive to assist diagnoses in context, projectives have migrated into market-
ing and consumer research predominantly as stand-alone measures,
modified to suit a nonclinical population. Recently, some researchers have

_ cautioned against the a-contextual use of projectives.”? Thematic apper-

ception tasks have been most widely used. Sentence completion, figure

~ drawing, word association, structured fantasizing, and collage creation have

also proven popular. Often, these individual techniques are combined in a
single study to enhance depth and richness of response, as well as to trian-
gulate among techniques. For example, the Zaltman Metaphor Elicitation
Technique® combines informant-selected images, depth interview, lad-

dering, photo and art therapy techniques, sensory inventory, structured

fantasizing and collage creation as eliciting frames.

Close Reading

A common analytic posture across the qualitative methods, tied intimately
to intraceptive intuition, is the practice of close reading® or hermeneutic
tacking.”> Whether the analyst uses ethnography,® existential phenomeno-
logical interview,” projective tasking,*® literary criticism® or introspec-
tion,* relentless attention to detail and painstaking relation of part to whole
are key features of the enterprise. Working with a textual metaphor in the
case of behavior, or with a literal text in the case of interview verbatims,
the analyst attends in minute detail to the systematic unpacking of mean-
ings present in the text. Recognizing that meaning is often polysemic, the
analyst seeks to reveal—in dialogue with both “text” and “author”—as
exhaustively as possible the levels and nuances of meaning embedded in the
text. Some or much of the meaning thus wrested from the text may be
opaque or transparent to the informant at the time of text production. For
example, recently we have seen a shift from a close reading of advertising
text® to text in reception;®* we can imagine a longer term inquiry that
moves from production through reception to re-production.

Ideally, a close reading produces the richest possible understanding of a
“text” because all relevant information—internal and external—to the
“text” is carefully considered. Relevance is broadly construed. That is, ini-
tial attention is riveted on the content, rhetoric and structure of the “text,”
and then this analysis ramifies to related “texts,” which in turn both ex-
tends and amplifies the original analysis. The researcher tacks between and
within internal and external information sources, in hermeneutic fashion,
in search of enlightenment.
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INTERPRETIVE SUMMARY

It is apparent how complementary and overlapping these techniques can be
in their nature and application. Participant observation helps the analyst
limn the informant’s lifeworld, and permits the acquiring of systematic in-
tuitions about worldview and ethos. Participation helps the researcher em-
body this knowledge and experience. Interviews take the researcher d@eper
into the phenomenal realm of the informant, allowing for a systematlc ex-
ploration of the informant’s physical and metaphysical experience. Projec-
tive tasking helps the analyst transcend his or her observational and
elicitation skills, and affords access to unarticulated realms of informant
experience. Each technique amplifies, reinforces, extends and challenges
the others.

Given the evocative power of things (i.e., products, services, brands, ser-
vicescapes, trust relationships, advertising, and anything e'lse in the mar-
keting environment) and our human penchant for meaning mongering,
qualitative methods used in consort can be powerfully illuminating. In this
situation, consumer ethnographies®® or customer visits®* are most produc-
tive. Imagine a project conducted over time in sites significant to the cus-
tomer, where all the artifacts in a given situation are meaningful to the
customer. These artifacts (e.g., a brand, a relationship) are fundamental
eliciting devices, set as they are in the consumption context. The artifact
can be used as a projective task and contextual cues in evidence can be
marshaled to elaborate, clarify, contest, and revise the customer’s interpre-
tations systematically via interview. Imagine further the analyst debrie?fing
the customer systematically, sharing analytic interpretations of observat%ons,
interviews, and projectives, so that the customer might react construct1v§1y
and critically and thereby improve the “final” interpretation. SlflCl.'l creative
triangulation in contextual inquiry and collaboration in analysis is becom-
ing more common.

EXPORTING QUALITATIVE
TECHNIQUES TO CYBERSPACE

If part of our goal in using qualitative research is to enlarge our concept of
the “really real,” what better place to stretch than in the Virtua} reality of}cy-
berspace? As a society we are consuming cyberspace as divers1on.ary delight
and wellspring of communitas and illumination. We are employing the ex-
panded scope and resources of infotech to open and explore a vast range of

i i i - 66 {¢ & M- snaced’ of
market relations®® and consumption servicescapes® in the marketspace”’ of
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cyberspace. Resolved by a one-hour sale on AOL that drove over half a
million customers through the digital door of an online retailer—a feat
unimaginable in the “real” world—is the fact that informational networks
are changing the shape of marketing and consumption forever.®® No doubt
marketing and consumer researchers, including qualitative inquirers, are
impelled to follow in their wake. But, upon venturing forth into the con-
textual frontier of cyberspace, what ecology do we face?

Early research into the medium of computer-mediated communication (or
CMC) found that its limitations forced an unnatural style of communication,
reduced relational cues and impoverished the interpersonal environment.® Its
anonymity and apparent privacy seemed to erode social structures by equal-
izing status and encouraging a less inhibited form of communication.”’ Early
scientific voyages, then, found cyberspace to be like outer space: cold and in-
hospitable.”! Yet field researchers have found it to be a much more genera-
tive medium when filtered into the phenomenological stream of lived
experience. Cyberspace seen not as computer-mediated communication but
as community is an organic entity, diverse, dynamic, and multitendrilled, a
carnival of personally-enriching social worlds.”? Ever-adaptable, the human
animal has developed the new communicative tools and abilities to turn the
cold online environment into a hearth of sociality.”> New software and hard-
ware tools and sophisticated avatars advance digitally upon perfectly real and
perfectly fantastic simulations of face-to-face. In the meantime, an “elec-
tronic paralanguage” captures a range of affection, affiliation, social rela-
tional and metacommunicative cues.”

In cyberspace, human interaction must cope with (to borrow and frac-
ture Milan Kundera’s beautiful turn of phrase) an “unbearable textuality of
being.” The relationships change as a result of this intrusive and liberating
filter on embodiment.”” Communication that is technologically mediated is
also radically textualized.”® Whether our words are converted into ASCII or
carried in (still crude) digital sounds and images, the intrusiveness of cy-
berspace communication channels is instantly obvious. While the medium
is challenging us to overcome it and communicate in ways that feel more
natural,”” it is also opening opportunities.’® Implied privacy and textuality
confers experiences of anonymous search and expression that can be liber-
ating in the extreme.” The leveling of a variety of social playing fields con-
fers social accessibility that results in much wider participation than in almost
any other social channel.*” On the Internet no one knows you’re a dog—or
a kid, or white, or disabled, or living in Timbuktu. Being digital also means
that social information is inscribed and archived, automatically®' and widely
accessible. With search costs vastly reduced, problem sets across the board



176 INTELLIGENCE: LEARNING ABOUT THE CUSTOMER

change from the collection of information to management of the hypertext
cascade ensuing from even the most cursory search.

Cyberspace is a liminal locale, providing a placeless space and what an-
thropologist Victor Turner called a “time out of time.” For the human
species, the move into the altered time and space horizon of cyberspace pre-
sents a radical temporal and environmental discontinuity.** According to
some, this change is an evolutionary one in which the thinking animals that
make tools increasingly blur the distinction between tool and thinking an-
imal. The result is a cyborg ecology® in which abstract being and embodied
being, mind and Al, organism and machine comfortably coexist.®* To help
anderstand this ecology, qualitative inquiry can evolve along with it.

Netnography

From the raw material of bits and icons, people construct meaningful so-
cial communities. But whether called “virtual communities,”®® “brand
Smmitinities 7% “communities of interest”® or “Internet cultures,”’® these
groups use common marketplace interests as the social cement to form their
foundation.?® While, to a marketer’s eye, some of the symbolic cues they
use may look familiar, the challenge in cyberspace’s twisted social arenas is
often one of disentangling the message from the medium, and making fa-
miliar the strange and tortured dances of social cyberia. Encompassing on-
line community, netnography has been developed as a naturalistic technique
for capturing conduct in cyberspace.”

Netnography is an amalgam of qualitative techniques, adapted for cy-
berspatial environs.”' Like participant—observation, it can be simultaneously
obtrusive and unobtrusive. The act of “lurking” in online fields”? offers
an unobtrusiveness that blurs telepresence” to near invisibility. Yet netnog-
raphy holds online participation to be a beneficial investigative movement.”*
Like its offline counterpart, it seeks i mmersion, a profound experiencing of
digital sociality. Access to a wealth of data may make it easy to confuse
breadth for depth, and mistake quantity for quality. But being acculturated
into bravely evolving new social spheres requires prolonged engagement.
This infers naturalizing the techno-environment and rules of engagement
of the overall realm of cyberculture.95 The body language of emoticons,
intentional misspellings, lexical surrogates for vocal segregates, spatial‘ ar-
rays, grammatical markers, absence of corrections and capitalization, as well
as visual ASCII art®® will be essential gadgets in the netnographic inquirer’s
kitbag. Then, there are more specific codes to learn that pertain to your
communities of choice, their personnel, their history and rules,”’ their re-

lations to the offline servicescapes™ of markets and consumption.”
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teleconferencing software has been heralded as the major trend in focus
group development.' As it by now may be obvious, cyber-interviews, like
their offline counterparts, can be group-based or individual, formal or in-
formal, structured or unstructured. The medium’s technological charac-
teristics are, however, directive. Particular interview styles fit particular
cyber-forums better than others. So the synchronous, real time realm of
chat rooms—with its conversational tone and its unfettered nature—is
more suited to the informal interview that hopes for insight through heat-
of-the-moment disclosure.'’”” Posted newsgroup or e-mail questions offer
a foundation of carefully considered answers often more appropriate to the
aims of a formal interview.'%® “Persistent conversation” in any cyberspace
forum can, nevertheless, lead to revelationary personal and emotional dis-
covery.!”” Coupled with researcher genuineness, trust-building and heart-
felt confession, these interviews—which can often seem a synthesis of
penpal-like enthusiasm and ongoing tutelage''*—can provide much dis-
closure and enlightenment. Coupling cyber-interviews with techniques
that deploy digital projectives can enable access to more of the unknown
and tacit levels of cultural knowledge.

Digital Projectives

Postmodernist Jean Baudrillard has coined the term hyperreality'!! to refer
to the contemporary blending of simulation and reality, the place where the
artifice and the authentic merge, and where the synthetic illusion is often
deemed preferable to the concrete original. Although Baudrillard’s is an
often pessimistic view,'!? the information economy seems almost custom-
built to blur boundaries''? offering nearly limitless alternatives for losing
oneself in simulation. The stream of prospective multimedia stimuli that
online informants engage with encompasses ASCII texts and other repre-
sentational codes, visual imagery such as logos and photos, sound bits and
video bytes, avatars and live teleconferencing images. As with Baudrial-
lard’s creeping hyperreality, almost every “thing” in the physical world is
coming to have, in cyberspace, at least one and usually a multitude of vir-
tual doppelgangers.

With multifarious choices arraying everything from Scientology and
UFO conspiracies to V-chip technical standards and the latest lampshade
fashions, in some ways, cyberspace itself might be construed as a gigantic
projective task. In anonymous and accessible telespace, it affords a forum for
the articulation of the previously inexpressible. Turkle says that the Internet
has become “a significant social laboratory” in which people experiment
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with “the constructions and reconstructions of self” which characterize con-
temporary life."'* Postmodern identity has been conceived as consisting of
endless acts of refashioning and re-creating our selves.!'> In the play of cy-
berspace, a virtual playground is constructed. Netnographers in this space
are lurkers on the side and fellow playmates. Qualitative inquiry delves into
the revelatory possibilities of this serious site of play and identity creation,
observing the multiplicity, heterogeneity, and fragmentation of the multi-
phrenic consumer in action.!!®

Cyberspace is said to be based on an “attention economy,” in which the
scarcest resource is not money or any other resource, but human attention. '’
Capturing and holding the attention of cyberspace informants is thus a cen-
tral challenge. Formally instituting the projective properties of cyberspace,
a Web-based intrication strategy''® can help capture the attention and imag-
ination of informants. A research homepage that provides detailed visual and
textual material on topics targeted to the particular interests of cultural in-
formants can be an invaluable means of intrication. Open-ended questions,
word completion tasks, even requests for scanned artworks and doodles can
also appear. This strategy can also make use of computer-translations of ex-
isting projective tasks, for instance, autodriving.!'” Zaltman’s aforemen-
tioned Metaphor Elicitation Technique has already been digitized.
Consumers use magazine photos to synthesize paper-based collages ex-
pressing brand or product hypostasis. The collage is digitally scanned, pol-
ished by a graphic designer and drafted into service as a powerful projective
probe. Sensibly customized, the technique easily transports to cyberspace.
In summary, the artifacts used as projectives by the qualitative inquirer in cy-
berspace are abstract renditions, representations once removed. But through
the online construction of sociocultural reality,'® these digital images, Web-
page, or content elements of a Web-page undergo a psychological and onto-
logical transmutation. They achieve a status considered—within limits—
“real,” thereby becoming useful tools of cultural exploration.

Nuance and Compromise

In the context of cyberspace, contextual inquiry morphs to accommodate
its technological mediation, radical textualization, anonymous search and
expression, and accessible information and social arenas. Tradeoffs are crit-

- ical to netnographic inquiry. Cyberspace decontextualizes by removing

physical facets of identity we naturalize as useful.'?' Self-selection and rep-
resentativeness are sticky and difficult issues. A textualized way of know-
ing reduces the number of observable cues, and the opportunities to discern
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tacit knowledge. In exchange, it recontextualizes identity by infusing it with
fantasy, play and interactivity.'* Paradoxically, a realm of deception can in-
crease disclosure. A home-based excursion into virtual reality can offer not
only a more dynamic and accessible context than a laboratory but a far less
artificial one. In keeping with our theme of complementarity between
methods of investigation, netnography—with its cyber-interviews and dig-
ital projectives—must be understood as adding to, not replacing, offline
research (of both the qualitative and quantitative persuasions). In addition,
information technology transforms qualitative inquiry in a myriad of other
ways. It changes the nature of in-person inquiry and recording, data analy-
sis, triangulation, member checks, and research 1.*epresentation.123 It can:
provide fresh perspectives for triangulating upon cultural actors as they en-
gage in new forms of expression and experience. These methods may thus
assist our understanding, not only of the virtual, but of the human reality.

CRISIS OF REPRESENTATION

As qualitative research evolves into the next historical epoch—the so-called
sixth moment!2*—it is animated by a number of tensions, some of which,
like technology, we have explored in detail in this chapter. Issues of re-
flexivity and legitimization, that is, the situatedness of knowledge claims
and authority of interpretation, though broached here, must be deferred
for extended discussion to subsequent papers. Polyvocality and representa-
tion, the emergence of contrasting stakeholder voices and agendas, and the
challenge to depict authentically the lived experience of others,'?* require
a ritual bow in our present treatment, however, since they form collec-
tively one of the most interesting challenges to the marketing imagination.
Having spent so much time trying to achieve intimate understanding of
marketplace behavior through communion with consumers and managers
via methodological means, qualitative researchers have now turned their
attention to the vehicles used to represent their interpretive efforts. Recall
our earlier discussion of the foundational importance of storytelling, then
note its neglect in our disciplines’ research stories. Not only are we slow to
plumb the possibilities of text, let alone hypertext, or of dialogic let alone
polylogic discourse, but also we are just beginning to imagine the shape a
nonlinear, nondiscursive, nonliterate representation might assume.
Consumer researchers have begun asserting'?® that conventional journal
articles are insufficient vessels for conveying a holistic understanding of the
lived experience of stakeholders. We have seen the emergence of genres such
as “messy texts,” autoethnography, poetry, performance texts, ethnographic
fictions and narratives of the self'?” in consumer research. Photography,
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videography and painting have also emerged as research vehicles. Exem-
plars of such experimental representation are proliferating.'?®

Managers as well as academics have responded to the crisis of represen-
tation by embracing new expressive strategies. With a shift toward inter-
pretive management, companies such as Levi Strauss, Intel, Motorola,
Nokia, and Chiron have sought to enfranchise polyvocality in everyday
operations, and promote multistranded discussions of the future among
stakeholders and constituents.'?® 3M invokes storytelling in the service of
business planning, exploiting narrative logic to plumb the places that bul-
let points can’t reach.'** Arguably, the increasing emplacement'' of brand
essence in vehicles such as retail theatre and Web sites is a creative response
to the crisis of representation.

With its holistic, often visual qualities, qualitative research is, in many
ways, cinematic in its gaze.'* To represent findings, the interactive multi-
media formats afforded by information technologies are not only ideal, but
also alter the nature of representation itself. Hypertext and hypermedia
(links to audio and visual information) change the relationship between
researcher and reader in ways eerily attuned to the concerns of the crisis of
representation. '’

Described by some as a relatively unproblematic change in reporting op-
portunities,'?* this change is viewed by others as a radical departure in
which the research writer “disappears, receding into the background.”'?
From this perspective, final authority is conferred upon the text’s new au-
thor, the point-and-click bricoleurs who, “in the electronic spaces of hy-
pertext . . . construct the text out of the bits and pieces and chunks of
material left for them by the writer” (ibid). Others emphasize the accessi-
bility of the entire cyberspatial modality by envisioning hypertext netno-
graphies linked to myriad Web-pages, Web-ring and chat rooms.'*
Hypertext netnographies are data rich, and provide opportunities for
“open” textual construction,'”’ real-time cultural observation, and un-
mediated contact with informants. They can transcend the uniformity and
voyeurism of traditional ethnography’s thick description, transcription and
even inscription'® to approach the stimulation of sociosimulation.'”

CONCLUSIONS

As cultural life transforms, becoming more fragmented and diverse, so also
do the methods of researching it. Marketing and consumer researchers are
increasingly thinking about their task in terms that are naturalistic and
holistic, and that deftly combine complementary methods. They blend (and
apply) their art and science in ways that seek to reveal the sophisticated
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configurations, the constellation of lifeways and interests that undergird
markets and consumption. In some cases, these configurations can be ob-
served simply by watching what people do with artifacts such as products,
advertisements or brands. For others, watching someone surf the net, ob-
serving the way their lifeways intersect with cyberspaceways can provide
provisional clues. Almost always, the complementarity of multimethod
techniques provides more comprehensive perspectives. Extending our
knowledge into the lifeworlds of human beings in interaction means fol-
lowing them, seeing with their eyes as well as our own.

Branching out into real spaces and cyberspaces is empowering. Viewing
markets and consumption holistically means opening vistas that encourage
interdisciplinary, multidisciplinary and even transdisciplinary thinking. Set-
ting our sites on longer term inquiries will allow researcher to scope out
new cultural processes in the production, reception and the reproduction of
meanings.'*’ Many companies are just beginning to use virtual communities
for lead user analysis'*'—blurring the bounds between production and con-
sumption as customers serve as fountainheads of corporate innovation. The
new questions and problems these processes propose are far from simplistic.
Indeed, the intersection of cultures, markets and cyberspace are bound to
become the source of the most pressing ethical and moral issues of the next
few decades. Perhaps some of these techniques and ideas might be helpful in
the investigations that will inform these urgent and important debates.

As it unfolds in cyberspace and IRL, we believe the future of qualitative
inquiry in marketing and consumer research hinges upon the posture adopted
toward the practice of “deep hanging out.” The social sciences are simulta-
neously relinquishing'*? and re-embracing'*® the tradition of prolonged local
immersion that results in nuanced interpretation of field data. At this point
in their intellectual evolution, our disciplines require the kind of deep hang-
ing out that permits researchers to infuse our databases with soul. Deep
hanging out—the kind of loitering with intent that positions the marketer
to become the marine biologist (not simply the fisherman) to the con-
sumer’s fish!**—is a necessary corrective to premature closure and the rush
to generalization. We hope we have provided enough guidance in this chap-
ter to provoke our readers to dwell for awhile among the deep hangers-
out, in search of more intimate understanding of marketplace behavior.
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CHAPTER 9

QUANTITATIVE
MARKETING RESEARCH

DAWN TACOBUCCI

“Market sensing,” “listening posts,”
customer connections,” “competitive intelligence” . . . all
of these currently used buzzwords express aspects of marketing research.
Data availability and opportunities have exploded in recent years. Yet in the
presence of vast data, managers simultaneously express the urgent need for
information. Good marketing research methods are those that transform
data into useful information. The definitions of marketing research that
we at Kellogg find most useful in teaching are those that emphasize the
role of research in assisting managers in making optimal decisions.' The
business world is moving increasingly faster, with multitudes of marketplace
decisions requiring resolution every day, and well-conducted marketing
research tools are valuable in asking and answering the right questions.

Accordingly, in this chapter, we explore a number of marketing deci-
sions that can be illuminated through analysis. We focus on two new re-
search tools: first, the relatively new class of network data and its requisite
models, and second, collaborative filtering which is the novel application to
e-commerce of cluster analysis. Researchers can use both of these methods
to derive insight regarding customers and competitors. To demonstrate the
utility of these new data and methods and put their potential contributions
into perspective, we begin by presenting a brief framework to give an
overview structure of marketing research analytics.?

29 6¢

“data mining,

EXPLORATORY, DESCRIPTIVE, CALSAL

* Marketing research often progresses from exploratory methods to descrip-

tive techniques to causal manipulations. The focus of inquiry for exploratory
methods (e.g., focus groups, interviews, open-ended items on surveys) is
depth and richness of understanding, but not detailed numerics to be
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