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Chapter 9
Qualitative research: data 
analysis

Qualitative analysis involves the 
process of making sense of 
data that are not expressed in 
numbers.



Chapter outline

1) The qualitative researcher

2) The process of qualitative data analysis

3) Grounded theory

4) Content analysis

5) Semiotics.



Overview

• The focus will be concentrated on the process of qualitative data
analysis

• We will focus then on content analysis and semiotic and qualitative
data software



The	qualitative	researcher	- Self-reflection	of	social	and	cultural	values

A major problem for researchers is that their perception of problemsmay be reflected through their
own social and cultural development.

Usually researchers need to reflect upon their own values and attitudes. This reflection is important
in the analysis of qualitative dataand in the diagnosis of researchproblems.

Let’s	read	the	novel	to	understand	why

This novel tells the story of an only child, Hajime, growing up in the suburbs of post-war Japan. His

childhood sweetheart and sole companion in childhood was Shimamoto, also an only child. As children they

spent long time afternoons listening to her father’s record collection. When Hajime’s family moved away, the

childhood sweethearts lost touch. The story moves to Hajime in his thirties. After a decade of drifting [alla

deriva] he has found happiness with his loving wife and two daughters and success in running a jazz bar. The

Shimamoto reappears. She is beautiful, intense, enveloped in mystery. Hajime is catapulted into the past,

putting at risk all he has at the present.



The	qualitative	researcher	- Self-reflection	of	social	and	cultural	values

Different	readers can	find	different	things in	the	story

• A female reader may empathise with the main female character, Shimamoto, and
understand her attitudes, values and behaviours in the way that male readers may not be
able to comprehend.

• The	two	main	characters	were	“only	children”;	thus	we	can	imagine	a	reader	who	was	an	
only	child	and	who	can	can	recall	how	he	or	she	would	view	large	families	and	appreciate	the	
joys,	disappointments	and	array	of	emotions	of	being	an	only	child.	

• The	reader	does	not	normally	reflect	upon	his	unconscious,	values	and	attitudes,	but	just	
enjoys	the	story.

• In	sharing	with	others	the	story,	the	reader	might	be	surprised	about	how	others	see	it. It	is	
impossible	to	conceive	that	there	is	one	ultimate	interpretation,	one	ultimate	truth.	It	is	
possible	to	have	multiple	interpretations	and	truths	of	a	novel.



Narrative	for	the	qualitative	research

• What is the link from the interpretation of a novel to qualitative data analysis in marketing
research? Quite easy, the qualitative researcher builds up a narrative and interprets a story of the
consumers whom decisionmakers wish to understand.

• The	direction	that	qualitative	researchers	take	in	building	up	their	understanding	and	ultimately	
their	narrative	is	shaped	by	two	factors.

(1) The theoretical understanding: the use of theory may help researchers to understand what
they should focus their attention upon, in their questioning, probing, observations and
interpretation;

(2) A marketing understanding: the researchers need to understand what marketing decision
makers are going to do with the story they create. They need to appreciate the decisions
faced in creating an advertisement, building a communication campaign or changing features
of the product.



The	researcher’s	learning	as	qualitative	data

• Qualitative researchers have to reflect upon their own social and cultural values, their
attitudes to see how all these have shaped the narrative and how they may influence the
interpretationof thenarrative.

• The researchers should recognize their own limitations and the need to develop and learn;
they wish to present themost valid story that they see, to have examined the story from
many perspectives, or have immersed themselves in the world of their target market.
• If a researcher reads/listens to a novel, he/she has to make notes as his/her reading

progresses.
• He may make notes of other books to read and may help you to understand the

condition of particular characters, or to understand the environment in which they
behave.

• Moreover he has to consider all the possible social and cultural values that emerge
during the creation and the interpretation of the story.



The	process	of	qualitative	data	analysis

A	generic	process	for	the	analysis	of	qualitative	data	is	based	on	the	following	steps:	

But	qualitative	data	may	be	investigated	by	using:

• The	process	of	content	analysis

• The	discipline	of	semiotics



The	process	of	qualitative	data	analysis	–
DATA	ASSEMBLY

DATA	ASSEMBLY	means	the	gathering	of	data	from	a	variety	of	sources.	These	include:

• Notes taken	during	or	after	interviewing	and	observation

• Reflections of	researchers,	moderators	or	observers	involved	in	the	data-collection	process

• Theoretical	support	– from	secondary	data,	intelligence	or	literature	sources

• Documents produced	by	or	sourced	from	participants

• Photographs,	drawing,	diagrams	(visual	images)

• Audiotape	recordings and	transcripts	of	those	recordings

• Video	recordings

• Records	made	by	participants,	such	as	mood	boards	or	collages.



The	process	of	qualitative	data	analysis	– DATA	ASSEMBLY

For the qualitative researcher it is important to produce field notes (diary, notebook). They are
an important part of the dataassembly.

• As a qualitative investigation evolves in terms of the issues to explore and participants to
target, the researcher goes through a learning process.

• This learning process means that the researchers may see things differently as interviews or
observation progress.

• Keeping field notes aids the researcher’s memorywhen it comes to the formal process of data
analysis and helps in categorizing and interpreting collected data.

It is suggested researchers to keep four separate sets of notes in order to systematize the process and
improve their reliability:

• Short notes at the moment of interview/observation
• Expanded notes made after each session of interview or observations
• A fieldwork journal to record problems and ideas that arise during each stageof the fieldwork
• A provisional running record of analysis and interpretation



The	process	of	qualitative	data	analysis	– DATA	ASSEMBLY

Data assembly also includes deciding lines of enquiry that should be developed and those
that should be dropped.
• An an interview or observation takes place, the researcher learns more about an issue

and can develop a new question or probe and decide that a question, initially thought to
be vital, is not longer relevant.

• Theremay be issues that can be compared over a series of interviews or observations but
the wholedata collection and data assembly can evolve.

• Keeping notes is vital, as memory alone is fallible, unreliable and potentially biased.



The	process	of	qualitative	data	analysis	– LISTENING	TO	THE	SOUNDS	OF	SILENCE

Notes help	research	to	recall how	consumers	involved	in	qualitative	methods	experience	some	questions.	
It	can	derive	moments	during	which	consumers	laugh or	moments	of	silence.

(1)	For	example:	when	humor	is	present,	the	intensity	of	laughter	or	the	sly	smile	
masks	a	feeling	of	something	that	is	incredibly	funny.	This	could	be	recorded	in	the	
researcher’s	notes.

(2)	For	example:	“My	in-depth	interview	went	really	badly!	It	was	full	of	
long	silences…my	participants	just	would	not	open	up”.	Many	fail	to	
understand	that	the	silence	receIved	in	response	to	the	questions	asked	
may	have	told	the	researchers	many	things.	
In	India the	silence	during	focus	group	reflects	the	relations	among	
castes.	The	most	common	causes	for	silence	were	incomprehension,	
confusion	and	feelings	of	inadequancy	and	a	lack	of	confindence
https://www.youtube.com/watch?v=fsN4XMSXxQw.



The	process	of	qualitative	data	analysis	– DATA	ASSEMBLY

• Many qualitative techniques make
extensive use of material of a semi- or non-
verbal nature, generated through the
involvement of consumers in projective
techniques.

• These materials can include drawings, lists,
stories, collages of photographs, video
footage and music. It not these materials
that should be analyzed but the meaning
attached to them by the participants who
produced them.

Their	meaning	as	narrative	are	part	of	the	recorder	discussion	and	are	in	the	notes	of	the	
researcher.	The	materials	can	be	used	in	communicating	and	illustrating findings.	



The	process	of	qualitative	data	analysis	– DATA	ASSEMBLY

• The use of photography and visuals can be important as they can capture aspects that
wordsalone arenot able to capture.
(1) Certain participants may not be able to express what they feel about a product,
service, advertisement, brand or any design element of their experiences solely using
words.
(2) Certain marketing decision makers working in visually creative fields (advertising,
product and package design and branding) work better with visual data compared with
wordsand statistics.



The	process	of	qualitative	data	analysis	
– DATA	REDUCTION

• DATA REDUCTION involves handling the data It implies the organizing and structuring of
qualitative data. Some data have to be thrown away.

• Imagine a series of 10 focus group discussions and the amount of data that could be collected.
In terms of data there are also thememories and notes of the moderator and the transcripts
of whatwas said in interviews.

• The transcripts are the primary data source in qualitative data analysis [focus groups and in-
depth interviews].

• Transferring the dialogue from tape or digital devices may not be so easy as recordings are
“unclear”. Imagine a focus group where participants could have taken their turn to speak
without talking over other participants and they may not have spoken clearly and loudly
enough. Transcription is a time-consuming activity.



The	process	of	qualitative	data	analysis	–
DATA	REDUCTION

• The researchers with their transcripts, notes and other supporting material have to decide
what is relevant in all these data.

• Reducing the data involves a process of CODING DATA: the data are broken down into
discrete chunks (suddivisi in blocchi) and a reference to those chunks is attached.

• CODING is the process of bringing together participants’ responses and other data sources
into analyzable units and thus into categories that form similar ideas, concepts, themes or
steps or stages in process.

• Data such as a simple response to a question can be coded in many different ways, or
placed into many different categories: there is no expectation of mutual exclusivity and
data can be re-coded as often as is thoughtnecessary.



The	process	of	qualitative	data	analysis	– DATA	REDUCTION

The table presents the verbatim responses from an open-ended question in a self-completion survey
targeted at 12 to 14 years old. The question asked participants which facilities they would like in a
planned new community centre.

• In	categorizing	 the	responses,	the	 researcher	
could	create	 codes	of	“swimming	pool”	or	“disco”	
and	count	the	times	 that	these	were	expressed.

• But	researchers	 could	group	together	activities	
such	as	“swimming,	basketball	and	snooker	
[biliardo]”	 for	sport and	“computer,	 television,	
disco	and	tuck	shop”	for	recreational	activities.

• The	reseacher could	code	“indoor	activities”	and	
“outdoor	activities”,	or	activities	 that	would	need	
supervision	and	those	that	would	need	no	
supervision.



The	process	of	qualitative	data	
analysis	– DATA	REDUCTION

The	table	presents	a	small	selection	of	the	
verbatim	responses from	the	same	open-
ended	question	in	a	self-completion survey,	
this	time	target	at	adults.



The	process	of	qualitative	data	
analysis	– DATA	REDUCTION

• The	 researcher	 could	draw	out	the	words	“youth”	or	
“rules”	and	consider	 them	as	categories.	

• The	 researcher	 could	pull	named	“facilities”	such	as	
“dance	 floor”	and	“nice	seat	and	 tables”,	or	”activities”	
such	as	“youth	club”	and	“luncheon	club”.	

• All	these	categories	 may	be	apparent	 to	a	researcher	
though	not	explicitly	 expressed.



The	process	of	qualitative	data	analysis	– DATA	REDUCTION

Coding can	be	thought	of	as	a	means	to:
(1) RETRIEVE	[recuperare]	DATA:	from	the	whole	mass	of	data,	particular	words	or	statements	

can	be	searched	for	(es:	”youth”	and	“rule”)	and	retrieved	to	examine	the	“fit”	with	other	
words	or	statements.

(2) ORGANISE	THE	DATA:	words	or	statements	can	be	recordered,	put	alongside	each	other	and	
similarities	and	differences	evaluated;	(es:	”youth”	and	“rule”	are	associated	with).

(3) INTERPRET	DATA:	words	and	statements	are	retrieved	and	organised	in	different	ways,	
interpretations	of	the	similarities	and	differences	can	be	made.	(the	concepts	of	“youth”	and	
“rule”	are	interpreted).



The	process	of	qualitative	data	analysis	– DATA	REDUCTION

In	broad	terms,	the	coding	process	involves	the	following	stages:

(1) SET UP A BROAD OF CODING CATEGORIES: these would emerge from an initial reading of
the gathered data and the intended purpose of the study.

(2) WORK THROUGH THE DATA TO UNCOVER “CHUNKS” OF DATA THAT MAY BE PUT INTO
BRACKETS OR UNDERLINED OR HIGHLIGHTED: codes are usually attached to “chunks” of
varying size, i.e. words, phrases, sentences, paragraphs, an extended story, an image,
etcc.. Once the start and end of a chunk to be coded is established, a name or number is
assigned to it.

(3) REVIEW THE DESCRIPTIONS GIVEN TO THE CODES. Working through the data, it may be
clear that important themes emerging from the data do not fit into the pre-set
categories, or that one theme blurs into 2 or more separate concepts. Thus, new
categories have to be set to fit the data.



The	process	of	qualitative	data	analysis	– DATA	REDUCTION

(4) EXAMINE	DIFFERENCES	BETWEEN	TYPES	OF	PARTICIPANT.	This	could	be	simple	
demographic	comparisons,	e.g.	to	see	if	there	are	differences	between	men	and	
women	in	how	they	view	independence.	 But	the	comparisons	could	be	between	types	
of	participant	that	emerge	from	other	codes,	e.g.	lifestyle	aspirations	may	emerge	from	
the	data	with	groups	emerging	that	may	be	labelled	“sophisticated	minimalists”	or	
“spiritual	warriors”.

(5) DEVELOP	MODELS	OF	INTERCONNECTIVITY	AMONG	THE	CODED	CATEGORIES.	This	
involves	graphical	modelling	to	explain	a	sequence	of	events	or	a	process	that	the	data	
describe.	It	could	show	how	categories	relate	to	each	other.

(6) ITERATE	BETWEEN	THE	CODE	DESCRIPTIONS	AND	THE	DEVELOPING	MODEL.	This	stage	
implies	continual	refining		(perfezionamento)	of	the	nature	of	categories	and	the	
structural	relationship	of	those	categories.	These	iterations	continue	until	the	
researchers	have	what	they	believe	to	be	the	most	valid	meaning	that	they	see	in	the	
data.



The	process	of	qualitative	data	analysis	– DATA	DISPLAY

DATA	DISPLAY	is	an	organised,	compressed	assembly	of	information	that	permits	
conclusion-drawing	and	action.	

• The	most	frequent	form	of	display	for	qualitative	data	in	the	past	has	been	extended	text.	
Such	an	approach	is	cumbersome,	dispersed	and	sequential,	poorly	structured.	

• The	qualitative	researcher	can	resolve	these	problems	with	the	use	of	matrices, graphs,	
charts,	networks or	”word	clouds”.

• The	creation	and	the	use	of	display	is	not	an	end	output	of	analysis,	it	is	an	integral	part	of	
the	analytical	process.	Designing	a	matrix as	a	display	involves	decisions	on	what	should	be	
displayed	in	the	rows	and	columns,	and	deciding	what	qualitative	data,	in	which	form,	should	
be	entered	in	the	cells.

• Data	display	allows	a	“public”	view	of	how	the	researcher	has	made	connections	between	
the	different	“data	chunks”.



The	process	of	qualitative	data	analysis	– DATA	DISPLAY

• One	of	the	simplest	means	to	display	data	
is	through	the	use	of	a	spreadsheet.

• The	example	relates	to	a	bus	and	tram	
operator	that	wishes	to	understand	the	
attitudes	and	behaviour	of	18-25	year	olds	
related	to	using	public	transport.		

• In	the	columns details	of	each	groups	
interviewed	are	indicated;	in	the	rows the	
issues	discussed	in	the	interviews	are	
presented.

• Connections	between	issues	can	be	
mapped	out	with	the	use	of	arrows		
(frecce)	to	show	the	flow	of	dialogue.

• The	analyst	cuts	and	pastes	extracts	from	
the	transcripts	into	the	relevant	cells.

• The	big	advantage	of	this	approach	 is	being	able	 to	visualise the	whole	body	of	data	and	to	move	around	the	data	
to	“play”	 with	ideas	and	connections.

• The	disadvantage	 is	that	editing,	 moving	data	around	and	recategorising data	can	become	very	cumbersome	 and	
messy.	



The	process	of	qualitative	data	analysis	– DATA	DISPLAY

• Another	simple	 means	to	display	data	is	
through	the	use	of	a	qualitative	cross-
tabulation.	

• The	 table shows	a	sample	of	categories	 that	
have	been	built	around	 the	issue	of	”evening	
travel”.	

• The	 table	shows	that	the	analyst	has	
established	 codes	to	represent	view	of	
“expense”,	 “personal	 attacks”,	“spontaneity”	
and	“style”.	

• The	 large	differences	between	males	and	
females	 in	how	they	brought	up	the	issue	
“expense”	 and	“personal	attacks”	can	help	the	
analyst	to	explore	 the	data	further,	or	indeed	
collect	 more	data	to	understand	what	is	
creating	 such	divergent	attitudes	and	
behaviour.



• The	other	major	means	of	displaying	
data	is	to	use	flow	charts.	

• The	 figure	displays	a	very	basic	 structure
of	the	issues	or	major	categories	 and	
subcategories	 related	 to	how	18-25	year	
olds	view	the	use	of	public	 transport	
after	an	evening	out.

• A	simple	 illustration	 is	the	“M/F”	 label	
attached	 to	categories	 used	 to	display	
behavioural tendencies	 of	male	or	
female	participants.

The	process	of	qualitative	data	analysis	– DATA	DISPLAY



The	process	of	qualitative	data	analysis	– DATA	VERIFICATION

• Data	verification	involves	seeking	alternative	explanations	through	other	data	sources	and	
theories.

• The	researcher	should	form	these	meanings	“lightly”,	maintaining	openness	and	
scepticism,	developing	conclusions	that	are	embryonic	and	vague	at	the	first	and	that	then	
increasingly	explicit.

• When	final	conclusions	have	been	drawn,	researchers	need	to	demonstrate	that	they	
have	presented	a	valid	meaning	of	the	data	that	they	have	collected.	The	researchers	
need	to	show	that	the	structure	or	meaning	they	see	is	not	just	a	reflection	of	their	own	
views.

• The	use	of	theory	from	secondary	data	and	literature can	help	to	guide	what	may	be	
reasonably	expected	as	meaning.	



The	process	of	qualitative	data	analysis	– DATA	VERIFICATION

It	is	possible	to	reveal	two	forms	of	validation.	
• The first is termed “triangulation”: it is a process that facilitates the

validation of data through cross-verification from more than two
sources. In research terms, comparing different kinds of data (dialogue
and photographs, quantitative and qualitative) and different methods
(observations and interviews) allow reflection upon the extent of
corroboration (conferma) and what may be the causes of any
differences.

• The second is termed “participant validation”. This involves taking one’s
findings back to the participants under study. Where the feedback from
participants on emergent conclusions is verified by them, there can be
more confidence in the validity of the findings.



• Content analysis is one of the classical procedures for analysing textual material, forms
of communications and images rather than behaviour or physical objects.

• The objective of content analysis is to “reduce” the data by summarising and structuring
them according to rules derived fromexisting theory.

• Content analysis should be classified as a quantitative technique based upon
“classifying” and “counting”.

• Content analysis is seen by many as an “objective”, systematic and quantitative
description of themanifest content of a communication.

• The unit of analysis may be words (different words or types of words in the message),
characters (individuals or objects), themes (propositions), space and time measures
(length or duration of themessage) or topics (subjectof themessage)

• Marketing	research	applications	involve	observing	and	analysing	the	content	or	message	
of	advertisements,	newspaper	articles,	TV	and	radio	programmes.	

https://www.youtube.com/watch?v=r4stcNCBcNU https://www.youtube.com/watch?v=wilBzZLjZ1M

Content	Analysis



Collection of data represented by blog posts/comments; then compilation of data into
a specific blog corpus (in the form of word text file ).

The focus is on the brand associations of three leading Italian fashion
companies: Valentino,Dolce &Gabbana andGiorgioArmani.

Brand N. blog 
posts  

N. user comments Blog timeframe Word 
count 

Valentino 36 38 Aug 2008 – July 2011 8836 
Dolce & Gabbana 48 103 Sept 2008 – July 2011 13,809 
Giorgio Armani 41 60 Aug 2008 – July 2011 11,884 
	

Content	Analysis



• We	collected	blog	posts/comments	on	Valentino,	Dolce	&	Gabbana	and	Armani

Content	Analysis



• We	copied	blog	
posts/comments	in	a	word	
text	file	and	we	created	a	
fashion	blog	corpus	(FBC),
containing	three		
subcorpora		(word	file	
texts),	one	for	each	
fashion	brand.

Content	Analysis



Categories Description Examples 

Product-related 
attributes 

Comments relating to 
the distinctive 
characteristics of the 
brand, products 
campaigns and 
collections 

- Dolce & Gabbana is a classic brand with beautiful timeless 
pieces. 

- In a perfect world, we’d be dancing the night away in these 
bow-embellished Valentino pumps. 

- I love the Giorgio Armani Fall 2010 collection. The black 
beret and glasses give it that uniform look. 

Non product-
related attributes 

Comments relating to 
celebrities who wear 
products and social 
events that 
involve/promote the 
fashion house 

- Paltrow went hard-edged in a Giorgio Armani tailored 
blazer and shorts suit with jet black accessories. 

- Expect plenty of Valentino: label heavy and jewelry 
designer Carlos de Souza is doing the list this year, and the 
house is co-sponsoring the event. 

- Dolce & Gabbana’s massive new book, “Diamonds and 
Pearls,” seems like a straightforward celebration of the 
pair’s gran amor for embellishment. 

Designer identity Comments relating to 
the fashion designers 
associated with the 
brand  

- Valentino is looking a tad too tan lol. 
- Alessandra Facchinetti, formerly of Gucci and Valentino, 

has found new life working on Tom Ford’s womenswear. 
- The Gabbana half of Dolce & Gabbana hates strawberries 

in winter and buying fur coats in July. 
- The famously controlling Mr. Armani is letting go just a 

little. 
	

Content	Analysis
FR
O
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RY



•We	read	 the	Fashion	Blog	
Corpus

•We	 identified	 all	 the	single	
associations	between	 brand	
and	connected	 words

•We	 identified	 categories	 of	
brand	associations

• We	manually	coded	the	 three	
categories	 into	the	fashion	
blog	corpus

PA

NPA

Content	Analysis



• The table represents the frequency of brand association for each
category and the normalized value per thousand words (PTW = number of
brand association found in 1000words of text).

• The table shows a substantial homogeneity in terms of frequency of total brand
associations for the three fashion blogs (→ a relatively high level of competition among
brands)

• Valentino has a higher level of brand association linked to designer identity (5,31 PTW),
Dolce & Gabbana to product-related attributes (5,79 PTW) and Armani to all the three
categories.

 Product-related 
attributes 

Non product-related 
Attributes 

Designer identity Totals 

 N PTW N PTW N PTW N PTW 
Valentino 32 3.62 11 1.24 34a 

13b  
3.84 
1.47 

90 10.17 

Dolce & 
Gabbana 

80 5.79 27 1.95 20 1.44 127 9.18 

Armani 50 4.20 27 2.27 37 3.11 114 9.58 

	

Content	Analysis



• Manifest	content.	Researchers	focalize	their	analysis	on	the	manifest	content	and	
thus	on	what	may	be	seen	to	be	manifestly	apparent	in	the	established	categories	
of	the	investigated	materials	(texts).

• Data	fragmentation.	The	tendency	is	to	break	up	communications/texts	into	
specific	elements	and	it	is	solely	the	presence,	absence	or	frequency	of	these	
elements	that	is	relevant	to	the	investigation.	This	process	decontextualizes	the	
message	in	a	communication.

• Quantification.	The	content	analysis	is	essentially	a quantitative research	
technique;	its	aim	is	to	count	frequencies	offering	a	objective	and	systematic	
approach	of	analysis.

Content	analysis	- Limitations



• Semiotics sees consumers as products of culture – constructed and largely determined by the
popular culture within which they live. Thus, consumer needs and aspirations are seen as not
being the result of freely made choices of the individual but a reflection of the surrounding
cultural discourses.

• Semiotics combines knowledge and research technique from across a spectrum of disciplines,
including linguistics, psychology, anthropology, cultural studies and the visual arts.

• It	is	based	on	a	detailed	analysis	of	the language	and	imageswhich	untangle	how	meaning	is	
conveyed	as	well	as	what	the	meaning	is.

Semiotics

https://www.youtube.com/watch?v=m6zTvrGirfg



• Segni	icona:	sono	segni	che	rinviano	a	un	
oggetto	o	a	un	evento	per	analogia,	in	virtù̀	
di	una	somiglianza	con	esso

Semiotics

• Gli indici	sono	dei	segni	in	cui	l’espressione	
e	il	contenuto	sono	legati	da	un	rapporto	di	
origine	naturale	e	di	tipo	causale.	



Semiotics

• I	simboli	sono	segni	nei	quali	il	legame	tra	espressione	e	contenuto	non	ha	motivazioni	di	tipo	
naturale	o	analogico,	come	avviene	per	gli	indici	e	le	icone.	



• Unilever wished to grow the Rexona deodorant brand in Russia.
• To	generate	consumer	insight	for	its	brand	development,	Unilever	undertook	

a	qualitative	research	approach,	using	ethnography	and	semiotics	within	a	
creative	workshop	environment.

Semiotics	- pushing	the	glamour	button

• Uncovering some of the essential codes that underpinned Russian attitudes to identity, femininity
and social status, semioticmethods led to a deeper understanding of deodorant consumers.

• Gucci and Prada are brand perceived as expression of the affluent glamour of the Moscow elite.
• In Unilever’s semiotic work Russian women expanded on a contradictory state of admiration,

jealousy and aspiration. Most Russian women in fact cannot afford to buy into the high-fashion
world of Gucci and Prada.

• Deodorant is perceived as something that could give the same feeling. And it was felt that the use
of deodorant could provide a valuable displacement activity around glamour. It is on this aspect
that the company decided to invest in its communication activities.



Semiotics

• Semiotic researchers aim to develop a richer and more holistic understanding of consumers by
including the cultural frameworks that underpin their behaviour.

• In approaching a research problem, a conventional qualitative researcher might ask: “Why does Frank
buy Pot Noodle?”. The semiotic researcher would like more to ask “How does consumer culture give
meaning to Pot Noodle and what are these meanings”?. The semiotic researcher might argue that if we
answer these questions, we will be able to make a good guess not just at why Frank buys it, but also why
anyonebuys it.

Cases where	semiotics	can	help	marketing	decision	 makers	are:
- Mapping	out	a	new	market
- Seeing	opportunities	 to	position	new	brands
- Analysing	how	different	aspects	of	marketing	communication	 work	together	and	the	means	 to	create	 synergies	
across	different	media

- Evaluating	 in-store	developments	and	harmonising	 the	different	aspects	of	marketing	 communications
- Diagnosing	 problems with	brand	or	marketing	communications



Semiotics

Questions set by a researcher examing the advertising of a particular brand:
•What are the major signifiers (i.e. the material signs – what it is?)
•What signifieds (i.e. the conceptual sign – what it means)might they be creating and to whom?
•Howdo the advertisementswork on a symbolic/metaphorical or on a product level?
•Howdo the form and content of the advertisements work together?
•What codes (i.e. bundles or signs) do the advertisements use?
•Howdo the advertisements measure up to the brand’s historical codes and those of its competitors?
•Howdo the advertisements work in relation to the brand’s history and its futures?
•Are the advertisements using a dominant (everyday, mainstream), emergent (leading-edge, culturally
dynamic) or residual (old-fashioned, lacking in energy) set of codes?

•What kinds of discourse or discourses are apparent, e.g. postmodernism, femminism and spirituality?

• Semiotic researchers aim to develop a richer and more holistic understanding of
consumers by including the cultural frameworks that underpin their behaviour.

• The approach goes into far more depth in comparison with content analysis.
Semioticians investigate the subtext of communication.



Semiotics	- Limitation

There are at least four limitations:

•RELIABILITY: The main negative point lies in how reliable and replicable it is. Even though an
individual analyst’s interpretation may be very insightful and could be a valid representation of cultural
influences upon the customer, there is no guarantee that another analyst would come to the same
conclusion about the relevant codes.

•QUALITATIVE DATA SET. In practice it can be hard to assemble the relevant data to analyse, given that
usually there is not direct discussions (except when data emerge from a focus group or an in-depth
interview).

•LOGIC OF INTERPRETATION. It is not usually clear how the analyst has arrived at an interpretation. In
many moments in semiotics an interpretation seems to rely upon a shared knowledge of a cultural
background and intuition whichmay be valid but extremely difficult to validate.

•CONSUMER THEORY. The consumer is seen as passive, determined by culture and unable to break out
of his contextual frame. Many consumer theorists would disagree with this view giving the consumer a
more active role in interpreting, accepting or resisting thebrand’s semiotically encoded meanings.



Qualitative	data	analysis	software

In qualitative analysis the use of computermay be useful. It should provide speed, memory, ease of data
access and the ability to transform andmanipulate data in many ways.

Some qualitative research activities that may be supported by the use of computer:
- Field notes: making notes before, during and after interviews and observations
- Transcripts: building up transcript to represent the discourse in interview.
- Coding: attaching keywords to chunks of data or text
- Storage, search and retrieval: keeping data in an organised manner, so that relevant segments of data

or text can be located, pulled out and evaluated.
- Connection: linking relevant data segments with each other
- Memos: writing up reflective comments that can be passed onto relevant codes and connections.
- Data display: placing selected or reduced data in a condensed and organised format using a

spreadsheet matrix or network
- Drawing conclusions and verification: aiding the researcher to interpret the data display and to

test/confirm findings
- Theory building: developing systematic and conceptually coherent explanations of findings
- Reporting: a support for presenting final reports of the findings



Qualitative	data	analysis	software

• Many of these tasks can be performed with readily available word-processing, spread-sheet and
presentation packages. Many researchers may be very comfortable using such packages to gather and
record date and to present findings.

• What may be new to many researchers is the use of proprietary software to help the technical integration
of data assembly, reduction, display and verification.

Qualitative	data	
analysis software

Website

NVivo www-qsrinternational.com
Atlas.ti www.atlasti.com
MAXQDA www.maxqda.com

https://www.qsrinternational.com/nvivo/nvivo-12-tutoria l-
mac/01-bring-your-data-into-nvivo

https://www.qsrinternational.com/nvivo/nvivo-12-tutoria l-
mac/02-code-your-data?iframecontent=true

http://help-
nv11mac.qsrinternational.com/desktop/procedures/run_a_coding
_query.htm

https://www.youtube.com/watch?v=uyRuMtxnQaM

http://help-
nv11mac.qsrinternational.com/desktop/concepts/about_nodes.ht
m



Qualitative	data	analysis	software

• Qualitative data analysis packages do not automate the analysis process, nor is that
their purpose

• The process of coding as described in the data verification section depends upon the
interpretations madeby the researcher

• The overall description (model or theory) that emerges from the analysis also depends
upon interpretations madeby the researcher

• The purpose of software is to aid the researcher to analyse data in a systematic
manner. The researcher seeks patterns, meanings and interconnections in the
qualitative data.



Advantages	of	computer-assisted	qualitative	data	analysis

• Speed: the speed at which programs can carry out sorting procedure (eseguire la
procedura di ordinamento) on large volumesof data is fast.

• Rigour: rigour adds to the trust placed in research findings.

• Team: in collaborative research project, where researchers need to agree on the
meaning of codes, a check can easily be made of whether team members are
interpreting segments in the same way

• Sampling: it is easy to keep track of who has been interviewed compared with the
intentions of who should be interviewed.



Disadvantages	of	computer-assisted	qualitative	data	analysis

•Mechanistic data analysis: the computer cannot replace the creative process expected of the
qualitative researcher. The researcher can evaluate the interrelated play on particular words, the tone
of voice or the gestures of a particular participant. The sensitivity towards these relationships and
connections can be lost in mechanistic search for statements.

•Loss of the overview: the researcher may be seduced into concentrating on the detail of individual
chunks and assigning codes to the data. Making sense of codes can reduce the ability to visualise the
data in their entirety.

•Obsession with volume: given the ability to manipulate large amounts of data, there may be a push to
increase the number of interviews. This may be counterproductive as the emphasis should be on the
interrelated qualities of: a) individual participants and b) the data-captured process.

•Exclusion of non-text data: qualitative text can include notes, observations, pictures and music that
make up the total “picture” or holistic representation of individuals. Many programs can only cope with
the narrative of questions and answers recorded in transcripts.


