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NatULaLI;LoLQLLL'ng data

Naturally occurring data

“Put simply, naturally occurring data are those data that
would have occurred regardless of the role of the
researcher. In other words, these are data that would
have occurred even if the researcher had not been born,
or if the researcher was not able to go along and record it
(Potter, 1996).” (Lester et al 2017)

https://methods.sagepub.com/video/what-is-naturally-

occurring-data
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Table 1. Data set.

Date of Number of
Title publication pages Publisher
WNTW — The Rules 1 June 2004 176 Weidenfeld &
(Paperback) Nicolson
Ready 2 Dress — How to Have Style February 2002 224 Orion
Without Following Fashion
What Your Clothes Say about You — How 8 June 2006 280 Weidenfeld &
to Look Different, Act Different and Nicolson
Feel Different
The Body Shape Bible 18 September 288 Weidenfeld &
2007 Nicolson

Trinny Woodall s Susannah Constantine
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Benefits of naturally occurring data?

* (Can be) easier and quicker to collect
» Diminishes researcher bias
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Not all naturally occurring datais digital

but nearly all digital data is
naturally occurring

' Aalto University
H School of Business

“he internet is a social space. Like an ocean teeming with life, the online
nent offers researchers an incredibly varied and vibrant pool of rich q
data’ consisting of conversations, messages, photographs, music clipt
{rawings, avatars, comments, discussions, and much more. The internet
sillions of interconnected files of various sorts authored by hundreds of
f not billions, of people worldwide. It has forever altered how we comn
:ntertain ourselves, find partners, get directions, gain a sense of commu
sk and answer questions about a massive variety of different topics.
hose questions, it turns out, are marketing and consumption related.
ion, many consumers use the internet to make purchases, to bid in au
riew advertising, to gamble, to download coupons, to watch and share
ind illegally — licensed material, to write reviews, to offer recommendat
nuch more. The variety and intensity of consumer and marketing ex|
yossible and present through online media increase every year.
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Prior to our discussion of techniques that deal with large amounts of online
data, we note that you might wonder if ostensibly decontextualised data such
as that produced by data mining and social network analysis techniques can
appropriately be considered to be qualitative. However, in this book, we do not
consider the distinction between qualitative and q uantitative data to be obvious
or hard and fast; qualitative and quantitative are not polar extremes of data, nor
are they mutually exclusive ways of looking at the world. Rather, we view these
labels for data as somewhat arbitrary points along a continuum that takes richly
contextualised real world observations (‘capta’ as anthropologist John Sherry
puts it; see Sherry and Kozinets 2001) and codes them for particular elements
of content and context, consequently and inevitably stripping them of other
elements of content and context. Some of this coding can involve assigning a
quantitative code to qualitative data, such as counting the number of words in
an online posting, or rating Twitter messages for their use of emotional language.
The same is true, for example, when researchers code the qualitative stories of
thematic apperception tests (TATs) to derive scores on various psychological
traits (see Chapter 3).
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Netnogrq‘phy.
: |9

[ 3

Netnography is an adaptation of the qualitative methods utilized in consumer research (e.g., Belk,
Sherry and Wallendorf 1988), cultural anthropology (e.g., Geertz 1973, Altheide and Johnson
1994, Marcus 1994), and cultural studies (e.g, Jenkins 1995), with the express aim of enabling a

contextually-situated study of the consumer behavior of virtual communities and cyberculture.

These methods require an immersive combination of cultural participation and observation,
resulting in the researcher becoming "for a time and in an unpredictable way, an active part of the
faceface relationships in that community" (Van Maanen 1988, p.9). Thus netnography, like
ethnography in cultural anthropology and cultural studies, strongly emphasizes full participation in
the culture being studied, as a recognized cultural member. This participation constitutes an

important element of the field work.

Kozinets, Robert V. "On netnography:
Initial reflections on consumer research
investigations of cyberculture." ACR North
American Advances (1998).
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o ) Kozinets (2002a; 2006; 2010) argues
- : that the common ethnographic
procedures relating to the
T B O researcher’s journey as a participant

in Online Communities are

1) the cultural entrée (find in online

spaces a forum or a group)
2) gathering and analyzing data
3) ensuring trustworthy interpretation
(negative case analysis)
4) ethical research (disclose yourself)
5) inviting member feedback.

15

THESIS TIP:

You can (still) use (traditional)
netnography if you find the
right community and can find
enough data; but netnography
can also be a starting point and
later combined with semi-
structured interviews.

16
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Materials and methods

The data for this paper were collected from several web-based discussion forums,
opinion sites, and blogs that were dedicated to criticizing and opposing Christmas. In

104 I. Mikkonen et al.

this specific study, computer-mediated environments constitute a particularly fitting
research site for two reasons. First, in the global networks of the Internet, consumers
are able to congregate with like-minded people to “express unexplored aspects of the
self” (Turkle 1999). Second, as essentially discursive spaces, computer-mediated
environments are particularly well suited for research that focuses on discursive strat-
egies of consumer resistance (Kozinets 1998, 1999), such as the rhetoric of cynical
identity construction that we study here. In a virtual space with few physical constit-
uents, textual forms of verbal representation tend to be the most important means of
communication through which consumers render their identities intelligible and
tangible not only for others but also for themselves.

18
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Julie walks down a busy Chicago street wearing her iPod,
playing a random shuffle of her music collection which
contains about 4,500 songs. She enters a Starbucks,
orders a latte, and sits down. The Starbucks plays digital
radio over the sound system—a mix of adult modern rock
(called The Starbucks Cafe) featuring John Mayer, Ray
Charles, Norah Jones, and the like. In the corner, a flat
screen television (sound turned off) projects CNN
Headline News with a constant loop of images of violence
in the Middle East, election coverage, highlights from
yesterday’s college football games, and images of
celebrities in turmoil (this week, it is Lindsay Lohan).
Continuing to listen to her iPod, Julie pulls her notebook
computer out of her bag and immediately connects into
the Wi-Fi network. She checks her email (mostly work
mes- sages), updates her Facebook page, and scans the
website of the Chicago Tribune. Her cell phone rings
(with a ringtone of her favorite song, “Superstition,” by
Stevie Wonder) and, when she answers, she hears the
voice of her friend, Jack, from Denver.

From a cultural perspective, where is Julie? What is/are her
culture/s? Is it the Starbucks? Is it the virtual community of
the Internet? Is it the televisual and auditory popular culture
of music, television, etc.? Is it the organizational culture of
her job? Is it the relational culture developed with her friend
Jack? In general, ethnographers have tended to isolate these
cultures studying the virtual community as separate from the
coffeehouse culture and examining the popular culture of
commercial media as separate from her organizational
culture. Yet, considering this increasingly representative
example, it is apparent that these diverse, fragmented cultural
practices and processes are seamlessly integrated into Julie’s
everyday life—Julie simultaneously experiences these
divergent “cultures” as banal, routinized, and ritualistic. For
Julie, these are not distinct cultures; rather, these fragments
and pieces of everyday life represent a kind of postmodern
culture. Further, millions of people experience a similar
integration of communication technology and physical
environments as they commute to work in their automobiles,
relax at home after a stressful day, or enter the hyper-
mediated environments of public spaces like airports,
franchise restaurants, and shopping malls.

The Postmodern

Ethnographic Flaneur .
and the Study of Hyper- rsity
Mediated Everyday Life e | siness
Chartes Soukup

ROBERT V. KOZINETS"

e - NETNOGrAphy _

Doing Ethnographic Research Online

Robert V. Kozinets

Netnography Ui

cha

The Field Behind the Screen: Using
Netnography for Marketing Research
in Online Communities
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Networks of Desire: How Technology
Increases Our Passion to Consume
ROBERT KOZINETS

ANTHONY PATTERSON

RAGHEL ASHMAN
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Technocultures:

“the various identities, practices, values, rituals,
hierarchies, and other sources and structures of meaning :j:fmsrﬁw U
that are influenced, created by, or expressed through

technology consumption” (Kozinets 2019, 621)

In Kozinets (2015, 115-1186), | suggested that the
axiology, the guiding motivational heart and soul of
netnography should be “to shake our fists at dystopian
threats and speak the truth to power,” to consider the
trade-offsand abuses of power in social media and
technoculture, and to develop a research informed
praxis designed to help change social conditionsand
create a better society.
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Exposure to Opposing Views can Increase Political
Polarization: Evidence from a Large-Scale Field
Experiment on Social Media
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ADAM ARVIDSSON

Brand Public

ALESSANDRO CALIANDRO

The concept of brand community has been used to understand how consumers
create value around brands online. Recently consumer researchers have begun

to debate the relevance of this concept for ¢

brand-related

cation on social media. Based on a data set of 8949 tweets about Louis Vuitton
gathered on Italian Twitter in 2013, this article addresses these discussions by
developing the alternative concept of brand publics that differ from brand commu-
nities in three important ways. First, brand publics are social formations that are
not based on interaction but on a continuous focus of interest and mediation.
Secend, participation in brand publics is not structured by discussion or delibera-
tion but by individual or collective affect. Third, in brand publics consumers do not
develop a collective identity around the focal brand; rather the brand is valuable as
a medium that can offer publicity to a multitude of diverse situations of identity.
The conclusion suggests that brand publics might be part of a social media-based
consumer culture where publicity rather than identity has become a core value.

Keywords: brand, brand community, netnography, social media, digital methods,

Twitter, fashion, Louis Vuitton
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“....while social media publics may
develop shared meanings, these
need not result from communicative
action among participants but can
instead emerge from their pseudo-
sharing of private affects.”

25

TABLE 4
BRAND COMMUNITY AND BRAND PUBLIC

Brand community

Social form Structured set of
relations sustained by
interaction

Mode of Participation structured

participation by interaction among
members
Form of A common
identity understanding of the

brand promotes
collective identity and
a sense of belonging
Form of The brand is a source of
value identity and linking
value

Brand public

Common discursive
focus sustained by
mediation

Participation structured
by private or collective
affect

An aggregation of
diverse perspectives
on the brand where
heterogeneity remains
unresolved

The brand is a medium
for publicity

Vast majority of the tweets were not communally oriented
but rather public oriented = public performance of consumption rather
than trying to form a community
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i Harriet Johnson 23 Apr
W @HarrietEJohnson
Hey @ProteinWorld, am | (a normal woman) allowed on the

beach? You know, if my body's for me, not to please others?
pic.twitter.com/k0JMZWviIP

Protein World | v Follow
! @ProteinWorld ‘ R
@HarrietEJohnson @FemLonCon Grow up Harriet
pic.twitter.com/LRHqOptpk4
5:39 PM - 23 Apr 2015
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Darren Burn ©:dazburn - 43r
* Whoever is doing PR / Twitter ought to be ashamed. Not cos of
the ad, but cos of the sheer arrogance in replies to people.
1 4
Patein Protein World X
e ProteinWorld
Z » - hereis a shoulder for you

tocryon %

TOsREG08

39
@ miss petra muller X 2 Follow
stay #strong @ProteinWorld, you guys are
doing nothing wrong. self improvement
should not be demonized #proteinworld
#london #advertising
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Avital Nekhis ¥ -2 Follow

avinek

ProteinWorld your ads are inspiring, |'ve
made one of them my phone background to
keep me motivated to push myself even
when |I'm exhausted

o 17 E+OTEdE A=

4:31 AM - 27 Apr 2015
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Okay, | DEFINITELY must apologize
@ProteinWorld. Wasn't considerate of
others. This one goes out to all the ladies.
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27,576 Tweet Mentions
Mentons

484
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@proteinworld tweets 18/02 — 15/04/2015

T
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Top Countries

@ UK 63.9%
OUSA  17.0%

other  15.5%
BN Ioland  3.5%

@proteinworld tweets 20/04 — 05/05/2015

Top Countries
@ K 432%
= UsA 38.8%

other  112%
[*] Canaca  38%
Bl Australie  29%
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84,125 Tweet Mentions

Mentions

2,714

Tweets / day

I
L2 L e Jilih,..

By Gender

17
©0

Top Countries.

UK 4%

W USA 7%
other 12%

il Canade  3.8%
Australia  2.8%
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#hashtag co-occurrence with
@proteinworld, total = 78.312 tweets

Anti ProteinWorld Pro ProteinWorld

Hashtag Mentions Percentage % Hashtag Mentions Percentage %
#eachbodysready 12! 16 #gamergate 268
#everybodysready 1081 1.38 #growupharriet 973 1.25
#bodyshaming 288 0.37 #winning 820 1.05
#doublestandards 288 0.37 #itshaming 405 0.52
#slenderblend 234 0.3 #beachbody 396 0.51
#campaignforrealbeauty 216 0.28 #getagrip 387 0.5
#beerbodyready 207 0.26 #teamproteinworld 342 0.44
#everybodyready 198 0.25 #sjw 189 0.24
#spjethicsweek 198 0.25 #fuckyou 189 0.24
#stopshaming 180 0.23 #howtospotafeminist 180 0.23
#notbuyingit 162 0.21 #itfam 144 0.18
#doesnthelpanyone 144 0.18 #beachbodyalready 144 0.18
#mentalhealth 144 0.18 #amily 81 0.1
#blockedbyproteinworld 135 0.17 #summerbody 81 0.1
#bodypositive 17 0.15 #getyourfactsright 81 0.1
#fatshaming 90 0.12 #eministsareugly 81 0.1
#everydaysexism 90 0.12 #sjwlogic 72 0.09

5024 6% roon7 9%
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et e S Foud Tk and St oo opics i US,

Table 2. Search interest percentages of street food and food truck topics by country.

Country Sireet food Food truck
Bazl % %6
Chile &% o4
Unfted States ™ o
Argentina 9% %
Belgium "% 9%
Mexico 1% 9
Colombia 4% 6
Canada 15% 85
S France 16% B
prston Paland 2% %
Netheslands 24% 6%
n 20 6%
New Zealand 25% 5%
Saudi Arabia 7% 3%
9% e
South Korea 3% Ll
Australia 33% 6%
South Africa 33% 6T
dealers of Sweden 39% 1%
Italian foad tnick esanomic imaginary United Arab Emirates 5% 5%
e 0% S
it ot e sty e s Indonesa s6% s
many 0% 0%
v S - Switzerland 7% 3%
e A e i bt B
e et T T Fanel W e T India % 2%
SIERATAIEISAIET e | o il
o o o T s W B e S Ausirla 77% %

o ey
e o ":.-L'_"q":::_"':':,"_': Philippines. TE% e
prirvindee oo defu rigeleh iyl United Kingdom B0% 209
e e T e e ey B e Singapore &% 7%
e e 3 s e o ot U e hal 1he)
e —— Source: Author from Google Trends data.
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ﬁ 0Olga Gurova - Ist
A consumption, markets and culture
aw-®
We've just finished collecting data from the Hel-looks.com websites that
images and iptions of street fashion in Helsinki. It's an
exciting moment - to start analyzing data. It's a first graph, but we
immediately see how important the use of second-hand, vintage and thrift
is - either for city dwellers or for the website's photographer or for both,
‘which shows the appeal of the concept of sustainable fashion in #data
#design #fashion #sustainablefashion Helsinki.
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NETWORK MAPPING
. : » Gephi - visualization and
— NodeXL - |nt.erac'_tlve. exploration software
~and analysis tool
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THESIS TIP:

Mastering new digital methods
has a steep learning curve;
however, free software,
tutorials, and resources are
available!

Consider this at least as a
suplementary data set, as it can
be quick and easy ©

54

1/28/2022

27



