
QUALITATIVE 
RESEARCH IN 
DIGITAL 
SPACES



ANYTHING YOU 
WANT TO SHARE 
ABOUT YOUR 
INTERVIEW?





1. What is netnography?
2. How to choose a research site for netnography
3. How to collect data

AGENDA



Kozinets (2002a; 2006; 2010) argues 
that the common ethnographic 
procedures relating to the researcher’s 
journey as a participant are: 
1) the cultural entrée
2) gathering and analyzing data
3) ensuring trustworthy interpretation
4) ethical research
5) inviting member feedback.



THESIS TIP #15:
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.



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. 







Technocultures:
“the various identities, practices, values, rituals, 
hierarchies, and other sources and structures of  
meaning that are influenced, created by, or expressed 
through technology consumption” (Kozinets 2019, 621) 

In Kozinets (2015, 115–116), I 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-offs and abuses of  power in social media and 
technoculture, and to develop a research informed 
praxis designed to help change social conditions and 
create a better society. 







COMMUNITY

PUBLIC

CROWD

SELF-PRESENTATION AS TOOL

USER AS DEVICE





Consciousness of  kind

Shared rituals and traditions

Moral responsibility 







Situated individualism 

Delocalized performances 





“….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.”





Branding in the Age of  Social Media

To brand effectively with social media, companies 
should target crowdcultures. Today, in pursuit of 
relevance, most brands chase after trends. But this 
is a commodity approach to branding: Hundreds 
of companies are doing exactly the same thing with 
the same generic list of trends. It’s no wonder 
consumers don’t pay attention. By targeting novel 
ideologies flowing out of crowdcultures, brands can 
assert a point of view that stands out in the 
overstuffed media environment. 



The big platforms—the Facebooks and YouTubes and 
Instagrams—seem to call the shots, while the vast 
majority of  brands are cultural mutes, despite investing 
billions. Companies need to shift their focus away from 
the platforms themselves and toward the real locus of  
digital power—crowdcultures… Old Spice succeeded not 
with a Facebook strategy but with a strategy that 
leveraged the ironic hipster aesthetic. Chipotle succeeded 
not with a YouTube strategy but with products and 
communications that spoke to the preindustrial food 
movement. Companies can once again win the battle for 
cultural relevance with cultural branding, which will allow 
them to tap into the power of  the crowd.



“Today you’ll find a flourishing crowdculture around 
almost any topic: espresso, the demise of  the American 
Dream, Victorian novels, arts-and-crafts furniture, 
libertarianism, new urbanism, 3-D printing, anime, 
bird-watching, homeschooling, barbecue. Back in the 
day, these subculturalists had to gather physically and 
had very limited ways to communicate collectively: 
magazines and, later, primitive Usenet groups and 
meet-ups. Social media has expanded and democratized 
these subcultures... Together members are pushing 
forward new ideas, products, practices, and aesthetics—
bypassing mass-culture gatekeepers. With the rise of  
crowdculture, cultural innovators and their early 
adopter markets have become one and the same.”

Crowdculture?





Q: So you mentioned that you have a Facebook page, how many followers do you have?
RR: Right now I have 322.000.
Q: Wow. That's insane. Do you remember how that number grew?
RR: Well, it kind of  varied. Like when it's con season it gets really busy and you get a lot 
of  traffic. And one thing that really kind of  vaulted my fame and my page was when I 
did my Harley Quinn, I did it right when the game came out. Like I wore it at the 
[game's] premiere, I was invited for it. And I was kind of  like one of  the first people that 
did it, and this one image of  mine kind of  went viral. So now people come to me at 
conventions like 'Oh my god! You’re that Harley Quinn! I've seen that!' And I'm like 
'Oh, okay' [laughs]. 

Subcultures of  consumption can suddenly 
elevate members they deem as authentic, 
interesting, or otherwise deserving

Ethos of  “moral labor” for community



“It started off  as a hobby that people do on the weekends to 
something that's actually become marketable and people are now, 
cosplayers are now… Like, four years ago, you would not see a 
cosplayer as a guest at a convention… Now some people make it 
competitive, and I try to keep myself  apart from that because I just 
don't know, I just try to keep this more fun, still a hobby for me. 
Something I can make money on the side of, because I make my 
own costumes and I make costumes for other people. So this 
[referring to her convetion booth] turns to be an advertisement also 
for my work. So like a portfolio that people can see like 'hey, this is 
what I've done and if  you would like to be a character I can help you 
transform into that'. So that's what… it started off  as a hobby, it 
grew into, well, I don't want to sound too proud about myself  but 
I'm pretty good at it. So like, people noticed me early on and that 
gave me notoriety and so forth. I'm trying to build it into a 
commissioning business now… Um, a lot of  people are able to make 
a significant amount of  money off  of  it, so like a part time job, but I 
don't think it's a career for many people yet.” (Carol, interview)





I am one of  those cosplayers who make their own stuff  and won’t 
accept commissions, although I’ve had dozens of  strangers at 
conventions ask me to. First of  all, I have a normal 40-hour-per-week 
job - actually, career in science - that has nothing remotely to do with 
costuming or cosplay. I costume and cosplay because it is my favorite 
hobby, and I hesitate to turn my hobbies into second jobs. I work on 
things when I’m in the mood to, and I know that if  I’m not excited 
about working on a new, unique project, I’ll be bored and even the 
prospect of  being paid won’t tempt me to get anything done on it. 
That being said, I do do custom costume pieces for 3-4 select 
“clients” who are good friends... But commissioning for the general 
public? Eeeek, no thanks. (Serena, Cosplay.com)



Consequences of celebrification:

1. Renegotiation of “leisure” and 
“work” boundaries; consumer or 
marketer?

2. Identity mummification a 
consequence of self-presentation 
strategy

3. Conflicting moral and monetary 
economies



• Use of  masks, hiding behind artist personas, 
selective disclosure of  cosplaying self  (Belk, 2013)
• Stories of  harassment and obsessive fandom

I've taken extra precaution by keeping my cosplay 
life separate from my real life. For example, I go by 
the alias of  [omitted], I've made a separate 
Facebook account for cosplay, etc... When being 
interviewed and your possible future employer asks 
for your hobbies, just say that you sew things. If  
he/she asks what you have sewn, just be generic 
like, "a suit, a dress, a flag, etc..." rather than get 
into specifics. (Netnographic fieldnote, 05-30-2012)







































@proteinworld tweets 18/02 – 15/04/2015 

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





#hashtag co-occurrence with 
@proteinworld, total =  78.312 tweets

Anti ProteinWorld Pro ProteinWorld







SOME TIPS ON 
HOW TO 
COLLECT DATA



• NodeXL - interac(ve network 
visualisa(on and analysis tool

NETWORK MAPPING
• Gephi - visualization and

exploration software









•Many accessible & free tools
• To download user comments on social

media
• To get video transcripts
• To capture trends

BROADEN YOUR HORIZON





https://www.predictiveanalyticstoday.com/top-free-qualitative-data-analysis-software/



DATA MINING & 
WEB SCRAPING













THESIS TIP #16:
Mastering new digital
methods has a steep
learning curve; however, free
software, tutorials, and 
resources are available!


