EXAM NOTES –RESEARCH METHODS

WEEK 2 - What is Research?
Many ways to skin a cat
· Many issues to explore
· Many methods to use 
· Many ways to interpret findings

Basic questions about research:
· Can the findings be generalized?
· Who are the respondents?
· Who are they meant to represent?
· (Sampling & representativeness)

· What does the data allow us to say?
· Quantities vs. Qualitative methods

Complex issues
· Why do we innovate and use new media?
· Particular set of circumstances: technical and cultural developments, popular discourse publicity, social interactions and collective behavior, etc

· How do we address a question like this with hope and yielding meaningful results?

The required approach
· Empirical: derived from observation or experience. To gain access to a natural or social reality through observation or experience
· Opinions are empirical, but not enough to qualify as scientific, must be rigorous or systematic
· Rigorous (or systematic): clear sense of problem to be addressed, questions to be asked, hypothesis to be tested what has been done before
· You need to be aware of what knowledge already exists and then build on it
· Reflexive (or self-critical): aware of advantages and constraints of every decision, with regard to validity.

Basic Concepts
Research:
· “To search for, to find.” (Berger 2013: 14)
· Activity whereby we set out to gain knowledge about a topic in order to increase our understanding of the world (and to be better act upon it).

Scholarly (or scientific) research:
· “(…) morse systematic, more objective, more careful, and more concerned about correctness and truthefulness than everyday research.” (Berger 2015:15)
· Involves empirical observation, rigor and reflexitivy
· Is systematic in selection and application of methods
· Because it must stand up to close scrutiny (of others especially fellow researchers)
· Every decision must be accounted for
· Nothing is arbitrary – must be verified
· (Reliability)

WEEK 3 – Theory and Methodology
Methodology: the study or analysis of the methods used in a particular field

Research methods: strategies of inquiry and data collection (Creswell 2009)
· e.g. content analysis, surveys, interviews, etc.
· Qualitative and quantitative methods

Qualitative methods: are used ‘for exploring and understanding the meaning individuals or groups ascribe to a social or human problem.’ (Creswell 2009: 4)

Quantitative methods: are used ‘for testing objective theories by examining the relationship between variables. These variables, in turn, can be measured (..) so that numbered data can be analyzed using statistical procedures

Research design: ‘the plan or proposal to conduct research’

Useful research; 2 kinds
· Admistrative research: ‘ is carried through in the service of some kind of administrative agency of public or private character’
·  Contributes to the current media to make it more efficient
· e,g market research, ratings, etc
· Feeds into media machine, making it more efficient

· Critical research: ‘the general role of our media and com 
· How are the media organized and controlled?
· In what form, however disguised, are they threatening or promoting human values?
· What ideas and what forms are killed before they ever reach the general public, and why?

Theory and methodology – week 3
· Research methods
· Qualitative methods : are used ‘for exploring and understanding the meaning individuals or groups ascribe to a social or human problem’
· Quantitative methods: are used ‘ for testing objective theories by examing the relationship between variables. These variables in turn, can be measured (…) so that numbered data can be analyzed using statistical procedures’ 

Basic reasons
1) The kinds of issues you’re investigating and what you hope to be able to day about them 
2) Your philosophical worldview

1) Kinds of questions
· Research methods should be…
· the logical extension of the problem you’re investingating
· appropriate to the problem you want to address
· e.g instagram use
- Convenience is never the main drive of your decision 
- Convenience shouldnt determine how you go about investigating a particular topic

- consistency from what? To how? ( a logical link)

2) Worldview
· Definition:
· Basic set of beliefs that guide action/the researcher’s decisions;
· More or less explicit philosophical assumptions that underpin the use of specific methods
· Worldview involves beliefs about
· nature of reality (ontology)
· How reality can be known (epistemology)
· E.g chonsky and newsworthiness
· Reality: media production is determined by producers’ motives/intentions
· Is reality to be found in institutions/media contents/ownership OR in everyday actions of individuals
· These things (media products) can be observed and measured according to Chomsky
· Working backwards from media product towards the motives and intentions of producers
· Opposing Chomsky, reality is what humans perceive and experienced in their every day lives. Observed a reality that everyday actions are played out.
· What we believe reality to be and how we access it

Why it’s important
· Use of particular methods generates expectations as to what is legitimate research and what isn’t
· Quant. Vs. qual. Researchers = often isolated groups with little understanding between them, despite similar topics
· 2 key worldviews:
· Positivist/ post positivist
· Social constructivist/ interpretivist

Quantitative methods
1) Kinds of questions
· E.g. survey on new media purchases – 25% of students purchases smartphone… so what?
· E.g. federal elections – 35% of voters favor conservatives…so what?
Quatitative methods: questions on the behavior or attitudes or opinions of large groups, and how they occur in trends or patterns

2) Worldview
· positivist worldview: holds that the purpose of research is to yield absolute, indisputable, universal truths about the world (e.g gravity)
· these is an objective reality ‘out there’ in the world, which we can reveal
· what about the social world? – feelings, power, intentions, interests, identity, public opinion 
· postpositivist: in matters of human behavior and actions… absolute, indisputable, universal truths cannot be found. But there is nonetheless a ‘reality out there” that can be measured
· Our knowledge of the social world can never be perfect, but we can measure it in order to understand it. E.g polls on voter intentions
 (Post) positivist worldview
· Objectivity: there are (natural or social) phenomena that exist ‘out there’ in the world, independently of our perception
· Reductionism: these phenomena can and must be reduced through measurement, in order to increase our understanding of the world
· Detachment: researchers have a privileged position that allows them to be detached from the reality they’re observing in order to better understand it

Qualitative Methods
1) kinds of questions
· quantitative methods
· picture of crowd using angle lens
· sense of who’s there, what mood they’re in, etc
· broad statement: ‘Canadians are favorable to conservatives’
· qualitative methods
· picture of crowd using narrow lens (zoom)
· more in-depth understanding of their experience 
· bring to light various meanings within that
· ‘voting conservatives’, ‘using Facebook’, ‘being a university student’…
· mean different things to different people
· In CMN, qualitative research is all about studying human symbolic action in the various contexts of its performance.

2) Worldview
· Social constructivist/ interpretivist:
Realities are socially-constructed by and between human beings in their expressive and interpretive practices. 
· Meaningful realities are emergent, collaborative and symbolic in nature
· No such thing as a singular objective ‘reality out there’ that we 
· Individuals develop subjective, varied and multiple meanings of their experiences
· Therefore, the purpose of research is to uncover complexity of interpretations rather than narrowing meanings into a few categories or ideas.
· Subjectivity; there is no objective ‘really out there’ but rather subjective, varied and multiple meanings that are in the eye of the beholder.
· Complexity: research can and must bring multiple realities to light in order to generate understanding of the world
· Immersion; prolonged, sustained engagement with participants is the best way to access their subjective realities

WEEK 4 – The Research Process
New media and tech
· Do media/tech act upon society from outside?
· Are media/tech a reflection of society?

Chicken or egg questions
· does tech empower and constrain us OR do we empower and contrain ourselves
· does tech determine shape of culture or does culture determine shape of tech?
· facebook was based off of the culture of Harvard
· no social network could exist without a historical or culture circumstances
· shaped by culture, it applies to video, radio, etc

technological determinism 
· def: an (overstated) belief in the inherent value, power and autonomy of technology
· vs. social/cultural determinism: belief that technology is the direct result of human intentions/actions
· ‘guns don’t kill people, people do”
· “but  the gun helps”
· “and monkeys do too”
· human behavior

technology and culture
· Difficult to untangle – what is cause, what is consequence?
· We’re responsible for, but also constrained and empowered by, technology
· Tension between technological and social/cultural determinism

Discourse and determinism
· Determinism is not a theory; it is usually implicit in discourse 
· Tech determinism implicit in the way we talk about and think about tech, insidious
· Popular discourse on technology: information and views conveyed by the media on changes happening now

Popular discourse
· New medias and tech = change things in and of themselves
· Iphone… “game changer” “solves life’s dilemmas”
· Change things in a fundamental way and for the better
· Langdon winner; “technomania”
· To reject tech determinism:
· Technology doesn’t invent, develop, promote or use itself! It takes people
· whom do we have to thank for the telephone?
· Success stories: accounts of exceptional, bright, crafty individuals
· “heroic or genius inventors” (mckenzie and Wajcman 1999)
· specific date: ‘flash of genius’, ‘moment of inspiration’

Talk of genius inventors suggests that…
· The need for tech existed all along, waiting to be uncovered
· There are inherently good techs
· Inventors had foresight to anticipate public’s needs
· They had the foresight, clairvoyance to idea that were gonna work

· Reduces very complex processes to singular individual + singular event
· Telephone: A. Graham Bell, 1876
· Www: Tim Berners- Lee, 1989
· Facebook: Mark Zuckerburg, 2004

Talk of genius inventors leaves out
· Many people have to be persuaded to buy into an idea for it to be made into an artifact (in production phase)
· Then, the users – often that general public – must be persuaded somehow to embrace it (in use phase)
· Tech is insperate from social and cultural context
· Specific tech are made by specific people, for a specific use in a specific time

· Whom do we have to thank for the telephone?
· Graham Bell
· + brother
· + deal students that inspired him
· + the prototype

· … as we know it and use it today?
· Anyone and everyone who contributed, whole western society
· Once we accepted a view
· If new media technology is both cause and consequence of culture…how do we research this?
· You have to start somewhere
· But it’s important not to lose sight of general context; and not to look for simple casual explanations

3. Defining analytical categories
· Crucial step! Deciding what to look for in the content in order to shed light on problem/questions
· Types of analytical categories
· Identifier – name of person, gender, age, time/date
· Substantive/thematic – must flow from your lit review and conceptual    framework
· Analytical categories are then turned into coding schedule/frame

4. coding schedule (or frame)
· is the actual tool applied to the corpus
· is the yardstick of objectivity:
· doesn’t mean everyone would come up with same analytical categories and codes
· but: that the same coding schedule can be used by anyone and yield broadly the same results (so objectivity = replicability)
· producing research that is replicable
 
Coding FB status updates 
· format (how is the update phrased?)
· factual statement 
· question
· comment 
· announcement 
· single word/adjective
· thematic content (what is it about?)
· relationships
· occupation
· leisure
· political views
· financial info 
· consumption
· more than one theme
· specificity (how detailed is it?)
· explicit (names people, places, figures,etc)
· vague (does not name)
· is not specific/can’t tell
· mood or tone (what is the tone used?)
· ecstatic
· very good 
· neutral/can’t tell
· bad 
· very bad 

Codes: essential features
· Explicit: spell out the expressions or words youre looking for under specific code
· E.g. family mention of boyfriend/girlfriend/spouse, children or any other relative
· Mutually exclusive: any text should not fit in more than one code – unless you use that as a code 
· relevant to the research problem/questions

5. piloting schedule
· before you lockdown your analytic categories and codes, you need to test them to see if they’re relevant and complete, if they’re explicit enough and if they’re mutually exclusive
· inter-coder reliabitlity 
· makes changes accordingly (add or remove codes, refine them)

6. data analysis
· your analysis will mean nothing if all youre doing is counting
· must provide context:
· relate results for different codes 
· e.g relating thematic content and specificity 
· une conceptual framework to analyze results
· e.g relate data to self-contredness, care-free, etc.

Conclusions
· CA offers a set of guidelines about how to quantify and analyze media content in a systematic and reliable fashion
· But – it does not, and cannot, tell us what aspects of contents to analyze or how to interpret the wider social significance of the media texts. Theses have to be drawn from your research questions and your conceptual framework.

Advantages  
· comes close to being objective to being systematic and replicable 
· can be used on large bodies of contents
· can be used with other methods (triangulation)

Difficulties
· selecting analytical categories and codes is arduous
· may encourage simple counting an d statistical analysis

positivist/post postiivist
social constructuvist 
· don’t distinguish the difference, but know what they are
 

WEEK 6 - Content analysis
· History and background
· Key steps
 
Content analysis is a key method for the analysis of contents and messages
Emblematic of media and communication:
· Devised by media scholars
· Used essentially by media scholars
· (vs. surveys, interviews, ethnography, etc.)
 
We are all experts
We all have experience in comminication and media
We all have opinions on 
· How effective media are;
· How fair or biased they are;
· What they portray as key issues;
· Level of violence/language/sexuality in media…
But … we are selective
Our opinions of media content based on …
· A specific medium (TV, paper, internet)
· A specific type of content (adverts, new, etc.)
· A particular period of time (now-ish)
Our opinions are not rigorous or impartial
We need a proper method
 
Content analysis
"Content analysis is a research technique for the objective, systematic, and quantitative description of the manifest content of communication"( Berelson 1952:18)
Manifest content: contents that are ostensible, readily available of our perception. (vs. semiotic analysis)
Content Analysis seeks to quantify content to say something about general meaning or implications of a particular kind of message.
 
Content analysis vs. semiotic analysis
Semiotic analysis:
· Looks for latent, singular occurrences within contents
Content analysis:
· Looks for manifest, repeated occurrences within (a large body of) contents to say something about their meaning
 
Why analyze contents? Mediation
· First, the media institution is engaged in the production, reproduction and distribution of knowledge in the widest sense of sets of symbols which have meaningful reference to experience in the social world.
· Second, mass media have a mediating role, between objective social reality and personal experience.
(McQuail 1987:51-52)
 
Mediation: connects individual experience with broader, collective reality
Through symbolic content, media…
· Enable us to make sense of individual experience by locating it in broader context
· Shape our experience
 
Symbolic power
(Thompson,1995:17)(表格）
 
Symbolic power: "the capacity to intervene in the course of events, or influence the actions of others and indeed to create events, by means of the production and transmission of symbolic forms"
Media provide the materials with which our reality is constructed
Chomsky vs. Pariser
 
Historical background of content analysis
· Content analysis emerged along with field of media and communication itself(1930's- 1940's)
· Content analysis has been used for examining how news, drama, advertising and entertainment output reflect social and cultural issues, values and phenomena.
· Content analysis is suited to the analysis of large bodies of contents
 
CA as thermometer
· Allows us to monitor" cultural temperature" of society: topics and issues deemed important at given time.
· Gives us reading of kinds of messages that circulate in public sphere
H.Lasswell 1930's: "continuing survey of world attention"
G.Gerbner 1969:" cultural indicators program "which led to Theory of cultivation
Agenda-setting( what media record)
 
CA can do for culture what economic statistics do for the economy: provide broad, long-term indicators on state of our culture and of debate in Public Sphere.
What if we did CA of major TV networks? Or YouTube? What would this tell us about our culture?
 
CA used with other methods
· CA allows us to analyze contents;
· To draw link upstream to production, or downstream to reception, we need other method;( although today:UGC)
· Triangulation: use of more that one method to approach a topic, in order to produce more reliable data.( 人《－》人—》X）
 
How to use Content Analysis
· Purpose: to identify and count the occurrence of specific characteristics of media contents and through this, to be able to say something about the messages as a whole and their wider social significance.

6 steps:
1. Definition of the research problem
2. Selection of media and sample
3. Definition of analytical categories
4. Construction of a coding schedule
5. Piloting the coding schedule and checking reliability
6. Data-reparation and analysis
( Hansen et al. 1998)
 
1. Definition of problem (step 1)
Aim: to express relationship between empirical objects and concepts in form of a problem
· Not necessarily "something that's wrong";
· But: a gap in our knowledge.
Literature review:
· To give you a sense of existing research relevant to your topic
· To help you define a problem to investigate
· To stop you "reinventing the wheel"
 
Social media and privacy
The tendency to display personal information on the web.. 
· Makes us vulnerable.
· Shows how self-centered we are
· Shows how care-free we are.
(terms in red must be supported by conceptual framework: what do they mean and how are they manifested in contents?)
*CA is not a theory, it’s a method
 
Simplified problem: 
"the ways in which people display personal information on the web"

Research question: 
"what kinds of personal information are individuals revealing on the web, and through what medium?"

Hypothesis: 
Definition: educated guess/hunch which foreshadows results of research):
"people reveal minutia about relationships, leisure, etc."
" people are more likely to reveal personal info about X than about Y"
 
2. Media and sample (step 2)
What body of media are we interested in?
- social media applications(too broad)
- Facebook
We need a sample of contents
- whole Facebook profile?(too broad?)
- picture, Info page, etc.
- status updates
How many?
- the more the better
- resulting collection of materials=corpus(N=24)
 
3. Defining analytical categories (Step 3)
Crucial step! 
Deciding what to look for in the content in order to shed light on problem/questions.
Type of analytical categories:
· Identifier( name of person, gender, age, time/date)
· Substantive/thematic (must flow from your lit review and conceptual framework
Analytical categories are then turned into coding schedule/frame
 
4. Coding schedule (or frame)(step 4)
Is the actual tool applied to the corpus
Is the yardstick of objectivity:
· Doesn't mean everyone would come up with same analytical categories and codes;
· But: that has same coding schedule can be used by anyone and yield broadly the same results (so objectivity=replicability)
 
Coding FB status updates

Format (how is the update phrased?)	Thematic content (what is it about?)
1. Factual statement	                                         1. Relationships
2. Question	                                                       2. Occupation
3. Comment	                                                       3. Leisure
4. Announcement	                                         4. Political views
5. Single word/adjective	                            5. Financial info
 	                                                                    	 6. Consumption
 	                                                                     7.More than one of them
 	                                                                     8. Other

Specificity (how detailed is it?)	             Mood or tone (what is the tone used?)
1. Explicitly (names, people,                           Ecstatic
   places, figures, etc.)	                                        Very good
2. Vague (does not name)	                          Good
3. Is not specific/ can't tell	 	             Neutral/ can't tell
 	                                		             Bad 
             Very bad
 	 

 
Codes: essential features
· Explicit: spell out the expressions or words you are looking for under a specific code.
· E.g. Family: mention of boyfriend/girlfriend/spouse, children or any other relative.
· Mutually exclusive: any one text should not fit in more than one code- unless you use that as a code(e.g. "more than one hem")
· Relevant to the research problem/questions.
 
5. Piloting schedule (step 5)
· Before you lock down your analytic categories and codes, you need to test them to see if they are relevant and complete, if there are explicit enough and if they are mutually exclusive.
· Inter-coder reliability
· Make changes accordingly (add or remove code, refine them)
 
6. Data analysis (step 6)
· Your analysis will mean nothing if all you are doing is counting!
· Must provide context:
· Relate results for different codes (e.g. relating thematic content and specificity)
· Use conceptual framework to analyze results (e.g. relate data to self-centeredness, care-free, etc.)
 
Conclusions
· CA offers a set of guideline about how to quantify and analyze media content in a systematic and reliable fashion.
· But - it does not, and cannot, tell us what aspects of contents to analyze or how to interpret the wider social significance of the media texts. These have to be drawn from your research questions and your conceptual framework.
 
Advantages and difficulties of CA
Advantages: 
· Comes close to being objective by being systematic and replicable
· Can be used on large bodies of contents
· Can be used with other methods (triangulation)

Difficulties:
· Selecting analytical categories and codes is arduous!
· May encourage simple counting and statistical analysis

WEEK 7 – Researching Reception/Usage and Audiences/Users

We’ve been here before
· the ‘new’ in ‘new media’
· are today’s new media a radical departure from previous media?
· New behaviours, new economic structures, new power relations?

Social history of new media
· modernist belief in social progress; techs have beneficial effect on individuals, society as a whole and civilization
· 19th century: the press
· education, culture and democracy
· role of advertising
· mass media production: whats the commotidy?
· What is one thing that is bought and sold, we are the commodity (the audience) its how the produce revenue
· Audience as main commodity
· Theorist – dallas smythe


Technology and Progress
· Early 20th century radio:
· education, culture and democrary would progress, radio made info more vast, didn’t have to be literate
· political propaganda

· mid 20th century: television
· benefit to education culture and democracy
· McLuhan: “global village” people can feel concerned from their own home of whats going on half way across the world
· Tvs ability to transport the audience, and experience the outside world, different cultures and realities
· Passive audience, cultural imperialism and political propaganda (cnn)(90s)

· late 20th century: the internet
· education, culture, etc
· McLuhan – take 2
· Liberation from adverts and market logic
· Convergence, concentration of ownership

· opportunity for cultural enlightment, knowledge and education, civic engagement 
· or: ‘old wine in new bottles’?

Web 2.0 
· a. keen (2007): ‘The cult of the amateur: how today’s internet is killing our culture”
· user-generated content: undermines reliable information and quality entertainment

Interactivity
· buzzword, ambiguous, loaded team
· interactivity: ‘increase in opportunity to engage with, and intervene in, mass media
· brings mass media closer to ideal of f2f interpersonal communication 
· dialogue, not monologue
· active = empowered?
(Thompson: symbolic power?)

· more powerful sense of engagement w/ contents
· more independent relation to sources of info and knowledge
· greater user choice
· individualized media use
· fuctional interactivity: user or audience member is able to directly intervene in, and change, contents
· e.g interactive tv, video games, etc
· ‘ability to make things happen on screen’
· hypertext: a text which provides a network of links to other texts. Non-linear and subject to the navigation choices of the reader
· e.g www

Hypertext
· use of computer and software to navigate within a databse, so that resulting barrative is highly differentiated, perhaps even unique
· database: any collection of stored information

Interactivity (Lunenfeld 1994)
· extractive interactivity: extracting data and info from multitude
· immersive interactivity: making sense of virtual space and through visual and sensory experience
· both: customized experience/narrative; selective exposure
· the larger the databases the great the chance the user experience the unique 

Interactivity: all good?
· increased choice, customized consumption and instant availability 
· whole music albums -> just hit singles
· whole newscasts -> just sports
· selective exposirre = fragmentation of common cultural references
· since 80s: from handful of channels to hundreds of channels
· mass media promote sense of..
· shared experience, belonging, understanding
· B. anderson: ‘imagined communities’
· N. couldry: benefits of ‘media rituals’

· What happens when consumption becomes fragmented, individualized, unique?

WEEK 8 – Surveys and Descriptive Statistics
Surveys: a research method, which ‘provides a quantitative or numeric description of trends, attitudes or opinions of a population by studying a sample of that population.’
· Quantitative approach: ‘wide-angle lens’
· See also: content analysis

Comparing quantitative methods
Content Analysis:
· tells us something about content, the audience is exposed to
· doesn’t tell us anything about the audience

Surveys 
· tell us something about the audience
· track trends in audience attitudes, opinion, behavior, etc.

· ‘a method for collecting and analyzing social data via highly structured and often very details interviews or questionnaires in order to obtain information from large number of respondents presumed to be representative of a specific population”
· 3 key things:
· Natured of the data
· How it is collected
· Sampling and representatives

Kinds of data: ‘social data’
Attitudes/opinions/tastes
· views on social or political issues and events
· this is what is referred to as ‘public opinion’
· study: view on Healthcare in US
OR

Behavior/habits/practices
- Description of past, current or habitual actions

2 ways to conduct survey
Interview
· In person or telephone
· Structured and brief
· Essentially: a questionnaire administered orally

Self-administered questionnaire:
· Supervised (on street corner, in room)
· Unsupervised (mail-in surveys, internet, etc)
· Questionnaire: set list of questions (closed and open-ended)
Kinds of surveys
· Cross sectional: data collected at a single point in time
· Useful for providing a snapshot of current situation/public opinion

· Longitudinal: data collected at several points over a certain point of time
· Useful to measure evolution or changes in attitude, opinion, behavior, etc (e.g before/after specific event)

Ratings (admin, research and critical research)
· Which station or prog. In a given market attracts biggest audience at given time
· Nielsen ratings
· Help media producers adjust product to audiences
· Audience as commodity: determines rate od airtime fro adverts
· How?
· Phone interviews 
· Audience diaries (also used in critical research)

Other uses of surveys
· Traditional surveys of public opinion
· attitudes towards certain networks/contents
· e.g studia test plotlines, lead actors
· Adoption/diffusion studies
· to make new products better (admin.)
· to understand novelty, influence (critical 
· Evert Rogers: Diffusion of Innovations

The Why
· quantitative methods: bring to light trends and patterns in terms of public opinion or behavior
· IN OTHER WORDS: a general idea of large-scale phenomena

· Purpose of surveys: to get a number of individuals who are deemed representative of a larger population to respond to a asset number of identical questions…
· …so that we can generalize the results from the sample to the population as a whole

Advantages/strengths
· Can be used on large samples to collect large quantities of data
· Relatively inexpensive to produce and use

Disadvantages/weaknesses
· Cant go deeply into responses given; packs them into neat boxes (‘reductionism’)
· assume that responses are truthful – does not distinguish between ‘what people do’ and ‘what they say they do’

The How
Key steps carrying out research involving surveys
1. Definition of the research problem
I. Aim: to express relationship between empirical objects and concepts in form of a problem
· not necessarily something that s wrong 
· but: a gap in our knowledge
II. Literature Review:
· To give you a sense of existing research relevant to your topic
· To help define a problem to investigate
· To stop you from “reinventing the wheel”
2. Sampling 
I. Purpose of surveys: to get a number of individuals who are deemed representative of a larger population.. so that we can generalize the results from the sample to the pop. as a whole.
II. 3 sampling techniques
i. simple random sampling
ii. stratified random sampling
iii. clustered random sampling
· Population (N) vs. sample (n)	

3. Definition of analytical categories
I. What to ask about in order to shed light on research questions?
II. Basic social-demorgraphic info (used as independent variable in analysis):
i. Age
ii. Gender 
iii. Occupation 
iv. Level of education
v. Income
Behaviours (personal info online)
· kinds of practices engaged in (online shopping, blogging, posting pics, etc)
· frequency of practices (how often)
· nature of info disclosed 
· facebook privacy settings
· kinds of info never disclosed (where do people draw the line?)

Attitudes (personal info online)
· reasons for posting personal information
· general level of concern for privacy 
· level of knowledge of potential risk
· level of knowledge of Canadian privacy laws
4. Questionnaire design 
I. 2 issues:
i. question wording (or formulation)
ii. question ordering (or structuring)
Question wording is important because 


5. Piloting the questionnaire
6. Data collection and analysis


Broad problem:
· people’s attitudes and behavior with regard to the disclosure of personal information on the web’
Research questions:
· what kinds of personal information are individuals revealing on the web?
· How aware and/or concerned are they about the possible risks this entails?

Hypothesis:
· more educated people are less prone to revealing info and are more concerned about risks that less educated people… OR
· older people are less prone to reveal information and are more concerned about risks that younger people

The HYPOTHESIS
· qualitative methods: are used for exploring and inderstanding the meaning individuals or groups ascribe to a social or human problem
· quantitative methods: are used ‘ for testing objective theories by examing the relationship between variables. These variables, in turn, can be measured so that numbered data can be analyzed using statistical procedures 


WEEK 9 - Interviewing/Ethnography Observation
Interviews:
· What they are used for
· In the social sciences
· In media and coms in particular 
· Why they are considered useful
· How to carry out interview research

Key steps
*see surveys notes*
*see comparing world views. Positivist/ postpositivist vs. social constructivist / interpretivist*

The What
· In depth, qualitative interview:
· Effective method for exploring subjective realities;
· Very widely used in social sciences, media and coms; (Some sort of interviewing is used in nearly all research)
· Interviewing: ‘ develops a view of something between (inter) people.’ (Brenner 1985 in Lindlof & Taylor
· Interviewing: a particular social situation in which one person – the interviwer – elicits the views, thoughts, opinions, feelings and experiences of others in relation to certain topics and/or events
· Interview has power to decide where interview should go (in relation to aims);
· Not exactly a conversation. Rather: ‘a conversation with a purpose’ (Bringham & Moore 1959)

The Why: Purposes of Interviews
· To understand the social actor’s experience and perspective through stories, accounts and explanations;
· To gather information about events or processes that cannot be observed effectively by other means
· To inquire about occurrences in the past
· To verify, validate or comment on information obtained from other sources (triangulation)

To understand the social actor’s experience…
· Individuals can be interviewed…
· For their expertise in a skill / discipline;
· For role played in a certain event;
· For their belonging to social status / category;
· Because they’ve ‘been there’ or ‘are there’
· Interviews are useful for getting first-hand accounts of experiences, events and topics. Getting them ‘from the horse’s mouth.’
· E.g. ‘how bloggers decide on topics’ (vs. what kinds of topics bloggers blog about’
· To gather information about events or processes…
· Abstract interpretation
· Interviews give us access to realities removed from our own
· E.g. Immigrants in Canada
· E.g. bloggers
· As a researcher, we need help in observing particular realities we simply cannot access in a ‘direct’ way
· So we recruit people who have access and ask them to verbalize own experience
· Concrete interpretation 
· Interviews as substitute for observation of places, orgs and events we cannot access
· E.g. Google
· Easier to get interviews with staff than access to sensitive documents, processes and interactions
· E.g. Manufacturing Consent and access to NY Times

To inquire about occurrences in the past
· Important events aren’t always captured in eyewitness reports or other kinds of documents
· Official histories of events…
· Reflect interests of those in  power
· Present clean, linear version of events
· Interviews with people involved may be only way to get to these events, or to give more nuanced account of them

To verify, validate or comment on information…
· Method triangulation 
· E.g. ‘ Kinds of info revealed on Web’
· 1st step: Content Analysis of Facebook pages
· 2nd step: single out individuals whose Facebook pages you analyzed to get their comments on your emerging theories

The Why: Purposes of Interviews
· Referential purpose: people we interview tell us about events, processes or objects that exist outside the context of the interview
· Things in the past, in a different social setting, or both
· ‘Qualitative interviewing is predicated on the idea that interview talk is the rhetoric of socially situated speakers’ (Lindlof & Taylor 2002: 172)
· What does this mean?
· ‘The rhetorics of socially situated speakers’
· Interviews don’t get us the truth, but interviewees’ version of the truth
· Interviews = representation or recounting of actual events; inherently imperfect
· Interviewees have background, interests, opinions, etc.
· Particularity of interview situation itself is an additional ‘filter’
· Interview = not natural setting (analogy: reality tv… cameras watching)
· Interviewees prone to self-agrandize, embellish, or minimize their role in events
· (Desirability bias)

Kinds of interviews
· Individual vs. focus group interviews
· Individual interviews…
· Are done with one person at a time;
· Are punctual or take place at several moments over a certain period of time;
· Can vary in length from 45 minutes to a few hours

· 4 kinds of individual interviews (Berger 2010):
· Informal interviews 
· Unconstructed interviews
· Semi-structured interviews
· Structured interviews

1. Informal interviews
· Usually spontaneous, unorganized and unfocused, generally used to establish a rapport between the researcher and his subjects
· Informal interviews are a conversation with the purpose of…
· Establishing rapport with the informants and gaining their confidence

2. Unstructured interviews
· The researcher is focused on obtaining the desired information, but exercises relatively little control over the responses of the informant
· Unstructured interviews are a conversation with the purpose of…
· Tentatively exploring your research problem

3. Semi-structured interviews
· The researcher has a set list of questions to ask and themes to explore (what we call an interview guide or schedule), but s/he tries to maintain the casual quality found in unstructured interviews
· E.g. interview guide
· Semi-structured interviews are a conversation with the purpose of …
· Directly addressing your research problem while being very sensitive to the evolving ???

4. Structured interviews
· The researcher sticks to the set list of questions (interview guide or schedule) and response options
· Structured interviews are a conversation with the purpose of…
· Answering a set list of questions (or questionnaire)

Focus Group Interviews
· Focus group interviews: elicit and collect the views of several individuals at once
· Tool for probing people’s responses to media messages, or their experience with products, services or political candidates;
· Can be used in earlier stages of survey research to develop themes and questions for questionnaire
· The ‘Group Effect’ (Carey 1994)
· Individuals are stimulated by the ideas and experiences of others

The Group Effect:
· Complementary Interactions
· Individuals broadly agree with expressed view + add their own interpretations
· Makes individuals more comfortable to express themselves
· Argumentative Interactions
· Combination of individuals can lead to cleavages or clashes of opinion 
· Confirmation forces individuals to spell out thoughts

In Media & Coms
· Focus Groups used in audience studies from 70’s – 80’s

· methods used to analyze, in their natural setting, the inner workings of social groups
· qualitative methods
· social constructivist worldview
· subjectivity, complexity and immersion (really embody these elements)

· immersion: necessity of sustained and in depth contact with research subjects in order to access their reality

Participant Obervation
· Is a ‘qualitative research technique that provides the opportunity to study people in real-life situations. Researchers become involved in some group or organization or entity they are interested in studying.’ (Berger, 189_
· Takes place in real-life situations (or natural settings) vs. controlled settings (interview situation, survey, etc)
· Researchers are involved in those settings, vs. getting accounts or stories about them from others who are. 

Observation VS. Interviews
Immersive purpose
· Generates data based on 1st hand experience of groups, events and/or processes.
· Researcher ‘puts him/herself there to report on what’s going on (this is important)
· Field research, e.g. Shaun Ellis, Wolfman (the research gets out of his lab or office and goes out in the world to gets his hands dirty and collect data)
· Social scientist, observe but do not interfere

Referential purpose
· Generates data by referring to groups, events and/or processes outside interview
· Researcher relies on others who ‘are there or have been there’

ETHNOGRAPHY
· is participant observation taken tot its full extent
· is about providing a full and comprehensive account of the practices and symbolic exchanges within a given social group
· more systematic and comprehensive than participant observation (focus and selective)
· cultural anthropology
· bronislaw Malinowski
· Margaqret Mead
· Claude Levi-Strauss
· Attempt to see the world from the view of their subjects
· Is used to see the world from the persepective of subjects; to describe their culture in all its richness and complexity
· Seeks to account for the totality of a particular culture’s symboloic system and their practices

3 techniques of data collection
· Field notes: with which the observer records his/her observations in real time
· Interviews: with which the observer asks subjects for clarifications, explanations, etc
· Document analysis: the observer analyses written documents or artifacts (policy documents, instruments, products)

In media and Com
· Studies of media output and audiences = lots
· ‘Behind-the-scenes’ studies = rare
· 3 waves in the study of news production using participant observation:
1. Formative studies of news processes
2. Substantive ethnographies
3. Focused production-based studies

1st wave: formative studies (1950s)
· To generate understanding of journalists’ work environment
· e.g David manning white: ‘gatekeepers” – spent a lot time in the news room and observes the journalists and asked people to account for their decision, why some stories make it and others don’t

2nd wave: substantive ethnographies (70s)
· How news subject to temporal routines
· How newsrooms are layed out spatially
· How news-processing functions according to a division of labor in the newsroom and a corporate hierarchy
· e.g. 
· P. schlesinher (1978): Putting ‘Reality’ Together
· H. Gans (1980): Deciding What’s News

3rd wave: Focused Production-based studies
· The impact of a ‘competitive ethos’ of news making on news output (ehrlich 1995)
· Audience expectation
· The market-driven nature of local news (McManus 1994)




THE WHY
4 strengths of participant observation:
· It records and makes the invisible visible
· Surveys and interviews with insiders can be useful, but…
· Are dependent upon insider viewpoints and values
· Are inevitably subject to the distortions that come with retrospective accounts
· Practitioners can take for granted or ignore implicit social mechanisms we are looking to understand
· It counters the ‘problem of inference’
· Problem of inference: to look at finished products and make assumptions about intentions and ideology (Conspiracy theories, accusation, etc)
· Participant observation: can help confirm, contradict or contrast these theories by showing what actually goes on behind-the-scenes
· But: issue of access
· It improves upon other methods  (triangulation)
· Participant observation is a conductive to triangulation because uses field notes, interviews, and document analysis
· So: one source can be used to contrast another, to highlight consistencies, discrepancies and differences
· E.g. organizational com: policy documents + actual practice = 2 different things
· You’d be getting access to 2 different realities and then contrasting them
· It underlines the contingent nature of production
· Media production = ‘well-oiled machine’
· Pumps out info and entertainment efficiently
· Seems to obey universal logic
· Producers seem to know exactly what they’re doing
· But: production is contingent upon local interactions between individuals. In other words: it isn’t shaped by a certain universal logic – it’s shaped by the actual interactions by people

STRENGTHS AND WEAKNESSES
· Records and makes the invisible and visible
· Counters the ‘problem of inference’
· It improves upon other methods  (triangulation)
· It underlines the contingent nature of production

· Difficulty of gaining access to relevant sites of production 
· ‘Going native’: possibility of buying into subjects’ value system and losing one’s sense of perspective
· Risk of giving into the view, and becoming one



THE HOW
1. Definition of the research problem
2. Access
· Do your homework: find who’s who in for instant the organization you are research, and be careful with who you approach in the organization.
· Provide sufficient information about your proposed research in a candid and non-threatening manner
· Use personal contacts: family, friends, friends and friends can all provide instrumental in granting you access to promising sites
· Be prepared to guarantee anonymity and be sensitive to the demands you are placing on the organization (don’t be unrealistic and too demanding of their time)
3. Field relationships
· Reassure people that you’re out to understand what they are about; not to destroy their reputation or point out what they’re doing wrong. Understand and not critize.
· Get a sense of how the group or organization actually works: who does what, who interacts with whom, what the communication patterns are and so on.
· Get a sense of what the key routines and events are where people come together to interact; meetings, outings and other scheduled events, etc.
· Identify person(s) who can keep you in the loop so you don’t miss anything potentially important 
4. Data collection and recording
· Purposed of field notes: to record your observations and to note initial and developing interpretations f the events you’re witnessing
· Taking field notes is not an exact science

· Field notes should….
· Be taken whenever possible, and immediately after each fieldwork session
· Create a chronological record of your involvement in the field, from initial negotiations of access to farewells
· Provide a description, of people, events and processes, as well as the researchers’ reaction to them
· Be extensive and detailed, written in a clear and uncomplicated language
· [bookmark: _GoBack]Initially focus on Who?  When? Where? And How? Questions, leaving Why? Questions for later
5. Analysis
6. Write up
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