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Abstract 

Don James PARKER 

Doctor of Philosophy 

 
A Study of the Macro to Micro Process of Persuasion for Advertising in Context 
Towards a Meso Dominant Logic Model of Consumer Behaviour 
 

This thesis gains an insight into advertising and integrated marketing communications 
with an exploration of the relationships between advertisers and consumers at the 
meso level of interface between the two groups. 
As an initial investigation into advertising and integrated marketing communications 
and its relationships to consumers’ behaviour, the inquiry develops by exploring an 
alternative lineage of interpretive consumer research. The two areas of focus 
emerging from the literature review are the concepts of manufacturing consent 
(Herman and Chomsky, 2002) as the macro advertiser / sender level of behaviour and 
the concept of motivational behaviour research (Tadajewski, 2006) as the micro 
consumer / receiver level of behaviour. The study utilises a mixed methods research 
design to explore the interface between advertisers and consumers. From the analysis 
of the commonalites and variances within the data, a mapping of behaviour between 
the two groups presented a new and unexpected set of interactions. Interactions that 
reflect the Foundation Premises within the work of Vargo and Lush (2008) by 
developing an emergent conceptual model.  
 

Keywords: Consumer behaviour / Advertising / Integrated marketing 
communications / Manufacturing consent / Motivational behaviour 
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1.1 Introduction 
 

This thesis gains an insight into advertising and integrated marketing communications 

with an exploration of the relationships between advertisers and consumer’s emotional 

relationship at the focus of the meso level of interface in a macro to micro level of 

consumer behaviour in context. The study uses a sequential transformative mixed 

methods research design to explore the meso level of interface between advertisers and 

consumers (Creswell and Clark, 2011). 

An initial investigation into advertising and integrated marketing communications and 

its relationships to consumers’ behaviour is developed by exploring an alternative 

lineage of interpretive consumer research and is outlined in detail in Chapter 2. The two 

areas of focus emerging from the literature are the concepts of manufacturing consent 

(Herman and Chomsky, 2002) at the macro advertiser / sender level of behaviour and 

the concept of motivational behaviour research (Tadajewski, 2006) at the micro 

consumer / receiver level (Section 1.11). 

The study demonstrates uniqueness; in that research at a macro advertiser / sender 

(manufacturing consent) to micro consumer / receiver (motivational behaviour) level, 

develops an emergent conceptual model, new theoretical contributions and practitioner 

insights based on a study and analysis of the two theories outlined in context.  

By case and cross-case analysis outlined and presented in Chapter 3 and Chapter 4, the 

thesis outlines a new theoretical conceptual model that presents a meso, or middle, 

position where the two groups interface. With emergent implications for social policy, 

practice and research in consumer behaviour when advertising and integrated marketing 

communications as a consideration (Chapter 6).  
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A meso level conceptual model of reciprocity is an unexpected outcome and emerges 

from the research after analysing commonalities and variances within the data  

(Chapter 6). 

Whilst it is difficult to unify the two positions of manufacturing consent in relation to 

the advertiser / sender and motivational behaviour and the consumer / receiver it is 

possible to identify key themes that link the terms contextually across a range of 

disciplines and histories from the literature and the data generated. Associated and 

shared histories linked thematically in analysis aid the location of social policy, practice 

and research – giving a contextualisation, which focuses on the consumer experience 

(Chapter 6).   

 

1.2 Research question 
	  
The research question is ‘Can advertisers control consumer’s emotional behaviour?’ 

The research is set to question, in context, consumer behaviour using a conceptual 

model to explore two theories, the manufacturing of consent (Herman and Chomsky, 

2002), at the macro advertiser / sender level and motivational behaviour research 

(Tadajewski, 2006) at the micro consumer / receiver level in relation to advertising and 

integrated marketing communications practice (Chapter 2). The thesis explores the 

emotional responses and the sub-textural meanings of conversational exchanges 

between advertising creatives and consumers in practice – towards a conceptual model 

of consumer behaviour at the meso level of interface. 

A third, and initially unexpected, emergent position at the meso level of interface is 

considered in terms of evolving a ‘dominant logic’ (Vargo and Lusch, 2004) for 

consumer behaviour in the context of advertising and integrated marketing 

communications (Chapter 6, Section 6.5). The outline of the question is in keeping with 
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the suggestions of Creswell and Clark (2011, p. 149-170) in regards to the positioning 

of a mixed methods problematic. 

  

1.3 Research aim and objectives 
 

1.3.1 Aim 
	  

The research aim is set to question consumer behaviour (Section 1.6) using a 

conceptual model in order to extend our understanding of the relationship 

between advertiser / sender and consumer / receiver at the meso level of 

behaviour as an outcome of the review in Chapter 2. This is based on the 

assumption that consumer behaviour is a system of complex combinations of 

disparate theoretical positions and that there are unidentified commonalities, 

variances and situation specifics at the meso level interface, between the macro 

and micro theoretical levels to be explored. 

 

1.3.2 Objectives 
	  

As a consequence of establishing the research aim a number of research 

objectives are developed and outlined. 

The researcher undertakes a hermeneutic (Chapter 3, Section 3.2.4) 

methodological approach to the conversations within the two groups of 

advertiser / sender and consumer / receiver, as described in Chapter 3 (Deacon, 

2008). Using a sequential transformative mixed methods design (Creswell and 

Clark, 2007) in order to explore the meso level of interface – an area of 

interdisciplinary focus that has not been previously studied with a 

phenomenological longitudinal case methodology (Chapter 3). 
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An analysis approach is developed in Chapter 3, extending the works of 

Creswell and Plano Clark (2011) Carson et al. (2001) and Deacon (2008). The 

development of the thesis progresses to a new evolving conceptual model of a 

‘dominant logic’ (Vargo and Lush, 2004) for consumer behaviour in the context 

of advertising and integrated marketing communications at the meso level of 

interface (Chapter 6, Section 6.4.3). 

The research therefore describes, analyses and reflects upon the processes of 

emotional responses and the sub-textural meanings of the conversational 

exchanges between the two groups that are outlined further in Chapter 3. The 

participant-observer approach (Evered and Louis, 1981) and cyclical nature of 

inquiry presented allows the researcher to map the scale of emotional reactions 

to the issues offered as weak, medium to strong responses, targeted in order to 

plot the commonalities and variances in thinking of the groups studied (Chapter 

3) within a multi-dimension map (Deacon, 2008). 

 

1.4 Phases 
 

The research is undertaken in three phases, each of which is broadly outlined in order to 

make clear the flow and focus of the thesis. 

 

1.4.1 Phase 1 
 

The first phase is the development of a conceptual model of consumer behaviour 

designed from an interpretation of the literature.  

What is identified within the literature becomes the research issue: that to date, the 

investigation of the relationship between the macro to micro theories, and therefore the 
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relationships between advertiser / senders and consumer / receivers, although alluded to 

in the literature, has yet to be explored conceptually in an emotional context. 

The literature presented in Chapter 2 defines the area of research and a conceptual 

model of the connections between the macro and micro theories, connections that have 

not been explored before. The reasons for this are due in part to the reluctance of 

researchers to engage in a complex research approach and in part the reluctance to 

accept an alternative conceptual model as outlined in Figure 1.1 and discussed in 

Chapter 2. 

The conceptual model also suggests that any such meaning at the meso level of 

interface between the two groups will be emergent and be based upon the interplay of 

meaning between interconnected concepts – all of which may be influencing consumer 

behaviour to a greater or |lesser extent – and as a result forms the basis for the research 

herein.  

The foundations described within this research are aspects of: consumer behaviour 

(Section 1.6), manufacturing consent and motivational behaviour research (Chapter 2). 

The initial conceptual model acknowledges the importance of non-linear histories and 

theory building prior to this research in relation to the operation of consumer behaviour 

(Section 1.6).  

The model aids in an identification of commonalties and variances between the 

advertiser / sender group and the consumer / receiver group and towards the emergent 

theoretical position described at the meso level of behaviour in Chapter 6. An area 

which has been previously overlooked in relation to an extension, and the emerging 

positions in, the area of consumer behaviour research – for example in the pursuit of 

new theoretical positions such as ‘service dominant logic’ as explored by Vargo and 

Lusch (2004) and is discussed further in Chapter 6. 
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Having investigated the two inter-relating fields of literature, the review discussion is 

focused upon emergent research issues. Issues that are found in the literature based 

upon a contemporary understanding of consumer behaviour theory in context. In 

particular the importance of how an understanding of the advertiser / sender to 

consumer / receiver relationship in context at the interface, or meso level align. The 

literature review informs and underpins the proposed method of enquiry, research 

design and analysis considered with a longitudinal study located within a sequential 

transformative mixed methods approach (Creswell and Clark, 2011) that is described in 

Chapter 3. A conceptual model is constructed from the literature review that describes a 

macro dominant relationship between the advertisers as controllers of the consumer in a 

tacit top down model of behaviour from a macro to micro level (Figure 1.1, Phase 1). 

 

 

Figure 1.1 

 

The macro level of behaviour is described by the works of Herman and Chomsky’s, 

‘The Manufacturing of Consent’ (2002 [1989]) as a political model of behaviour. The 

micro level of behaviour being described in Tadajewski’s work ‘Remembering 
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motivation research: toward an alternative genealogy of interpretive consumer research’ 

(2006) as a consequence of historical political developments in relation to the macro 

level of persuasion and is discussed in Chapter 2. 

 

1.4.2 Phase 2 
 

In Phase 2, a series of qualitative unstructured interviews are undertaken in order to gain 

an insight into the emotional behaviour of consumer behaviour in context. The two 

groups of advertisers and consumers are interviewed separately, analysed and then cross 

case analysed in order to understand the commonalties and variances in the data 

(Creswell and Clark, 2011) and the meaning created from the data. 

A hermeneutic sub-text of meaning is derived from the literature, and in turn from the 

conversational transaction probes outlined in Chapter 3. Enabling a cross case analysis 

and mapping of the data from the two separate groups of the data in Phase 2. Separate 

qualitative unstructured interviews within the two groups explore how advertisers and 

consumers interpret the value of advertising on an individual emotive level. Quantative 

content analysis concerning the framing of more than 36 ethnographic longitudinal case 

interviews over a period of 18 months to 2 years follows.  

A quantative exploration of the data from these interviews, with analysis within the 

groups and across the two groups of advertisers and consumers, was placed within 

multi-dimensional maps (Deacon, 2008). The mapping reveals that, surprisingly, 

participants share a meso dominant model reciprocal relationship towards advertising at 

the emotional interface of what advertising means to each group, a relationship that is 

explored in Chapter 6. 
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1.4.3 Phase 3 
 

An unexpected emergent conceptual model is the outcome of the third phase of the 

research and is described in Chapter 6 as a conclusion to the research. The analysis 

provides the researcher with some data sets that did not support a macro to micro 

relationship through a meso level of control, nor are either group considered to have 

control of the other. A further mapping and exploration of the data sets is undertaken 

and a series of 12 insights emerges from the data. The data supports the conceptual 

position addressed by Vargo and Lush (2004) in their work on the ‘service dominant 

logic of exchange’, and specifically here in context, at the meso level of interface of the 

two groups. The final outcome of the research therefore describes a meso ‘dominant 

logic’ model of behaviour that was unexpected when Phase 1 was untaken. The 

emergent conceptual model, described for the first time, gives a theoretical foundation 

for future research based on the principles put forward by Vargo and Lush (2004) with a 

model for data analysis as a practical outcome of the research. This model is described 

in full in Chapter 6.  

The focus of effort has been polarised on the one hand – exploring the effect of 

consumer culture, advertising and persuasion on the consumer and separated on the 

other  – exploring and documenting how the advertiser utilises a system of tools to 

effect change (Section 1.9). Two groups, advertisers and consumers in the ‘process of 

persuasion’ (Miller, 1946) are co-participants in what is tacitly believed to be a linear 

top-down practice, as a form of communication (italics for emphasis). 

 

1.5 The process of persuasion 
	  
It is useful to define terms in order to describe the area of research within this thesis. In 

particular, the idea of ‘persuasion’ as a term is closely linked to the idea of advertising 



 

 

10 

and often used in support of the practice of designing and creating works considered as 

part of the integrated marketing communications process.  

As Bill Bernbach, one of the founders of Doyle Dane Bernbach, the worldwide 

marketing communications network commented, 

‘Advertising is fundamentally persuasion, and persuasion happens to be not 
a science, but an art.’ (Bernbach, 1947 cited (Levenson, 1987 pp. xvii)). 
 

In relation to Bernbach’s position, persuasion as a dictionary term is described as ‘the 

action or process of persuading someone or of being persuaded to do or believe 

something’ (Oxford Dictionaries, 2010). It is here, at the point where we assume 

persuasion occurs, that the focus of the study is positioned.  

Although there has been a large-scale effort in social policy, practice and research over 

more than a century from Marx (1867, 1885, 1894) to Vargo and Lusch (2004) – and 

described in Chapter 2 – the internalising of the process for both advertisers and 

consumers has been neglected in practice (Holbrook and O'Shaughnessy, 1984).  

Communication, as a general definition and for the purpose of the aim of the research 

presented in this thesis, can be described as the process of human communication, 

commonly defined as the exchange of information to create meaning (Oxford 

Dictionaries, 2012). Communication can also be described in further terms as ‘not a 

secondary phenomenon that can be explained by antecedent psychological, sociological, 

cultural, or economic factors; rather, communication itself is the primary, constitutive 

social process that explains all these other factors’ (Craig, 1999). Although Craig (2009) 

admits that this ‘constitutive meta-model’ has its limitations as an idealised view where 

‘philosophical or practical reasons to ignore it are easily found’. Both definitions are 

useful in describing and asserting the central idea of meaning being created in the 
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process of communication and can be positioned to be the primary social process in 

describing consumer behaviour. 

 

1.6 Consumer behaviour 
	  
Consumer behaviour as a subject is broad and varied. Described by Kuester 

(2012), it is ‘the study of individuals, groups, or organisations and the processes 

they use to select, secure, and dispose of products, services, experiences, or ideas 

to satisfy needs and the impacts that these processes have on the consumer and 

society’ (Kuester, 2012). Viewed through a focused and specific lens, Cova 

(2001) gives an interpretation of the behaviour of the consumer in a ‘micro-social 

perspective’ in regards to the ‘Northern’ views of Ostergaard and Jantzen (2000) 

with their consideration of adaptive terms such as ‘consumption studies’, ‘buyer 

behaviour’ and ‘consumer research’, whereas the ‘Latin approach’ views 

consumers in a ‘macro-social construct’ (Cova, 2001). With consumer behaviour 

as an outline description, the focus of the study moves towards exploring the 

influence of behaviour in the form of advertising in context. 

 

1.7 Advertising in context 
	   	  
Viewed in relation to Bernbach’s statement (Section 1.5), it is necessary to 

understand how, and why, an advertising campaign (or series of advertisements 

with a connecting theme) persuades: from the advertiser (or sender) to the 

consumer (or receiver). Further tacit questions and abstractions can stem from the 

context of persuasion in the form of ‘Why are some adverts more effective than 

others?’ ‘What are we engaging with?’ ‘How is the effectiveness of the 

advertising campaign measured?’ and ‘If you tell somebody to do something, or 
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use advertising to suggest they buy something, will they buy it?’ These are all 

valid general questions, and are examples taken from informal discussions with 

advertising students at the University of South Wales, and its predecessors, over a 

six-year time frame – and specifically in focus for 18 months to 2 years, that 

consume the advertiser and confound the consumer on a regular basis.  

As outlined in Section 1.10 and defined in Chapter 3, a solely quantative approach 

to the data does not allow for an interpretation of how the participants feel about 

their relationship with advertising or help answer many of the questions that can 

be posed in relation to our perceptions of advertising as persuasion.  

 

1.8 Advertising 
	  
Advertising, as a general term, can be described as ‘the activity or profession of 

producing advertisements for commercial products or service’ (Oxford 

Dictionaries, 2012). There are many and varied descriptions of advertising, with 

little consensus of definition. Ideas range from a discussion of advertising and 

integrated marketing communications when the marketer is the author of the 

work, for example Belch and Belch 2012, to that of the advertising creative (the 

producer of advertising) suggesting that the process is, as Bernbach stated, ‘an 

art’, with the originator of the creative concept being the advertiser. Additionally, 

integrated marketing communications as a subject of research can be viewed as an 

approach to communications where ‘different media combine to form a seamless 

experience for the customer and are presented with a similar tone and style that 

strengthens the brand’s core communication’ (Clow and Baack, 2010).  
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1.9 Advertiser to the consumer – Chomsky to Tadajewski 
	   	  
The term ‘advertiser’ can be used as an identifier when discussing advertising and 

integrated marketing communications. ‘Advertiser’ suggests a group of 

communicators with the common goal of transferring information and ideas to the 

consumer at the point of exchange (Vargo and Lush, 2004). It is the concept of 

advertising as a form of creative output (and those that practice the ‘art’) that is 

the focus of the study in terms of the sender of the communication and where the 

advertiser / sender (Chapter 2, Section 2.3) and consumer / receiver (Chapter 2, 

Section 2.6) meet at the point of exchange of actual communication.  

Additionally, advertising and integrated marketing communications as a subject 

of research can be viewed as an approach to communications where ‘different 

media combine to form a seamless experience for the customer and are presented 

with a similar tone and style that strengthens the brand’s core communication’ 

(Clow, 2010).  

The goal is to brand all aspects of the communication strategy, such as 

advertising, sales promotion, public relations, direct marketing, online 

communications and social media as a unified grouping, rather than enabling each 

to work in separation, allowing ‘effectiveness to spread across media and media 

spend’ (Pickton and Broderick, 2005) and the effect on the consumer. 

Simply put, the consumer in relation to the research question is ‘a person who 

purchases goods and services for personal use’ (Oxford Dictionaries, 2012). In an 

extension of the basic premise, consumer behaviour ‘involves the thoughts and 

feelings people experience and the actions they perform in consumption processes’ 

(Peter, Olson et al, 1999). Originally framed as ‘buyer behaviour’, reflecting ‘an 

emphasis on the interaction between consumers and producers at the time of 
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purchase’ the term ‘consumer behaviour’ can be extended to the on-going process 

of interaction in the conversation of consumption at a mass communications or 

personal level (Solomon, 2010). 

Taking a worldview of mass media advertising and Integrated Marketing 

Communications, global consumer societies can be seen to function on the 

relationship between the consumer (Herman and Chomsky, 2002) and those 

wanting to sell to the consumer, where they wish to persuade the consumer to 

continue with or take some new action. As a general, and non-specific, guiding 

theory the term ‘mass media’ is liberally used to define the communication 

strategies for targeting large-scale consumer groups from local to national, to 

international reach. The mass media as described by Herman and Chomsky, 2002, 

Chapter 2, Section 2.3) can be seen as all the media technologies that are available 

to reach a large audience. The mass media is often referred to as broadcast, print, 

Internet, outdoor and public event media. All of which combine in various ways 

to effect mass communication (Thompson, 1995), and thereby affecting control 

on the consumer by the media. 

The use of mass media as described by Chomsky in his work ‘What Makes 

Mainstream Media Mainstream’ as‘[t]he elite media set a framework within 

which others operate.’ (Chomsky, 1997) and how we control the media to 

persuade the receiver, or consumer, of media into altering the receivers’ behaviour 

is a macro (Chapter 2 Section 2.3), or large-scale, overall conceptual idea, 

utilising all forms of media to work on transferring a message to the consumer 

(Galli and Gorn, 2011).  

With the idea of transferring a message in the mind, we can further extend our 

initial concepts of the issues surrounding advertising into the more complex 
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questions of; ‘can we manufacture consent with this form of communication?’ 

(Lippmann, 1965 [1921]), ‘How do we know our mass media message is 

influential and who does it influence?’ (Thompson, 1995) and ‘is there ‘a 

fundamental shift in worldview’ (Vargo and Lusch, 2008). 

In trying to understand the interaction between advertiser and consumer, often 

with the placing of an advertisement in a public arena, we also ask ‘what is the 

reaction?’ (Alba and Hutchinson, 1987), and as will be seen in Section 1.10, ‘is 

the output deemed a success?’. 

 

1.10 Success in advertising 
	   	   	  
In terms of the question posed it is necessary to understand how an advertising 

campaign is measured in terms of ‘success’. ‘Success’ can be understood to mean 

for example, impact, conversion to sales and awareness, the underlying 

presupposition of much of the questioning of advertising effectiveness (Belch and 

Belch 2012) and / or being measured quantitatively, or understood perceptually 

via a qualitative approach to a campaign (Belch and Belch, 2011). 

One approach is to capture the results statistically in terms of ‘advertising to sales 

ratios’ and the use of further quantitative analysis metrics, as evidenced with 

examples such as Google Analytics (Google, 2011) and the emergent use of  ‘big 

data’ (Manyika, James 2011). Academic journals such as Advertising Age (Crain 

Communications Inc, 2012), Campaign (Haymarket Business Media, 2012) and 

The Journal of Marketing (American Marketing Association, 2012) all support an 

understanding of consumer behaviour giving a quantitative and critical mass of 

research in relation to the research question and within the literature (Chapter 2). 
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Another approach, and one that is considerably less prominent, is to gain an 

insight into the effectiveness of the advertising in terms of the perception of 

impact on the individual and group by analysing the consumers’ emotional 

response to the advertising campaign (Chapter 3) in a mixed methods approach. 

This latter method being preferred in this thesis and is supported by the research 

work of Creswell and Plano Clark (2011) and Deacon (2008), in the form of a 

hermeneutic approach (Chapter 3, Section 3.11). 

Therefore the persuasiveness of an advertising campaign can be viewed in relation 

to the emotional, or unconscious reaction, to advertising (Section 1.2) – and how 

advertising can be considered more explicitly, and clearly, as the ‘Art of 

Persuasion’ as described by Bernbach (1945) (Section 1.5).  

The view of advertising as the ‘Art of Persuasion’ (Section 1.5) gives rise to 

discussions concerning the short- and long-term effectiveness of advertising. 

Short-term success, it can be argued, can be analysed effectively from a statistical 

point of view by looking at the instant return on sales. However, the effectiveness 

of an advertising campaign longitudinally is potentially less understood once 

conversions to sales diminish and the persistence of memory is all that remains 

(Itamar, Bettman et al, 2012). 

In gaining an insight into the consumers’ emotional reactions and then following 

this up with further, linked, conversations with advertisers and identify the signals 

sent out to the consumer, can be seen effective ways of gaining an insight into the 

internal processes and interactions shaped by the indirect relationships both 

groups have with one another (Chapter 3, Section 3.10.2). An approach, focused 

in this study that has echoes in the ideas of Dichter (1949) in the form of the 
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‘depth approach’ to consumers (a concept outlined further in Chapter 2, Section 

2.2.4). 

A conversation with the consumer aids the researcher in gaining an insight into 

the consumers’ behaviour by exploring questions based on a set of probes that 

will move towards capturing the emotional response to advertising and integrated 

marketing communications (Chapter 3, Section 3.11). The longer the conversation 

had, or the volume of conversations required that are specific and in context, the 

greater a cumulative set of data can be analysed, as described in Chapters 4 and 5. 

 
	  

1.11 Macro: Manufacturing consent / micro: motivational behaviour 
	  
This thesis initially draws on two separate works, the first is Herman and 

Chomsky’s ‘The Manufacturing of Consent’ (2002), a macro, or large, theoretical 

construct describing how corporate or government bodies use the mass media to 

effect change on the population as an analysis of the news media (Herman and 

Chomsky, 2002), arguing that the mass media and by extension in this work, 

consumer society, ‘are effective and powerful ideological institutions that carry 

out a system-supportive propaganda function by reliance on market forces, 

internalised assumptions, and self-censorship, and without overt coercion’ 

(Herman and Chomsky 2002, pp. 306). The literature also refers to the 

Westminster Conference as an examination of the theory and the view of 

manufacturing consent by Mullen (2009). 

The second, the work of Tadajewski (2006), in outlining the micro, or small-scale, 

and this instance, personal theoretical construct (Chapter 3, Section 3.10) aids the 

exploration of the consumers response to the receipt of goods and services at the 

point of exchange (Chapter 4). 
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For the first time, this research explores the relationship between the two theories, 

and in doing so, demonstrates that a new conceptual position has emerged in 

relation to the concerns of social policy, practice and research (Chapter 6). 

As discussed in this chapter and outlined further in Chapter 2, the two theories 

describe the relationship of the manufacturing of consent at the macro level 

(Herman and Chomsky, 2002 and Mullen, 2009) and the reaction to this by the 

receiver at the micro levels (Tadajewski, 2006) of communication (Section 1.9).  

In the macro level (Chapter 2 Section 2.3) conceptual position, an understanding 

of what forms of communication are undertaken, how they affect the consumer 

and why they need to be understood is described. In the micro level conceptual 

position an understanding of how the consumer receives the message and 

processes the communication are described in order to gain an insight into the 

effectiveness of the message and how, or if, it is transferred (Chapter 2). 

	  
 

1.12 Outline of the thesis 
	  
Chapter 2 offers a review of the relevant literature based upon the conceptual 

model outlined. Figure 1.1 illustrates the two theories described and visualises the 

tacit understanding of the flow of meaning from the advertiser / sender to the 

consumer / receiver (Chapter 2). 

Chapter 3 outlines the philosophical position of the research along with the 

ontological and epistemological assumptions. The research design is developed 

and data generation methods discussed (Chapter 3, Section 3.6.1). The chapter 

continues with a description of the analytical method employed in relation to the 

generated data and concludes with consideration of the limitations and 

delimitations and ethical issues of this study. 
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Chapter 4 introduces the individual case studies, describes the case history and 

explains the research history in the context of this study. Chapter 4 continues to 

analyse the generated data using the criteria developed in Chapter 3 and concludes 

by individually summarising the personal constructs of the groups within the case 

study and placing the outcome of the analysis onto a multi-dimensional 

positioning map to explore comparative behavioural meaning (Chapter 3, Section 

3.14.2).  

Chapter 5 concludes the analysis by way of a cross-case study of the range of 

meanings, as developed in Chapter 3. Developing insight into the commonalities 

and variances found within the case studies relating to the meaning and the nature 

of behaviour found in the two groups in the study (advertiser / sender, consumer / 

receiver). 

Chapter 6 reflects upon the process of this thesis and considers the connections 

between the research aim and the study findings. Chapter 6 presents a new 

conceptual model that has emerged from the longitudinal ethnographic study 

(Chapter 6), and considers the implications of the new conceptual model for the 

development of social values insights in relation to social policy and the 

enhancement of practice, and offers guidance for further research in ‘consumer 

behaviour’ (Chapter 6). 
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2.1 Consumer behaviour research theory 

The purpose of this literature review is to explore the current research regarding 

macro advertiser / sender (manufacturing consent) and micro consumer / receiver 

(motivational behaviour) through a linear, non-historical progression, in order to 

provide a basis for the exploration of the factors that influence the emotional 

behaviour of both advertisers and consumers.  

The first section of this review will highlight the concept of manufacturing consent. A 

macro level theory in relation to motivational behaviour research as illustrated by the 

Herman and Chomsky (1988) development of the Propaganda1 Model in relation to 

the concept of ‘the engineering of consent’ as originally posited by Lippmann (1921). 

The manufacturing consent conceptual theory functions as an ontological world-view 

where an exploration of media performance in a macro consumer behavior model, and 

our relationship to it, is embedded at its core.  

The second part of this literature review will explore the literature of motivational 

behaviour research historically, conceptually and at a micro level of theory of the 

manufacturing of consent with an examination of the supportive relationships to the 

ontology, epistemology and research question (Chapter 3).  

This in turn will inform the research into the emotional relationships within the two 

groups studied, and how historically these two areas of research inform consumer 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 In terms of ‘Propaganda’, can be viewed as a parent concept to advertising and the media: 

“Propaganda n. organized scheme etc. for (often tendentious) propagation of doctrine or 
practice; ideas etc. thus propagated”.  
(Oxford English Dictionary, 1989). 
 

It is of note that there is no definition of the word in the Encyclopedia Britannica prior to 1911, it first 
appears as the modern Latin ‘congregatio de propaganda fide or 'congregation for propagation of the 
faith' to describe a committee of cardinals of the Roman Catholic Church responsible for foreign 
missions, founded in 1622 by Pope Gregory XV. 	  



     
	  

	  

22 

behaviour at the meso level of interface as described by Vargo and Lusch (2008) and 

as will be described and outlined in relation to the emergent conceptual model in 

Chapter 6. 

This review will provide an overview of the key literature in several contexts and 

describe how manufacturing consent, motivational behaviour research are described 

and interpreted. The author will consider the wide range of broad contextual 

references to the terms, as each has its own distinctive history and emphasis that has 

an impact on this research. Despite the differing contextual approaches, this review 

will also move towards describing the evolution of manufacturing consent and 

motivational behaviour research in advertising and integrated marketing 

communications at the interface of the two concepts at the meso level of behaviour. 

 

2.2 Literature domains 

The literature identifies that there is a disconnect between the meaning of 

manufacturing consent (Section 2.3) and motivational behaviour (Section 2.6), as 

expressed by the two groups of advertiser / senders at the Macro level (Section 2.3) 

and consumer / receivers at the Micro level (Section 2.6) of consumer behaviour. The 

literature outlines a divergence in the theories with opposing views on the 

development of the subject on consumer behaviour (Section 2.2.3). There is also a 

suggetion that an historical marginalisation of the exploration of the macro advertiser 

/ sender (manufacturing consent) level (Section 2.3) and micro consumer / receiver 

(motivational behaviour) level (Section 2.6) at the emotional meso level of interface 

occurred during the 20th Century. Contemporary research (Section 2.2) is moving 
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towards a locus of understanding of the emotional, social and service dominant level 

at the meso level of interface (Vargo and Lusch, 2004), Section 2.9.1 

Contemporary theoreticians such as Vargo and Lusch (2004) and Prahalad (2004) are 

developing speculative theoretical models of understanding at the meso level of 

insight (Section 2.9.1), with contextual approaches to advertising and integrated 

marketing communications.  

The research question (Chapter 1, Section 1.2) suggests a need for empirical research 

to explore and unpack the processes of emotional responses within the conversational 

exchanges between advertiser / sender (Section 2.3) and consumer / receiver  

(Section 2.6).  

 

2.2.1 Literature and developing a conceptual model 

When interfacing the macro advertiser / sender (manufacturing consent) level and the 

micro consumer / receiver (motivational behaviour) level with the meso level focus of 

inquiry. Section 2.4.5 gives a brief historical context to Herman and Chomsky’s 

(1988) conceptual model in relation to the developing ideas of psychology in the 20th 

Century in relation to Freud (1920), Bernays (1928), Le Bon (1897), Trotter (1916) 

and Lippmann (1921) to further support the development of the manufacturing 

consent model and conceptual model within which the research issues in Chapter 3 

can be identified. 

 

2.2.2 Research issues 

Despite the differing contextual approaches, this review will move towards describing 

the evolution of manufacturing consent and motivational behaviour in advertising in 
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order to locate the research, identify the under researched areas in the meso (Section 

2.9.1) level literature and enable the methodology to be positioned in relation to the 

gap in knowledge (Section 2.9.1), this being the lack of insight at the emotional meso 

level of interface between the macro and micro conceptual levels of behaviour. 

Scholl (2002) and Bray (2008), and this study therefore explore aspects of the macro 

advertiser / sender (manufacturing consent) level and micro consumer / receiver 

(motivational behaviour) level in relation to an understanding of the general theories 

that outline consumer behaviour research. Further studies into this area of consumer 

behaviour are needed to provide a basis for the development of, and support for, 

inquiry as outlined within the research question, aim and objectives (Chapter 1). 

In providing an overview of the key literature in several contexts and describing how 

manufacturing consent and motivational behaviour are interpreted and connected the 

author considered the wide range of contextual references to the two terms, as each 

has its own distinctive history and emphasis that has an impact on this study in 

relation to the aims and objectives (Chapter 1, Section 1.3) and the methodology 

(Chapter 3).  

 

2.2.3 Location of literature in theory 

Chronologically, consumer behaviour research paradigmatically often appears to have 

its nexus in the interpretive research terms of the 1980s. Terms that are used to 

describe the research are used, such as Phenomenology (Zuboff, 1988), 

Ethnomethodology (Suchman, 1987) and Hermeneutics (Boland and Day, 1989) (as 

referenced in Arnould and Thompson, 2005; Belk, 1995; Goulding, 1999; 

Tadajewski, 2006) these are useful as a point for departure in a modern context. 

However as will be shown in this review, Dichter in the 1940’s can be seen as a 
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‘forerunner’ of interpretive, qualitative research along with the developments in 

research techniques over the following decades. 

Consumer research has a dominant and overt history at the positivist focus whereas 

the perception of interpretivist research is as fragmented as it itself is complex. As 

will be shown, historical imperatives defined research approaches culturally. An 

understanding of the current literature gives further insight into the issues and moves 

towards a discussion of the methods in Chapter 3. 

 

2.2.4 Existing dominant paradigms in consumer behaviour research 

It is necessary to position manufacturing consent and motivational behaviour research 

with reference to the existing paradigms, contrary and complicit. 

The positivist view of consumer research has continued to develop from its 

conceptual origins in the 1950s. An empirical focus dominated the marginal use of an 

interpretive approach in the period from 1960 to the mid-1980s due to historical and 

political forces (Tadajewski, 2006), and discussed in Section 2.6.  

Shanker and Patterson (2001) in mapping the debate posit the idea that 

‘The dominant position within consumer research has been, and still is, 
occupied by positivism and its variants. However this position has been 
questioned consistently within consumer research since the mid-1980s’ 
(Shankar and Patterson, 2001: 482; emphasis added)  
 

Evans, Jamal and Foxall (2009) for example, extend the positivist position within 

advertising and integrated marketing communications, as does Chisnall (1985).  

Belch and Belch (2007), have in effect, produced an extension and duplication of the 

Evans, Jamal and Foxall in their description of logical empiricism; concepts are 

formulary listed as a demonstration of effectiveness whilst motivational behaviour 
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research is marginalized and presented as an aside in their work, or represented as a 

‘Big Brother’ view and seen as ‘unwarranted’ (Chisnall, 1985). This dismissal then 

gives leave to the researcher to entertain an uncomplex approach. For example, Belch 

and Belch (2007) almost pejoratively dismiss the ‘depth approach’ as used only by 

‘creative types’ and use wide generalisations without substantiation. Desmond’s 

(2003) wish to rationalise and then contextualise consumer behaviour within mid to 

late 20th-century theoretical perspectives (such as Galbraith’s economic explanation 

of consumer behaviour (1958) and Maslow’s mechanical ‘hierarchy of needs’ (1954)) 

seems outdated and aligned closely to the works of Evans, Jamal and Foxall (2006) as 

both lack an interpretive understanding of the behavioural process. 

What appears to be focused, clear research positioned in reality, is dismissive of the 

understanding of the subjective and therefore interpretivist paradigm view of the 

social world and the interpretation of the subjective experience. 

In contrast to this, proponents of the subjective worldview perceive the social world 

as having a precarious ontological status, questioning social reality, with less 

emphasis of an external concrete social world. In place of assuming an external, 

concrete reality, interpretive researchers seek to investigate the social world at the 

level of subjective experience (Arndt, 1985). For interpretive researchers, social 

reality is seen to be inter-subjectively composed, so that epistemologically, 

knowledge is not approached from the standpoint of an external, objective position, 

but from the lived experience of the research co-participant. As a methodological 

strategy to ‘understand’ the lived experience of consumers’, interpretive researchers 

generally – although not exclusively – use qualitative methods (e.g. Hudson and 

Ozanne, 1988; Moore and Lutz, 2000); 
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Rather than viewing culture as a fairly homogenous system of collectively 
shared meanings, ways of life, and unifying values shared by a member of 
society (e.g. Americans share this kind of culture; Japanese share that kind 
of culture), consumer behaviour theory explores the heterogeneous 
distribution of meanings and multiplicity of overlapping cultural 
groupings that exist within the broader sociohistoric frame of 
globalization and market capitalism… Owing to its internal fragmented 
complexity, consumer culture does not determine action as a causal force. 
Much like a game where individuals improvise within the constraints of 
rules… consumer culture – and the marketplace ideology it conveys – 
frames consumers’ horizons of conceivable action, feeling, and thought, 
making certain patterns of behavior and sense-making interpretations 
more likely than others. (Arnould and Thompson, 2005, p. 869) 
 

The ‘homogenous’ system of meanings with a positivist paradigm has been 

questioned in different contexts. As, for example, in postmodern history and 

debates centering on ‘realism and empiricism’ (Jenkins, 2003), ‘the history of 

systems of thought’ and the examination of concepts via non-linear histories 

(Foucault, 1984) alongside ideas of commodity fetishism (Baudrillard, 1968), 

simultaneously fragmented and unified organizational culture (Parker, 2000) 

and revisionist marketing histories (Fullerton, 1988).  

 

2.2.5 Consuming 

The research aims and objectives (Chapter 1, Section 1.3) focus on the emotional 

aspects of the consumer experience, as opposed to the mechanical process of purchase 

(an area outside the scope of the current research), as outlined in the limitations 

section (Chapter 3, Section 3.17). 

The differing systematic approaches to the idea of consuming vary in regards to the 

terminology and conceptual stages undertaken. Here the emotional influence on, and 

reaction to, advertising is of primary importance in this study and therefore 

considered the ‘meso’ level of inquiry and empirical research focus (Section 2.9.2).  
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For example, Arens et al. (2011) describe the consumer [client] in a large company, as 

potentially having two basic management structures: centralized and decentralized. 

Centralized companies instruct their marketing departments to administer, plan, and 

coordinate the promotion of their brands. Decentralized organisations set up their own 

advertising departments for their subdivisions, creating autonomous brand positions.  

Contemporary research has focused primarily on SMEs and therefore the client view 

is focused and channeled through one or two actors (Arens et al., 2011). This allows 

the researcher to view the client as consumer, in the broader context of the idea of the 

consumer, due to their direct consumption of brand when discussed in-depth. The 

more ‘direct’ and accepted view of the consumer is that of the end user. Arens et al. 

(2011) describe this as part of the ‘value exchange’ (Arens et al. (2011): 153) where 

marketing facilitates this exchange. Here we are focused upon the point at which the 

advertisers / sender and consumer / receiver meet in the exchange process by way of 

the interface between ‘advert’ (or ‘brand’) and how they view the work in question 

(Chapter 3). 

Belch and Belch (2011) define consumer behaviour as ‘the process and activities 

people engage in when searching for, selecting, purchasing, evaluating, and disposing 

of products and services so as to satisfy their needs and desires’.  

As discussed throughout this chapter, the process of purchase is generally described in 

a systematic and linear fashion. In relation to the research question (Chapter 1, 

Section 1.2), this research has simplified the descriptor to that of ‘receiver’ for the 

consumer in relation to the literature. The thesis focuses on exploring the emotional 

interface between ‘sender’ and ‘receiver’ at an emotional level in order to gain an 

insight into whether the ‘receiver’ obtains many of the direct or indirect benefits 
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expressed as outcomes in general reference to defined ‘consumer behaviour’ and 

outlined in Tadajewski (2004), Section 2.7.7. 

The proceeding section has presented the normative views of key authors in consumer 

behaviour theory (Section 2.6) and how a need for research into response is required.  

A more novel and complex view of the conceptual model of motivational behaviour is 

proposed by Converse et al (1958) and confirmed in Tadajewski (2006), as described 

in Section 2.7.7. 

Section 2.4 gives a broad description of the advertiser / sender and consumer / 

receiver respectively in order to locate the research question within the extant 

literature. Sections 2.5 and 2.9.2 move on to discuss the more specific research issues 

and literature surrounding the research question, aims and objectives and in so doing, 

build towards a research strategy comprising of a methodology (Chapter 3), data 

analysis (Chapter 4) and need for cross-case analysis (Chapter 5) in focusing on the 

meso (Section 2.7) level empirical research in Chapter 2. In positioning the research 

into the context of manufacturing consent and motivational behaviour, it helps to have 

an understanding of the world in which the research functions.  

 

2.3 Macro level literature 

2.3.1 Manufacturing consent: A macro level theory 

The theory of manufacturing consent (Herman and Chomsky, 1988) functions as an 

ontological macro theory (Chapter 3), where an exploration of media performance in 

a consumer behaviour model, and our relationship to it, is embedded at its core.  

As a world-view, ‘manufacturing consent: The Political Economy of the Mass Media’ 

(1988) Herman and Chomsky present a study of a media that serves to ‘mobilize 
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support for the special interests that dominate the state and private activity’ (Herman 

and Chomsky, 1988).  

Taking the position that the media functioning in a democracy appears independent, 

as opposed to the view that propaganda and the overt influence of the media as its 

primary drivers, are the sole concern of the totalitarian state, Herman and Chomsky 

propose a model of function that exposes the implicit systems of manufacturing 

consent to examination (Mullen, 2009). These implicit systems being described as a 

series of three hypotheses and five operating principles, as presented in Section 2.3.2, 

and are posed as questions to interrogate the ideas of media freedom and influence on 

the individual consumer of media in a free market economy – our tacit understanding 

of which presupposes an understanding of the concept of deregulation of state control 

on the economy (Herman and Chomsky, 1988). 

 

2.3.2 Propaganda model – three hypotheses and five operating principles 

Herman and Chomsky’s Propaganda Model (1988) is constructed of three hypotheses 

and five operating principles and posits how propaganda, including systemic biases, 

function in relation to the mass media. The model seeks to explain how populations 

are ‘propagandized’ (Section 2.3) by media function and how consent for various 

economic, social and political policies are ‘manufactured’ in the public mind. 

It is important to present the Propaganda Model in total to contextualise the study to 

and make explicit the macro level (Section 2.3) position of the consumer behaviour 

model (Section 2.2.7) outlined. Originally designed as an insight into the function of 

mass media, if we examine this model further, it exposes the mechanics of a ‘guided 
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market system’ (Mullen, 2009) controlling media coverage, trends, analysis and 

function. As Herman and Chomsky (1988) state: 

The Propaganda Model proposes three hypotheses and is based upon five 
operative principles.  

The first hypothesis puts forward that where there is consensus amongst 
the corporate and political elite on a particular issue, the media tends to 
reflect this in their coverage of the issue, to the exclusion of rival 
viewpoints. 

The second hypothesis is that, in liberal democratic regimes such as  
the USA, where the mass media functions under corporate rather than 
state control, media coverage is shaped by what is a ‘guided market 
system’ underpinned by five filters – the operative principles of the 
Propaganda Model.  
(Herman and Chomsky (1988: 2) 

 
Herman and Chomsky (1988) suggest that the use of propaganda is an integral and 

long-standing mechanism of population control employed by corporate and political 

elites in capitalist, liberal-democratic regimes. Mullen (2009) suggests that in 

totalitarian societies, the state controls the general public’s access to information and 

this is generally understood to constitute a propaganda system. In capitalist, liberal 

democratic societies, the notion that there is an open ‘marketplace of ideas’ creates 

the misleading impression that the general public is free from manipulation (Mullen, 

2009). Herman and Chomsky (1988) suggest that the corporate sector and their 

political allies have worked together to ensure that some ideas are elevated and others 

are excluded from the ‘marketplace’ ([Beder, 2006; 2006b; Carey, 1995; Dinan and 

Miller, 2007; Ewen, 1996; Fones-Wolf, 1994; Hughes, 1994] cited in Mullen 2009). 

This elevation and exclusion of ideas in relation to the ‘guided market system’ 

(Mullen 2009), functions as a key principle on a macro level of manufacturing 

consent and the possible influence on motivational (and therefore consumer) 

behaviour in relation to potential control; 
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In terms of the operative principles of the Propaganda Model, the five 
filters are: 

Money and power are able to filter out the news fit to print, marginalise 
dissent and allow the government and dominant private interests to get 
their message across to the public.  
The essential ingredients of our Propaganda Model, or set of ‘filters’, fall 
under the following headings:  
(1) the size, concentrated ownership, owner wealth and profit orientation 
of the dominant mass media firms;  
(2) advertising as the primary income source of the mass media;  

(3) the reliance of the media on information provided by governments, 
business and ‘experts’ funded and approved by these primary sources and 
agents of power;  
(4) ‘flak2’ as a means of disciplining the media; and  

(5) ‘anti-us’ as a national religion and control mechanism.  
These elements interact with and reinforce one another. The raw material 
of the media must pass through successive filters, leaving only the 
cleansed residue fit to print. They fix the premise of discourse and 
interpretation, and the definitions of what is noteworthy in the first place. 
(Herman and Chomsky, 1988, p. 2) 
 

For the purposes of review and to allow for a clear interpretation of the results to 

follow, the study will be focusing primarily on the five filters affecting the macro 

advertiser / sender position. The three hypotheses and five filters acting as a basis for 

the construction of theory to follow and are presented in Table 2.1. 

Herman and Chomsky (1988: xlii) concluded that the Propaganda Model ‘fits well the 

media’s treatment of this range of issues’ and contends that, despite its general 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2 ‘The propaganda model also incorporates other closely related factors such as the ability to complain 
about the media's treatment of news (that is, produce "flak"), to provide "experts" to confirm the 
official slant on the news, and to fix the basic principles and ideologies that are taken for granted by 
media personnel and the elite, but are often resisted by the general population. In our view, the same 
underlying power sources that own the media and fund them as advertisers, that serve as primary 
definers of the news, and that produce flak and proper-thinking experts, also, play a key role in fixing 
basic principles and the dominant ideologies. We believe that what journalists do, what they see as 
newsworthy, and what they take for granted as premises of their work are frequently well explained by 
the incentives, pressures, and constraints incorporated into such a structural analysis’. (Herman and 
Chomsky, 1988: 2) 

 



     
	  

	  

33 

neglect, the Propaganda Model remains one of the most tested models in the social 

sciences. Indeed, Chomsky states: 

... we’ve studied a great number of cases, from every methodological 
point of view that we’ve been able to think of – and they all support the 
Propaganda Model. And by now there are thousands of pages of similar 
material confirming the thesis in books and articles by other people too – 
in fact, I would hazard a guess that the Propaganda Model is one of the 
best-confirmed theses in the social sciences. There has been no serious 
counter-discussion of it at all, actually, that I’m aware of.  
(Chomsky in Mitchell and Schoeffel, 2002: 18) 

 
The third hypothesis relates to the way in which the Propaganda Model is received: 

 
[It] makes predictions at various levels. There are first-order predictions 
about how the media function. The model also makes second-order 
predictions about how media performance will be discussed and 
evaluated.... The general prediction, at each level, is that what enters the 
mainstream will support the needs of established power.  
(Chomsky, 1988, p. 153) 
 

Chomsky states that ‘the first-order predictions of the Propaganda Model [regarding 

media performance] are systematically confirmed’ (1988, p. 154) by the examples 

presented in his research document.  

As a reinforcement of this position from the opening paragraph of Herman and 
Chomsky (1988): 

 
The mass media serve as a system for communicating messages and 
symbols to the general populace. It is their function to amuse, entertain, 
inform and inculcate individuals with the values, beliefs and codes of 
behavior that will integrate them into the institutional structures of the 
larger society. (Herman and Chomsky, 1988) 

	   	   	  

Although Chomsky and Herman have examined the social function of ideology  

and propaganda as effective means of population control elsewhere in their work 

(Chomsky, 1988; Herman, 1999), the Propaganda Model is solely concerned with 

media performance. 
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2.3.3 Summary of Herman and Chomsky (1988) concepts 

The Propaganda Model as a form of manufacturing consent is important as a macro 

level theory (Section 2.3) that demonstrates mass persuasion controls. In corralling 

this into a more manageable concept, it is possible that the five-operating principles 

are our macro position (Table 2.1) and below this sit the concepts of motivational 

behaviour as a micro level (Section 2.6) function, where the macro level function can 

be seen as mass media persuasion using the techniques of mass communication as 

outlined in Section 2.3 and the micro level (Section 2.6) controls on behaviour being 

focused on the individual in isolation (Table 2.2).  

In positioning the research into the context of manufacturing consent and motivational 

behaviour research, it helps to have an understanding of the world in which the 

research functions. Ontologically this is a research imperative; it is important to 

position the consumer in an agreed system of psychological and physical boundaries 

in order to question the effectiveness of advertising on the purchasing process. For the 

purposes of clarity, the thesis shall refer to the central concept of manufacturing 

consent and not the theoretical Propaganda Model throughout the thesis.  

 

2.3.4 Manufacturing consent: Herman and Chomsky, 1988, Mullen 2009 

The shape of thinking in the narrow field of manufacturing consent (Herman and 

Chomsky, 1988) ranges from ideas of political indoctrination to the application of 

persuasion with the public in purchase decisions. Herman and Chomsky’s Propaganda 

Model (1988), attempts to explain the performance of the media consistently serving 

the interests of corporate and state power and therefore describing a macro theoretical 

position. 
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Their work, although published in 1988, extends conceptually both in historical terms 

back to the work of the academics of the 1960s, most notably the Frankfurt School 

(Section 2.3.7), and theoretically forward with contemporary research into the re-

evaluation of the manufacturing of consent (Mullen, 2009). 

It is only from 2009 that the work of Herman and Chomsky has been examined 

critically, analyzing the work, 20 years after its publication, and interrogating its 

insights into ‘different opinions, policy proposals, worldviews, etc. that the general 

public can choose from’ (Mullen, 2009). This aids the researcher by suggesting that 

the general concept describes a consistent worldview, that the political system in 

which we exist informs our decision process through the control of media. This in 

turn is directed, not by policy, but by financial factors dominated by advertising spend 

and its influence on media and political thought (Chapter 6, Section 6.6.5). 

For example, Mullen (2009) examines the development of radical Marxist thought in 

relation to the understanding of a political system and the manufacturing of consent. 

With the assumption of an unbiased information and media mechanism as a pre-

condition of a democratic society, allowing for a free and clear pool of opinions, ideas 

and views for a public to choose from, and therefore this informed society will elect 

representatives that develop these choices into laws and policies.  

However, the reality is; 

 “ ... an ideological arena in which various class views are fought out, 
although within the context of the dominance of certain classes; ultimate 
control is increasingly concentrated in monopoly capital; media 
professionals, while enjoying the illusion of autonomy, are socialized into 
and internalize the norms of the dominant culture; the media, taken as a 
whole, relate interpretive frameworks consonant with the interests of the 
dominant classes, and media audiences, while sometimes negotiating and 
contesting these frameworks, lack ready access to alternative meaning 
systems that would enable them to reject the definitions offered by the 
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media in favour of consistently oppositional definitions.  
(Gurevitch et al., 1982: 2, cited Mullen, 2008) 

 
 

2.3.5 The Frankfurt School 

The 1960s saw a number of academics, primarily focused in the Frankfurt School, 

reviewing classical Marxist thinking on ideology, considering ‘the ideas of the ruling 

class are in every epoch the ruling ideas’ (Marx and Engels, 1965 [1845], p. 64), and 

developing new concepts that attempted to explore the role of the media in modern 

democratic societies in relation to the application of mass media by media 

professionals. The Frankfurt School (Adorno and Horkheimer, 1972; Marcuse, 1968), 

provided the foundations for the Marxist-radical tradition, effectively bolstering the 

‘mass society’ paradigm that dominated the first phase of mass media effects research 

from the early 1920s to the late 1930s: that of powerful direct media effects and 

passive media audiences (Mullen, 2009).  

There were essentially two key debates: the nature of the relationship between the 

(economic) base and the (socio-political) superstructure, and the question of ‘relative 

autonomy’ (of ideology, the media, the state, etc.). As Mullen (2009) states, ‘the 

workings of these controls are not easy to demonstrate – or to examine empirically. 

The evidence is quite often circumstantial and is derived from the ‘fit’ between the 

ideology implicit in the [media] message and the [economic and political] interests of 

those in control’ (see insights Chapter 6).  
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2.3.6 The Frankfurt School and manufacturing consent  

Motivational behaviour is located as a micro level conceptual position within a 

context of manufacturing consent; therefore manufacturing consent is the ontological 

worldview that controls motivational behaviour within its philosophical paradigm: 

Contextualising and positioning a macro theory that dominates the micro theory in the 

top-down model presented in this chapter. 

The ‘concentration of monopoly capital’ (Herman and Chomsky, 1988), the ‘hidden’ 

dominant ideology in a capitalist / consumerist culture and changes in understanding 

regards to mass media (and in particular the view of Herman and Chomsky, 1988) 

inform the approach to the further concepts, ideas of consent and behaviour within a 

macro to micro theoretical construct.  

Sections 2.4.2 to 2.4.5 move towards describing the supporting literature that informs 

the historical, sociological, psychological and linked emotional controls present in a 

mass society theoretical model as described within the literature.  

Further underpinning the contextualized dominant logic model of manufacturing 

consent in relational, historical works discussed in terms of political theory (Section 

0), practice (Section 2.4.1) and 20th Century sociology (Section 2.3.6), and in general 

terms relating to Chapter 6. The mass media issues and the established dominant 

political domains give further support to the insight into the speculative theoretical 

models of the late 20th Century where further research issues can be identified in the 

form of contextual and situation specific approaches  

(Chapter 3). 

Mullen (2009) and Herman and Chomsky (1988) provide a contextualized dominant 

logic model of a political system, which suggests an informed decision process 



     
	  

	  

38 

through the control of the media (Section 2.3.1) and macro dominant control of the 

consumer (Section 2.6) Although the original, Herman and Chomsky (1988), gives 

supporting data to the theory of general media control (Section 2.3.2), there is a need 

for research into the contextual and focused application of the theory at an emotional 

and therefore ‘actor’ level of insight in the form of the participation of the advertiser / 

sender and consumer in practice (Section 2.2.1). Thereby inquiring into a part of the 

media process that is rarely studied at a personal level in the context of the ‘mass 

society’ (Section 2.4), allowing the researcher to experience the process from the 

point of interface. The researcher needs to witness and experience the point of 

emotional connection of the advertiser / sender to the consumer / receiver in order to 

capture a contextualized insight in the form of data from conversation in situ  

(Chapter 3). 

Mullen (2009) gives manufacturing consent theory an historical context, supporting 

the established dominant concept of manufacturing consent within the scope of the 

research question presented (Chapter 1). The broader scope and further 

contextualization of manufacturing consent theory relates to debates of the Frankfurt 

School (Section 2.3.5) enable the researcher to establish deeper, richer contextual 

connections within the literature supporting the construction of a conceptual model 

(Chapter 3) that supports a macro level mass media control approach.  

Mullen (2009) describes the debate concerning the role of the media in society as ‘the 

primary focus’ in Herman and Chomsky (1988) and in particular the classical Marxist 

thinking in regards to ideology3.  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 In relation to Marxist thought as a linking theme and dominant ideological position in the description 
of mass media and control historically it is opposed to Smith ([1776] 2006) who favours an open 
system (2006), as opposed to a guided market system (Herman and Chomsky, 1988) of capitalist 
control and a controlled political system (Mullen, 2009). 
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Section 2.4.1 outlines the relationship of the conceptual domains as an extension of 

the works of the Frankfurt School and the debate surrounding the inclusion of mass 

media principles in the context of the research issues in Chapter 2. 

Gurevitch et al (1982: 2), suggest, the reality is; ‘an ideological arena in which 

various class views are fought’ where ‘dominant classes in control of a concentrated 

capital have a framework of [mass] media relations that harmonize and retain the 

status quo’ (Mullen, 2009). 

Section 2.3.7 expands the concept of the controlled media system as a part of locating 

the aims and objectives of the thesis in an historical, ontological and epistemological 

context for the tacit understanding of what is generally considered the ‘mass society’, 

the phrasing and shaping of a dominant logic model of understanding of which stems, 

to some extent, from the discussions and theoretical works of the Frankfurt School, 

and earlier in the works of Le Bon (1896), Trotter (1908), Lippmann (1921) and 

Bernays (1928), as discussed in Section 2.4.5, and is relevant as it is useful to locate 

the macro, micro and meso parts of the research and literature in an initial ontological 

monistic universe of understanding of consumers, perceptions of control and ideas of 

the relationships between advertisers and consumers in a ‘mass society’. 

Understanding what we mean by the function of society in an emotional and human 

context is discussed in the next section. 

2.4 Mass Communication – Macro level concepts 

2.4.1 Early developments in practice 

This review initially examined a broad set of interdisciplinary texts. The works of 

Bernays, (1928), Dr. Ernest Dichter (Packard, 1957), and Herman and Chomsky 

(1998); which began to describe a unique pattern of inquiry not assimilated into one 
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research document to date, this was achieved by examining different disciplines that 

have comparable contextual histories (Section 2.7.2). 

In an historical context the American founder of Public Relations, Edward Bernays, 

was in a unique position to gain an insight into the issue of the self and the 

relationship with advertising. Drawing on the works of LeBon (1896); Freud (1920); 

Trotter (1919); and Lippmann (1921); he explored the human psyche in an attempt to 

understand the correlation between our emotions and our attachment to brands, in the 

process developing the term ‘the manufacturing of consent’ (Lippmann’s (1921). 

“Propaganda” (Bernays, 1928) is an early attempt to position an understanding of 

manufacturing consent and the ability to manipulate a message clearly and with 

purpose in order to achieve the outcome desired. Bernays believed that in elite 

dominated society and the ‘herd’ (as described by Trotter (1919)). He therefore 

attempted to manipulate public opinion by indirect influence in order to achieve 

control and the desired result. 

Bernays attempted to manipulate public opinion by indirect influence; 

The conscious and intelligent manipulation of the organized habits and 
opinions of the masses is an important element in democratic society. 
Those who manipulate this unseen mechanism of society constitute an 
invisible government, which is the true ruling power of our country. ...We 
are governed, our minds are molded, our tastes formed, our ideas 
suggested, largely by men we have never heard of. This is a logical result 
of the way in which our democratic society is organized. Vast numbers of 
human beings must cooperate in this manner if they are to live together as 
a smoothly functioning society. 
(Bernays, 1928, p. 37 emphases added). 

	  

Bernays’ (1928) early practical exploration in manipulating public opinion moved 

Lippmann’s (1921) concept of the ‘manufacturing of consent’ into the idea of a more 
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political conceptual position and establishing an idea of the ‘invisible government’ 

(Bernays, 1928) as described in Section 2.4.2. 

 

2.4.2 The engineering of consent and the ‘invisible government’ 

Although Bernays was a consummate self-promoter (1965), his ideology and methods 

were obscured to protect his commercial interests. Much of the understanding of his 

work is described by events and his relationships with others rather than his own 

analysis. In support of his idea of the ‘invisible government’ (Bernays, 1928) it is 

perhaps more easily described in relation to the business interests he had that in turn 

informed government action. This supports the concept of the media elite in 

manufacturing consent and gives us an evidenced and historical series of events to 

support the ideas that form the basis for research. 

As an example, beginning in the early 1920s, entrepreneurs well known to Bernays 

began to develop a series of chains of department stores throughout America. John 

(Nelson) Wanamaker (1838 – 1922), John Davison Rockefeller (1839 – 1937) and 

Edward Albert Filene (1860 – 1937) knew of Bernays and his work in manipulating 

public opinion through their inter-personal connections (Rockefeller, for example, 

was a friend of Thomas Edison (1847 –1931), another Bernays client). Bernays was 

tasked with developing interest in these stores and as a result developed a new type of 

customer relationship with the brand. A customer that had become desirous of 

products through the manipulation of their ‘wants’ rather than of the drive to purchase 

based on necessity.  

He organised fashion shows at the stores and paid celebrities to repeat the required 

message, in this instance the need for personal expression through purchase1,  
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At the same time Bernays was employed by the newspaper magnate William 

Randolph Hearst (1863 – 1951) to promote his new series of women’s magazines, 

which Bernays did by placing advertisements that linked products made by other 

clients of his to famous films stars of the time, like Clara Bow (1905 – 1965), another 

of his clients. In effect Bernays developed a form of integrated marketing strategy, a 

strategy that was hidden, discreet and intangible to most, but financially advantageous 

to Bernays and his clients (1965). 

It is from this original work that we have a clear line through 20th Century work on 

the subject and an understanding of the heritage of manufacturing consent research. 

Bernays was primarily concerned with “consumption engineering”, examples of 

which are referenced in the television documentary The Century of the Self (Curtis, 

2002) and extended in his post war work: 

“The engineering of consent  is the very essence of the democratic 
process, the freedom to persuade and suggest.” (Bernays, 1947).   

 
It should be noted here that the definitions of propaganda and advertising are closely 

aligned, however propaganda can be seen as a form of mass communication that is 

aimed at influencing the attitude of a community toward some cause or position. 

Whereas advertising is a form of mass communication intended to persuade an 

audience (viewers, readers or listeners) to purchase or take some action upon 

products, ideals, or services. The two are separated by the questions that surround the 

ideas of persuasion and influence that are central to our understanding of how the 

consumer demonstrates choice. Bernays is critical in this understanding as he was the 

first to experience the direct results of propaganda and the manufacturing of consent 

in war and peacetime with demonstrable outcomes. 

Although common in later marketing, it was Bernays’ development of the techniques 
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of mass consumer persuasion that positioned the consumer at the centre of the 

(controlled) experience (Bernays, 1965). This demonstrates a clear line through 20th 

Century work on the subject and an understanding of the heritage of manufacturing 

consent research. 

The mass media (Section 2.4), the manufacturing of consent (Section 2.3.1),  

ideas of invisible government and the engineering of consent (Section 2.4.2) were 

developed and put forward as concepts throughout the 20th Century. Section 2.4.3 

explores the research issues surrounding these positions, giving the researcher the 

context to explore the gaps in the research in relation to manufacturing consent and 

the micro theoretical position of motivational behaviour. 
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2.4.3 Manufacturing consent research issues 

	  

Figure 2.1: Local level manufacturing consent  
theoretical diagram 

	  

Figure 2.1 describes and positions the manufacturing consent level theoretical debate 

in context of the emerging conceptual model within which the research issues are 

identified locally within the discrete domains and within relation to the conceptual 

model as a whole (Chapter 3) and literature discussed in Chapter 2. 

To summarise, the research issues described thus far have outlined, 

• Political indoctrination as an abstract conceptual model (Section 2.3.4, 

Herman and Chomsky (1988)) see Table 2.1 

• The construction of a general conceptual model described by Herman and 

Chomsky (1988), discussed by Mullen et al (2009). 

• Some practical insights from Bernays (1965) shared in the public domain. 

There is little empirical data available or supporting theory that offers complete data 

sets except, for example, Milgram (1963), Haney et al (1973a, 1973b) and Zimbardo 

(1971) in the more abstract sense of the manufacturing of consent that are outside the 

scope of a constructed, contextual, situation specific approach (Chapter 3). Like many 
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others in the field of communication theory (Shannon and Weaver (1949), Berlo 

(1960), Schramm (1954) and Barnlund (1970)) gravitate to a more social scientific 

methodological locus that positions the researcher away from the embedded 

experience and therefore forces a rationale that is both at a remove and distant from 

the needs of the empirical research as focused in the research question, aims and 

objectives (Chapter 1, Sections 1.2 and 1.3) described thus far (Littlejohn and Foss, 

2010). Where experiments described in behaviour are outside the consumer behaviour 

‘universe’ (Chapter 3) within the research aims and objectives (Chapter 1, Section 

1.3). For example, Shannon (2001) and Fano (1961) suggest empirical and social 

scientific research outcomes by description and design in an historical context that are 

useful in their insights within the contexts they suggest. 

The need for a phenomenological study specifically in context of the advertiser / 

sender can be drawn from the discussion in order to develop data sets that allow an 

exploration of the emotional and personal approach to the outlined theories of 

manufacturing consent. This suggests that empirical research at the emotional and 

personal level would further the discussion and extend the knowledge of the process 

in context and in relation to a micro level receiving theoretical construct drawn from 

the literature.  
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2.4.4 Summary table of key manufacturing consent macro level themes 

(Macro) advertiser / sender 

Manufacturing consent  
Macro theory categorisation 
(abbreviations by the author) 

Conceptual Position 

MC1 The size, concentrated ownership, owner wealth 
and profit orientation of the dominant mass 
media firms 

MC2 Advertising as the primary income source of the 
mass media 

MC3 The reliance of the media on information 
provided by governments, business and ‘experts’ 
funded and approved by these primary sources 
and agents of power; 

MC4 ‘Flak’ as a means of disciplining the media 

MC5 ‘Anti-us [originally anti-communist in the 
original work and ‘has evolved with the collapse 
of the Soviet bloc… and has morphed into an 
array of substitutes’ (Herman, 2009 p.12)] as a 
national religion and control mechanism. 

Table 2.1: Focus of macro theoretical position  
(Herman and Chomsky, 1988) 

	  
 

2.4.5 Early convergent theories in manufacturing consent  
(Le Bon (1896) to Bernays (1928)) 

In an historical sense, the work of Herman and Chomsky (1988) is embedded in the 

earlier work of Freud (1920), Bernays (1928), Le Bon (1896), Trotter (1919) and 

Lippmann (1921). Forming theoretical relational partnerships, the ‘mass society’ 

consumerism principles of the Frankfurt School (Section 2.3.7) and representing 

contemporary research issues at the locus, and therefore meso level of the macro to 

micro discussion positions in Sections 2.8 and 2.9 

Freud’s ‘A general introduction to psychoanalysis’ (1920) was used as a basis for the 

development of what was initially described as ‘propaganda’ by Bernays (1928) but 
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was subsequently repositioned as ‘public relations’ or ‘P.R.’ after World War Two 

(Bernays, 1965). Bernays, in turn, adopted some of the concepts of psychoanalysis (in 

terms of individual behaviour and the systemization of human behaviour patterns put 

forward by Freud (1920), along with the ideas of crowd psychology in relation to herd 

instincts proposed by Le Bon (1896) and extended by Trotter (1908).  

Bernays proposes that the individual will instinctively subjugate to the group and 

allows ‘the herd to act as a single creature whose power is greatly in excess of the 

sum of the powers of its individual members’ (Trotter, 1921, p. 159). 

In addition, Lazarsfeld’s (1935) examination of individual decision-making processes 

and the influence on this by the mass media in terms of coding personal recall support 

this parallel moment in history (Tadajewski, 2006). 

In an historical context, Edward Bernays (1965), the American founder of public 

relations, was in a unique position to gain an insight into the issue of the self and the 

relationship with advertising at a macro level.  

Drawing on the works of Le Bon (1896), Freud (1920), Trotter (1919), and Lippmann 

(1921), he explored the human psyche in an attempt to understand the correlation 

between emotions and control in commercial terms, in the process developing the 

term ‘the manufacturing of consent’ (Section 2.3.1) as a dominant conceptual 

position. 

Section 2.3.1 gives a brief historical context to the Herman and Chomsky (1988) 

conceptual model in relation to the developing ideas of sociology in the 20th Century. 

Section 2.6 goes on to position Bernays (1928) politically to further support the 

development of the manufacturing consent model and conceptual model within which 

the research issues in Chapter 3 can be identified. 
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2.4.6 Advertising: Descriptions and Positions / Advertiser / Sender –  
A descriptor 

In his overview of communication, Consumer Behaviour, Chisnall (1985) focuses on 

the theoretical models of Advertising as opposed to the mechanical process (an area 

outside the scope of the current research). 

The differing hierarchical approaches to the idea of advertising vary in regards to the 

terminology and conceptual stages undertaken. Chisnall (1985) argues that the 

common themes dictate a sequential process. 

For example, Starch (1923) views the role of advertising as: 

Must be seen 
Must be read 
Must be believed 
Must be remembered 
Must be acted upon 

In relation to this concerning the ‘behaviour of advertising’ Starch states; 

1. ‘Advertising calls attention to and informs people about products and 
services via mass-communication media’. 
2. Functionally, ‘advertising establishes a favourable or preferential 
association link between a need and a brand name, so that when the need 
arises the name will come to mind with a favourable or preferential image 
established through repeat advertising and through satisfactory use 
performance of the product itself’. 
3. ‘Hence, advertising leads to buying action because of the existing 
preferential image, the attention-directing and remind process, and the 
persuasive-activating power of the message’ 

He goes on to identify ‘two set forces’ that are constants in the effectuation of 

adverting; 

1. One set tends to weaken the associative links the process of forgetting or 
fading of memory. In addition the competitors ‘counter-advertising’ strategies 
affect the process. 
2. The strengthening of associative links through repetitive advertising and 
purchase with a positive outcome. 

 
Chisnall goes on to examine the Dutka, Solomon and Colley (1995) DAGMAR flow-

model (Defining Advertising (for) Measured Advertising Results). With the idea that 
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‘commercial communications’ have the objective of sales after carrying the consumer 

through four levels of understanding: 

1. (From Unawareness to) Awareness 
2. Comprehension 
3. Conviction 
4. Action 

Colley’s view is somewhat pedestrian in a view of the movement of the consumer 

through the advertising ‘space’ and viewed advertising as a commination device and 

his model as “applied common sense’. A lack of an empirical model in this, and most 

other instances, is of great interest to the author. Many, if not all, the models 

described and often undertaken as ‘known’ process are conceptual in the broadest 

sense with little or no research underpinning them. In the current research, and as will 

be described later, one of the cases (Chapter 4, Case 16) gives an opinion of a process 

which remains intriguing but currently without foundation. It is hoped that future 

research will be able to interrogate these ideas more fully. 

Other models, Maddux and Rogers (1983), Lavidge and Steiner (1961) describe 

similar models on an empirical basis firmly positioned in a quantative data collection 

strategy that is a poor fit in relation to an emotional response to the process. The 

inclination towards sequential or hierarchical approaches to advertising influence (and 

an understanding of the process) fails to address the need for an insight into the 

reciprocal relationship between attitudes and behaviour due to the over reliance on 

recall and recognition techniques used in the methodologies undertaken in most, if not 

all, research on this subject to date. Of interest here is the ‘framing’ that Chisnall 

(1985) attempts in trying to understand the internal process undertaken by the 

Advertiser (Sender) and Consumer (Receiver) as it reveals that all are concerned with 

the specific tension between the Macro and Micro levels of process in the transaction 

of understanding in relation to consumer behaviour. 



     
	  

	  

50 

Criticisms of the process models illustrated are helpful in gaining a further insight into 

the inadequacies and needs of further understanding in a definition of advertising 

insomuch as the passive acceptance of the model by all (Consumer and advertiser 

alike) is regressive and perhaps stagnant in terms of development of theory and 

practice. Palda (1966) regarded these hierarchies as ‘sketchy views of the internal 

psychological process the typical consumer is supposed to go through on his way 

from the perception of an ad to purchase’. 

Festinger (1962), Fishbein and Ajzen (1975), Goodhardt et al (1984) and others have 

all stressed that the link between the factors involved are by no means understood 

(Chisnall 1985). Foxall and Haskins (1986) rejected the causality of process and 

moved towards the position that ‘research should start by acknowledging that people 

respond to advertising, not that consumers are subject to it’. 

 

2.5 Macro to micro level literature 

2.5.1 Macro to micro 

Moving forward in terms of the historical and theoretical contest of the macro to 

micro relationships within the literature, it is of some importance to examine the 

move from the discussion of the macro and the need to explore how the intellectual 

and physical ‘exodus’ from Europe post WW2 translated into a natural divergence in 

focus in theory (Figure 2.2). With Bernays engaged in the exploration of mass 

communication at the macro level of behavioural practice, and Dichter embedded in 

the micro and motivational behaviour approach to the personal experience of the 

consumer as participant. 
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2.5.2 Conceptual relationship between macro and micro:  
Physical and ontological exodus 

A confluence of ideas and people came together in 1950s America to move 

motivation research to the fore. The exodus of academics from Vienna into US 

culture placed a greater emphasis on motivation at an individual level, with the 

inclusion of an examination of the structural environment.  

Freud’s ‘A general introduction to psychoanalysis’ (1920) was used as a basis for the 

development of what was initially described as “Propaganda” (1928) but was 

subsequently repositioned as ‘Public Relations’ or ‘P.R.’ after Word War Two by 

Bernays (the nephew of Freud). It is of interest to note that Bernays’ entrepreneurial 

spirit was a driving force in this success, having realized the commercial potential of 

‘EXODUS’	  

	  

Manufacturing	  
consent	  

BERNAYS	  

AUSTRIA	  

	  

Motivational	  
behaviour	  

DICHTER	  

Figure 2.2 
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Freud’s work after receiving a German language inspection copy of the ‘A general 

introduction to psychoanalysis’ directly from his Uncle. Bernays in turn adopted some 

of the concepts of psychoanalysis (in terms of individual behaviour and the 

systemization of human behaviour patterns put forward by Freud) along with the 

ideas of crowd psychology in relation to herd instincts proposed by Le Bon (1896) 

and extended by Trotter (1908). Proposing that the individual will instinctively 

subjugate to the group and allows ‘the herd to act as a single creature whose power is 

greatly in excess of the sum of the powers of its individual members’  

(Trotter, 1916, p.159). 

The political and intellectual migration due to mainland European upheaval led to 

Viennese psychologists taking their studies out of the University system and injecting 

them directly into the commercial body of American consumerist society. This 

society already primed politically by Bernays at the macro level of research; whose 

work, for example, with Hoover and New York / Washington based corporate 

American entrepreneurs (including Orville Wright, John P. Rockefeller, Jr. and Henry 

Ford) all meeting at the Edison Institute of Technology, 1929 (Argenti and Forman 

2002); were defining the approach and establishing the ground-work for 

manufacturing consent in the early 20th century.4 This shared history positioned 

manufacturing consent and motivational behaviour in American research and its’ 

social world. 

In particular, the work of Lazarsfeld (1935) and Dichter (1947) came together into the 

formation of the discipline (primarily under Dichter) as ‘motivational research’ at the 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
4 In contrast to Goebbels and his second in command, Eugen Hadamovsky, who’s book Propaganda 
and National Power (1972) is the only book-length Nazi treatment of the general principles of 
Propaganda, an exploration of the imposition of ‘Big Lie’ strategies as opposed to advertising eliciting 
a more subtle response from the subject (in this case the consumer) – the point where two distinct and 
very different ideologies parted company. 
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micro level. As Lazarsfeld’s (1935) examination of individual decision-making 

processes and the influence on this by mass media in terms of coding personal recall 

support this parallel approach to motivational research in terms of a development of 

research in behaviour. 

2.6 Micro level literature 

2.6.1 The Motivation researchers 

Once established in America, the key concerns of understanding the motives for 

buying and consuming behaviours continued in earnest. Motivational Researchers 

adoption of an eclectic array of conceptual tools gave motivational behaviour a 

complex rather than complicated approach; Dichter himself recognized this (Dichter, 

1979, p. 92).  

‘I have often been accused of being a Freudian. I don’t see quite why this 
should be an accusation rather than a compliment. In reality I am not; I am 
much more of an eclectic. By popular opinion Freud is always associated 
with sex’ (Dichter, 1979, p. 92).  
 

 (Whilst this leaves the researcher in a sometimes-unenviable position with regards to 

the strict ‘rules of engagement’ in modern research discipline, it can be supported 

with recent developments in the understanding of interdisciplinary thinking. As a 

discourse, if not in the terms of methodology, ‘why’ questions in regards to 

motivational behaviour and manufacturing consent are still the primary focus). 

Academic interest in complex ‘why’ questions in the US grew alongside post war 

‘modernist’ approaches in architecture, film and music as a result of the large cultural 

changes bestowed upon the continent.  

Again, it is possible to suggest that Dichter was more eclectic in his approach and was 

therefore able to work within a more complex blend of methods. What Dichter’s 
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remarks serve to forewarn here is the complex constellation of epistemic values that 

underpin motivation research. As Britt saw the task, ‘It is not enough to know that 

young women use more hand lotions than older women. The point is to find out why 

people have these preferences’ (1958, p. 669; emphasis in original).  

 

2.6.2 The consumer is King / Dollar ballots 

As Earls states: 

‘Mass behavior is inherently complex because it is based on the interaction of 
individual agents’ (Earls, 2007). 
 

Since the actual behaviour of consumers was believed to be the key to greater 

organizational prosperity, motivation researchers (primarily) adopted a research 

strategy that bore a resemblance to ‘cultural anthropology’, 

‘The consumer is king today. Our nation has moved from an era of 
scarcity to an era of plenty, and this makes the role of the consumer more 
important than ever. Because of his “dollar ballots” the consumer will  
continue to be king. Everyday he casts his ballots at the cash registers’ 
(Britt, 1960, p. 36). 
 

Not only does Britt centralize the consumer in the experience, and therefore align the 

process more closely with modern marketing philosophy, this position supports the 

motivational behaviour as a signpost that recognizes the flow of commodities in a 

society at the micro level of behaviour. 
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As stated in Tadajewski (2006):  
 
“What this meant in practice was that the major axiological tenant 
underpinning this form of consumer research was that ‘the day-to-day 
behavior of twentieth century man – even when he lives in Brooklyn, on 
the outskirts of Paris, or in the south of Italy – is as worthy of study as the 
Samoans or the Trobrianders’ (Dichter, 1971: 2). No more were 
consumers seen to be ‘nice, [and] rational’, as this could only lead to 
disappointment ‘when we meet the walking and talking master mold’ 
(Dichter, 1979, p. 113).  
 

Dichter's “Smoking” observation best illustrates how micro theory and practice began 

to inform one another: 

Observing human behavior [at the micro level] in this fashion became a 
hobby and a scientific discovery trip for me. Why did people smoke? 
Obviously not just because of the addiction to nicotine, but for many other 
reasons, too. Tightening your lips around a cigarette gives you a feeling of 
security . . . Therefore, cigarette smoking was a way of combating stress. 
(Dichter, 1979, p. 42)5 
 

 It is interesting to note that this observation follows on from a more dramatic 

observation carried out by Bernays. When his now classic ‘torches of freedom’ 

headline instigated a change in women’s attitudes smoking is in the USA. This 

culminated in a 70% increase in the purchase of cigarettes by women (BBC, 2002).6 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
5 ‘Considering myself an anthropologist, I decided to use film clippings, Getch [Dichter’s employer] 
gave me a couple of hundred dollars and I went out and became a roving photographic reporter. I still 
have the film. I went to Rockefeller Plaza and photographed people in a candid camera fashion while 
they were ice-skating and smoking at the same time. Some people warmed their hands on the cigarette, 
which they held in inverted fashion. Another type smoked and chewed gum at the same time. Some 
Western Union boys whom I caught in the act were lighting each other’s cigarettes in a secretive 
fashion while goofing off and standing behind the corner’, Dichter (1971, p. 42) 
 
6 In the 1920s, working for the American Tobacco Company, he sent a group of young models to 
march in the New York City parade. He then told the press that a group of women's rights marchers 
would light "Torches of Freedom". On his signal, the models lit Lucky Strike cigarettes in front of the 
eager photographers. The New York Times (1 April 1929) printed: "Group of Girls Puff at Cigarettes 
as a Gesture of 'Freedom'". Bernays (1965) 
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Although Dichter takes much of the credit for motivational research, we are again 

reminded of the parallel processes and complexity that can occur throughout the 

history of both the macro and micro levels of consumer behaviour. 

 

2.6.3 Axiological nuances 

It is the complex interplay between the individual, group and society and the 

axiological nuances therein than allow for an interpretive method to be pursued. 

Although Dichter rejected a unified micro level theory, it was proposed that through 

interview it is possible to predict what consumers will do in a specific situation. A key 

aspect of this technique was to interview and then seek “patterns” of basic underlying 

motivation to discover an emergent theory: 

… what we have is a really thorough understanding of a basic 
motivational pattern among enough people to indicate that the pattern is 
significant and lends itself to practical applications. In finding that 80 
mothers out of 100 reveal, in multiple waves and multiple tests, when 
talking about food for their babies that they are as concerned about their 
own convenience as the nutritional value of the food, we have a finding 
valid enough to permit any practitioner in advertising or public relations 
to take advantage of it and act accordingly. (Dichter, 1955, p. 32) 
 

In effect this predates Glazer and Strauss’ Grounded Theory (1967) methodology  

of codes, concepts, categories and then the creation of theory and predicating 

outcomes with the interviewer and interviewee as co-creators of knowledge and 

value, by 12 years. Human behaviour is influenced “by instinctive responses and 

social norms, or cultural values” (Dichter, 1960, p. 80). Consumers were being 

perceived as less ‘rational information processors’ (Tadajewski, 2006) subjects of 

environmental complexity; engaging in sub-optimal behaviours. Crucially, “what 

Szmigin and Foxall (2000) equate with a mid-point between the determinism of 

positivist research and the voluntaristic perspective of interpretivism because it serves 
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a useful purpose in enabling them to negotiate the complexity of everyday life”. 

(Tadajewski, 2006). 

Or more simply put by Dichter himself,  

“Where research seeks to ask a ‘why’ question (in contrast to the ‘what’ 
questions asked by conventional researchers), what they are asking for is 
an ‘interpretation of human behavior…We want to find out what 
motivated, what moved, what influenced these people to do what they did’ 
(Dichter, 1978, p. 54).  
 

This gave rise to the use of indirect questioning techniques. It is perhaps important to 

highlight the correlation between Dichter's process, Glaser & Strauss (1967) later 

Grounded Theory and the ontological position of the manufacturing of consent. 

Tadajewski states, “In a reflection on the process of ontological co-creation Dichter 

proffers what appears to be an ontological position more in line with social 

constructionism than logical empiricism.” (Tadajewski, 2006). Whereas the 

researcher can extend this positioning in relation to social constructionism more 

closely with the alignment to the methodology of grounded theory which ties the 

works of Dichter to an “ontologically relativist and epistemologically subjectivist, 

constructivist state” (Mills, Bonner, Francis, 2006) and micro level of behavior. 

Allowing the researcher to explore the interview process as a co-creator of knowledge 

and value, as Tadajewski states, ‘It is the spender, the consumer, who is consequently 

a central participant in the ontological creation of the consumerist society that Dichter 

(1960, 1971) applauded and Packard (1960) lamented’ (Tadajewski, 2006). 

This questioning of the process of purchase was challenging the perception of 

quantative data. Dichter’s drive and focus pushed motivational behaviour to the fore 

lambasting American research approaches as ‘outmoded and inefficient methods to 

determine and understand consumer motivations’ (Dichter, 1947, p. 432).  
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For example Converse et al., 1958 states: 
 

A consumer buys food because her children like it or because it is low in 
calories. Usually she is willing to give the reasons for such purchases. A 
middle-income family buys an expensive car because they want to outdo 
the next-door neighbors. Often they will not disclose the real reason but 
will say they bought the car because it is heavier and rides easier… We 
often do not know the real reason for many of our actions. Why do we 
trade at one store rather than another? (Converse et al., 1958, p. 535) 
 

The next stage in the progression of understanding and insight was driven by the need 

to study the complex demands of value. 

2.7 Micro to macro level literature 

2.7.1 Micro to macro connections 

As a part of the description and interpretation of the literature it is useful to view the 

relationship between macro < meso < micro in order to ensure that the research 

methodology and design in Chapter 3 is built on a robust foundation. 
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Figure 2.3	  
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2.7.2 Lineage / linkages between manufacturing consent and motivational 
behaviour 

The ‘Higher Education for Business’ report (Gordon and Howell, 1959), and ‘The 

education of American businessmen: A study of university-college programs in 

business administration’ (Pierson, 1959), better known as the Ford and Carnegie 

reports reoriented and corrupted the lineage of methods in motivational behaviour. 

This is reflected in works by Nicosia (1966) as quantative research became associated 

with ‘high risk’ strategies. 

A key indicator of change occurs when the Ford and Carnegie reports were released 

(Gordon and Howell, 1959; Pierson, 1959), along with the institutional support in 

industrial commercial business demands. 

“…the Gordon and Howell report was part of a larger institutional move 
by the Ford Foundation – as the most important financial contributor to 
marketing at the time (Bartels, 1988) – to avoid the criticism that a 
number of House of Un-American Committees and their McCarthyite 
political pressures had leveled at the Foundation. Commensurate with 
these pressures, the Ford Foundation engaged in a deliberately cautious 
philanthropic strategy, whereby they funded the reorientation of 
marketing theory towards logical empiricism and quantitative methods 
because business-related subjects and quantitative methods were 
politically neutral.” (Tadajewski, 2006) 

 
McCarthyism and Ford foundation sponsorship saw researchers unable, or unwilling, 

to explore theoretical issues that were considered contentious (although we do not 

have such clear influences on research issues in the 21st century, it could be argued 

that the USA Patriot Act (McCarthy, 2002) and related international legislation 

mirrors this approach. These acts and attitudes again reflect the key manufacturing 

consent, culminating in the support of marginalization of research position Herman 

and Chomsky’s view. 

Thus supporting Herman and Chomsky’s statement that, 
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We are outsiders to the discipline and have brought a new and radical 
critique of the mainstream media into the arena. This causes resentment 
from some members of the media-analysis establishment at our turf 
encroachment, and even more resentment at the implication of the media’s 
systematic propaganda service and non-reformability within current 
institutional structures. 

(Interview with Herman and Chomsky. Mullen, 2008) 
 

This is apparent in the late-1960s work of Nicosia (1966), whose otherwise qualitative 

approach in the early part of his work, involves more statistical and logical 

empiricism processes later, which inhibits a clear insight into the subject in the later 

half of the research. 

The work presents a general model of the consumer decision process based on the 

complex coding of purchasing, motivation, attitude, communication and time 

(Nicosia, 1966), what follows is a lengthy and abstract mathematical reasoning in the 

tradition of Lazarsfeld. That is to say it is largely empirical and defined by 

observation. This is a detailed work that, along with the work of Lazarsfeld, has its 

focus on observation rather than the exploration of meaning, and ultimately has to 

conclude, 

A second group of problems arises because we cannot understand a 
consumer’s decision to purchase a certain brand if we study it in isolation 
from consumptional and other decisions in an individual’s life. 
(Nicosia, 1966) 

 
Observational research by definition stopped at the exterior objectification of 

motivation, pre-coding replaced co-creation and insight until Glaser and Strauss 

(1967) began to develop their methodologies that would evolve, mature and connect 

with others over the following decades. 



     
	  

	  

61 

The change in focus of motivational behaviour research created a composite of the 

two, quantitative early-situated research blended with experimental, quantitative 

survey work (Demby, 1974). Giving rise to the term ‘psychographics’7 

Methodologically, it differs from the approach of motivational behaviour research and 

grounded theory as it uses ‘Precoding [that] makes the data amenable to complex 

multivariate statistical analysis’ (Wells, 1975, p. 197). 

 

2.7.3 Extended theory: From psychographics to experiential consumer 
research 

Holbrook and Hirschman’s (1982) key examination of psychographics stressed the 

need for the central inclusion of the experimental. That is ‘phenomenological in spirit 

[regarding]… consumption as a primarily subjective state of consciousness with a 

variety of symbolic meanings, hedonic responses, and esthetic criteria’ (Holbrook and 

Hirschman, 1982, p. 132). 

As a journey we can see a sequential development of philosophical constructs,  

a linear heritage of consumer behaviour research; the core values of this interpretive 

approach being the experimental, social, cultural and environmental aspects of 

consumer behaviour. Holbrook and Hirschman, 1982 and Tadajewski, 2006 

acknowledge Dichter but both tacitly accept structured projective techniques; 

In its treatment of cognitive phenomena, particularly material of a 
subconscious nature, the experiential view borders somewhat on 
motivation research (e.g. Dichter, 1960). However, there are two 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
7 In the field of marketing, demographics, opinion research, and social research in general, 
psychographic variables are any attributes relating to personality, values, attitudes, interests, or 
lifestyles. They are also called IAO variables (for Interests, Activities, and Opinions). They can be 
contrasted with demographic variables (such as age and gender), behavioral variables (such as usage 
rate or loyalty), and firmographic variables (such as industry, seniority and functional area). 

When a relatively complete profile of a person or group's psychographic make-up is constructed, this is 
called a "psychographic profile". Psychographic profiles are used in market segmentation as well as in 
advertising. 
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methodological differences. First we believe that much relevant fantasy 
life and many key symbolic meanings lie just below the threshold of 
consciousness – that is, that they are subconscious or preconscious as 
opposed to unconscious – and that they can be retrieved and reported if 
sufficiently indirect methods are used to overcome sensitivity barriers. 
Second we advocate the use of structured projective techniques that 
employ quantitative questionnaire items applicable to samples large 
enough to permit statistical testing. (Holbrook and Hirschman, 1982, p. 
136) 
 

As Holbrook concluded, 

I believe that the insights drawn from psychoanalytic interpretation can 
provide rich supplementary explications of the material uncovered by 
naturalistic inquiry. Through photographs, videotapes, depth interviews, 
and other field methods, naturalistic inquiry can reveal important themes 
that permeate consumption experiences. However, the full explication of 
these themes may require the use of approaches that move beyond the 
relatively surface level of meaning accessible to the ethnographer to 
explore the psychoanalytic interpretation of consumption. (Holbrook, 
1988, p. 541) 
 

In summary, it can be viewed that it is here the history of Consumer Behaviour 

research ends and begins. Where examining manufacture consent and motivational 

behaviour research combined move interpretive consumer research into gaining a 

fresh insight in regards to emergent micro level theory. 

 

2.7.4 Micro theory: motivational behaviour: migration of theory (historically, 
conceptually and in relation to the macro theory of manufacturing 
consent) 

As the macro, and therefore micro theory, describes a contextualization, it is 

necessary to locate the research question historically, moving towards a discussion of 

the contemporary micro theoretical issues and leading onto a discussion of meso 

theory in context (Section 2.7). 

As Tadajewski (2006) states, a confluence of ideas and people came together in 1950s 

America to move motivation research to the fore. The integration of academics from 
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Vienna into US culture placed a greater emphasis on the research into motivation at 

an individual level, with the inclusion of an examination of the structural environment 

(Tadajewski, 2006). In particular, the work of Dichter (1947) converged into the 

formation of the discipline as motivational behaviour research.  

The political exodus from Vienna (including Freud to London in 1936 and Dichter to 

the USA in 1945) with Bernays already established in the USA, added to the 

influence of Lazarsfeld’s (1935) formative work in the 1930s and culminated in the 

acceptance of consumer research as the ‘new’ and progressive approach to a new and 

demanding area of post war consumerism (Tadajewski, 2006).  

The political and intellectual migration due to mainland European upheaval led to 

Viennese psychologists taking their studies out of the university system and injecting 

them directly into the commercial body of American consumerist society  

(Tadajewski, 2006). After transferring into the American post-war culture, it was 

Dichter who was well positioned in relation to the emerging work on motivational 

behaviour – one of the key immigrants with fitting credentials in a country poised to 

become the largest consumer environment in the 20th Century (Tadajewski, 2006). 

Historically, post WW2 prosperity and the increase in the availability of consumer 

goods changed the economic landscape in which the purchaser functions (Tadajewski, 

2006). This change (Dichter, 1964; Packard, 1960) resulted in the (radicalist) Marxist 

view of commodity value being questioned (Mullen, 2009). For example, by the 

‘Rapidly changing market patterns… requiring marketing decisions to be made ever 

more quickly’ (Green, 1952, p. 30). 

As a result there was: 
 

‘This increasing concern among marketing and advertising professionals 
that they were losing contact with the marketplace that encouraged them 
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to turn to the methods developed in the social and behavioural sciences as 
a means to understand consumer needs, wants, desires and fears. In 
particular, advertisers and marketing managers highly prized the insights 
available from sociologists, psychologists and psychoanalysts who could 
provide ideas on conscious and unconscious human motivations. 
Information that was especially sought after, in particular, related to ‘the 
unconscious or hidden ideas, associations or attitudes of the consumer in 
connection with . . . [a] particular product’.  
(Weiss and Green, 1951, p. 36). 
 

Business began to resolve the disconnect with scholarly work being produced by the 

motivational behaviour researchers as a result of commercial expediency 

(Tadajewski, 2006). Markets were saturated; manufacturing of goods was consistent 

and over production had resulted in a need to gain a competitive advantage in the 

consumer marketplace (Tadajewski, 2006). The more a client understood the 

consumer at the micro level, the more leverage in terms of advertising and integrated 

marketing communications was assumed to be assured. 

 

2.7.5 Methodological assumptions in behavioural research / motivational 
behaviour research histories 

As key indicators of the change in research historically, the paradigm shift occurred 

with the movement of academics due to WW2 so the focus of theoretical development 

migrated in part to the USA. 

Ellsberg (1954) and Dichter (1949) pushed motivational behaviour forward in a 

presentation of original and novel methods of collecting data based on early 20th 

Century models. 

Ellsberg (1954) suggested that companies employ behavioural researchers in order to 

augment the development of products and strategies. This included a partial 

acceptance of psychoanalysis, but without the inclusion of the examination of certain 

aspects of neuroses (Tadajewski, 2006).  
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Dichter’s focus was more toward the examination of investigation of the psyche in an 

extended ‘depth interview’ (Britt, 1950).  

‘Discussing the depth interview towards the end of his life, Dichter again 
reminds us how distinct motivation research remains from psychoanalysis 
– ‘it isn’t really putting somebody on the couch… It’s very simple. We 
don’t tell our interviewer what we are interested in, just as the physician 
does not tell the lab assistant that he suspects that the patient has liver 
disease’ (Bartos, 1986).  

 
And thus, supporting the methodology in regard to the current research that gives a 

contemporaneous reflection on this process,  

‘Here the emphasis is on the analysis of the subjective accounts that are 
generated by researcher immersion in the consumption history of the 
individuals sampled, with importance placed on letting the emergent  
 
nature of the phenomena reveal its characteristics to the researcher’.  
(Tadajewski, 2006). 

	  
Subjectivity, researcher immersion and a focus on micro level consumer behaviour set 

the scene for motivational behaviour during the 20th Century and subsequently for the 

methodology chosen in regards to the current research herein, developed and 

described in Chapter 3. 

 

2.7.6 Motivational behaviour opposition and connections 

Motivational behaviour research practice met with strong opposition (Tadajewski, 

2006), an opposition that remained strong well into the late 1960s, with the Glaser 

and Strauss (1967) methodology being a breakthrough in terms of contextual theory. 

It is of interest to the research in reflecting the gap in empirical research from the later 

part of the 20th century to the present, where much of the research dialogue has 

remained a theoretical discussion as opposed to active applied research (Chapter 2). 

The opposition to motivational behaviour (and subsequent developments in consumer 
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behaviour research theory (Section 2.2.7)) was targeted around the ‘depth interview’ 

with a view of the process as not having any ‘more depth than the ‘depth’ of any 

conversation with friends, journalists, lawyers’ (Politz, 1956–1957,p. 670 cited 

Tadajewski, 2006). Motivational behaviour was being presented by some as a ‘hodge-

podge of jabberwocky, or the line of a glib psycho-salesman bent on selling fifty 

‘depth’ interviews for $50,000’ (Scriven, 1958, p.65 cited in Tadajewski, 2006). 

Although in the defense of these ‘attacks’ the motivational behaviour community was 

reticent to debate the process at the time (Packard, 1958) 8. These well-documented 

positivist criticisms demonstrate that throughout the 1950s, professionals were not 

enamoured of motivational research. Rothwell, 1955; Westfall et al., 1957; Williams, 

1957 continued this line in the Journal of Marketing. Rothwell, in particular, 

dismissing motivational behaviour as a ‘mere parlor game’ (Rothwell, 1955 cited 

Tadajewski, 2006). 

Misrepresentation continued well into the next decade, with often surprising results. 

Theodor Adorno of the Frankfurt School, sometimes praising motivational research, 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
8 On one side, we have Ernest Dichter, the President of the Institute for Research in Mass Motivations, 
Incorporated and the largest purveyor of motivation research in the world (Dichter, 1979). And on the 
other, Alfred Politz, the President of Alfred Politz Research Incorporated, an organization dedicated to 
survey research, accompanied by a heavy emphasis on quantitative, statistical analysis which aimed to 
produce ‘predicts of the causal type’ (Politz and Deming, 1953: 1; compare with Packard, 1960: 139). 
Again, a familiar pattern of animosity and criticism is evident between authors associated with the 
Institute for Research in Mass Motivations (e.g. Henry, 1958; Vicary, 1951) and those affiliated with 
Alfred Politz Research (e.g. Politz and Deming, 1953; Politz, 1957; Williams, 1957). Nor was the 
partisan nature of this critique-rebuttal lost on book reviewers at the time (see also, Blake, 1954: 33). 
Stryker’s comments, in his review of Harry Henry’s book, Motivation Research, are typical: 
 
It is not surprising that Mr. Henry is a firm advocate of motivation research, since the advertising 
agency for which he is a director of research (McCann-Erickson) has long used M.R. Techniques; and 
one of his American colleagues, Dr. Herta Hertzog, is among the most experienced M.R. practitioners 
in the U.S. (Stryker, 1959: 344) 

Newman highlights these political tensions most clearly where he recalls that the lines of ‘intense’ 
intellectual ‘hostility’ were drawn largely along agency lines (1992, p. 13). New thinking, in this case, 
was ‘not popular, it will be resisted because it typically threatens vested interests – either intellectual or 
financial or both’ as it was, Newman maintained, with motivation research (1992, p. 13). This hostility 
was further compounded by the criticism that Dichter faced because he failed to satisfy ‘the more rigid 
scholars and the business-hating intellectuals who tend to see his work as “not really psychological”, 
“not moral”’ (Martineau, 1961, p. 108). 
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particularly the qualitative approach, simultaneously criticized the seeming lack of 

rigour in relation to the subject’s cultural climate and societal structures (Adorno and  

Pickford, 2005).  

Although popular in commercial advertising during the period (Packard, 1957), little 

of the work undertaken was made available or scrutinized by academics, giving rise to 

a series of objections to the work (Tadajewski, 2006). It was not until the adaptive 

work of Glaser and Strauss (1967) utilised similar techniques in different disciplines 

that the acceptance to the various forms of the ‘depth approach’ (Stebbins, 2001; 

Creswell, 2008) were supported and developed. In terms of the research question, 

aims and objectives (Chapter 1) for the current study this has implications for the 

need for further empirical work to be undertaken in order to explore, gain insights and 

move towards a form of validation (Alvesson and Sköldberg, 2009) for the process, as 

discussed in Chapter 3. 

 

2.7.7 Motivational behaviour research categorisations 

Tadajewski (2006) argues that contrary to recent opinion that micro level interpretive 

consumer research emerged in the mid-1980s, a form of interpretive research can be 

mapped in the form of motivation research (Section 2.2.7) throughout the 20th 

Century.  

Demonstrating clear and distinct parallels regarding the ontology, axiology, 

epistemology, methodology and view of human nature between motivation research, 

interpretive research and, to a limited extent, critical theory, Tadajewski (2006) 

presents motivation research as an early form of micro level interpretive consumer 

research, and in addition, Holbrook’s and Hirschman’s (1982) experiential analysis is 

shown to be a possible launch point to make the case that motivation research 
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represents an early root of consumer culture theory (Arnould and Thompson, 2005). 

Tadajewski states ‘This genealogical exercise resituates the emergence of the 

consumer culture theory discourse by 80 years and interpretive research by 60 years’ 

(2006, p. 457). 

Tadajewski’s (2006) work becomes an integral focus for examining the historical and 

contemporary issues in consumer behaviour theory. Thereby developing a history and 

position that permits the researcher to develop a classification and description of core 

consumer / receiver values drawn down from a complex and critical history in context 

that supports the speculative conceptual models described in the theoretical domain.  

The key focus in understanding the motives for buying and consuming behaviours 

continued in earnest within the landscape of mid-to-late 20th Century American 

consumerism. Motives were considered classifiable by Converse et al. (1958) and 

codified in Tadajewski (2006), into three categories:  

1. Those of which the consumer is consciously aware  
and willing to disclose to the researcher;  

2.  Those of which they are aware but are unwilling to  
divulge to the researcher; and  

3.  Those motives of which the consumer is unaware.  
 

As a conceptual position and focus, the three key categories presented describe a 

synthesis of theoretical conversations from the literature over the period of the 20th 

Century (Tadajewski, 2006). 

However there is still an implicit need to explore the consumer / receiver 

ethnographically within a heuristic approach as direct observations are required to 

fully understand the research to date (Chapter 3). As much of the work to date is in 

the form of abstract theoretical discussions without location in the experience of the 
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consumer / receiver, with the exception of some of the recent work in the area of 

SMEs by Carson et al (2001) and Deacon (2008), see Chapter 3.  

Motivational behaviour requires a clarification as the micro level theoretical position 

of consumer behaviour. It is located as the micro part of the study of consumer 

behaviour in context of the dominant macro level theory as there is a tacit assumption 

that the consumer / receiver is advertised at in a ‘top down’ consumer theoretical 

model. In instances where a transactional model of communication is proposed 

(Barnlund, 1970), it is assumed that a basic premise of the transactional model of 

communication is that individuals are simultaneously engaging in the sending and 

receiving of messages, a reciprocality that again requires contextual, data driven 

analysis as proposed in Chapter 3. A focus down from complex discussions of 

motivational behaviour and located in Tadajewski (2006) aids as a micro level guide. 

 

	  

2.7.8 Historical relation to motivational behaviour research 

Historically, the questioning of the process of purchase was challenging the 

perception of quantitative data (Tadajewski, 2006). Dichter’s drive and focus pushed 

motivational behaviour to the fore, lambasting American research approaches as 

‘outmoded and inefficient methods to determine and understand consumer 

motivations’ (Dichter, 1947, p.432).  

Motivational researchers’ adoption of an eclectic array of conceptual tools during  

the 20th Century gave motivational behaviour a complex rather than complicated 

approach; Dichter himself recognized this (Dichter, 1979, p.92).  

Whilst leaving the researcher in a sometimes-unenviable position with regards to  

the strict ‘rules of engagement’ in the modern research discipline, it can be supported 
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with recent developments in the understanding of interdisciplinary thinking (Holbrook 

and Hirshman (1982). 

Tadajewski (2006) makes much of the debate addressing the ongoing question of 

lineage between scholars (citing Levy, 2003: 104; Kernan (1992); Bartos, 1986; 

Fullerton and Stern, 1990 and Sampson (1978) along with Murray (1997) et al), but 

does not expand out towards the development of grounded theory (and therefore 

simplifying the debate) when for example, examining Paul Lazarsfeld’s (1959) 

influence on consumer behaviour (Section 2.2.7). Critically, and historically in linear 

and non-linear terms, it is a crucial aspect of the development of a research process as 

Barney Glaser was a student of Paul Lazarsfeld (Martin and Gynnild, 2011) and the 

links are interesting to note in regards to the move towards mixed methods 

approaches.  

As Lazarsfeld ‘used open-ended questions, required specific concrete examples from 

respondents and drew upon theory from experimental psychology and psychoanalysis 

in the interpretation of transcripts’ (Tadajewski, 2006), it seems contrary not to 

examine this further and therefore giving scope for the empirical research as outlined 

in Chapter 3. The debate is important in order to understand the position and 

importance of Dichter (1945) onwards as an alternative, but no means lesser path to 

the understanding of consumer behaviour. Once the paradigm issues, and their 

complexity, are seen in these terms of lineage as presented in Tadajewski (2006), it is 

possible to gain an insight into the consumer’s behaviour with a clear view of the 

heritage of motivational behaviour and the reductionist view required to pose a series 

of contextual conversational probes in Chapter 3 based on the three categories 

described in Table 2.2. 
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2.7.9 Motivational behaviour research issues 

Figure 2.4 describes and positions the motivational behaviour level theoretical debate 

in context of the emerging theory within which the research issues are identified 

locally within the discrete domains and within relation to the conceptual model as a 

whole. 

 

Figure 2.4: motivational behaviour level theoretical debate in context of the 
emerging conceptual model 

 

The research issues described thus far have outlined; 

• Motivational behaviour as an abstract conceptual model (Tadajewski, 2006). 

• The construction of a general conceptual model described by  

Tadajewski (2006). 

• A general set of theoretical constructs are discussed. 

• Some practical insights from Dichter (1978) shared in the public domain with 

no empirical research data in support. 

 

Therefore Chapter 3 will focus on the key research issues in the area of inquiry: an 

empirical research approach that explores the research question in relation to a 

qualitative, emotional, contextual understanding of consumer behaviour in order to 
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gain an insight into the meso (Section 2.7) level issues at the interface between the 

macro (Section 2.3) and micro theoretical domains (Section 2.6). 

 

2.7.10 Summary table of key motivational behaviour micro level themes 

Consumer / receiver 

motivational behaviour 
micro theory categorisation 
(abbreviations by the author) 

Conceptual Position 

MB1 Those of which the consumer / receiver is 
consciously aware and willing  
to disclose to the researcher;  
 

MB2 Those of which they are aware but are 
unwilling to divulge  
to the researcher; and 

MB3 Those motives [influence] of which the 
consumer / receiver is unaware. 

Table 2.2: Tadajewski 2006 (extrapolated from Converse et al 1958) codification 
of motivational issues in relation to consumer behaviour  

(Section 2.6) 

 
 

2.8 Micro > meso < macro level literature 

2.8.1 Macro > meso < micro 

Figure 2.5 outlines the position of the meso level focus in the context of the research 

issues in Chapter 2. 
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Figure 2.5: Meso level focus in the context of the research issues in Chapter 2 
 

Section 2.7 positions the linkages between theoretical domains (manufacturing 

consent + motivational behaviour by connections developed from the dialogues as 

discussed in Sections 2.3 – 2.9. Chapter 2 outlines the structure of the research in 

relation to Chapter 3 by presenting the key research issues that have emerged from the 

literature thus far. 

As a discourse, if not in the terms of methodology, ‘why’ questions in regards to 

manufacturing consent and motivational behaviour are still the primary focus. 

It is the meso level (Section 2.9.2) focus of the research aims and objectives (Chapter 

1 and to be expanded upon in Chapter 3) that stem from the debate in regards to the 

relationship between ‘mass behaviour’ and the ‘individual agent’. 

Although Dichter (1975) and Arnould and Thompson (2005) rejected a unified 

theory, it was proposed that through interview and discussion it is possible to predict 
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what consumers will do in a specific situation. A key aspect of this technique was to 

interview and then seek ‘patterns’ of basic underlying motivation to discover an 

emergent theory. 

2.9 Meso level literature 

2.9.1 Meso level of inquiry 

A key theoretical consideration at the interface of the macro to micro level of inquiry 

is the need for a relative literature that is emergent, conceptual, developmental and 

‘open’ to an empirical study approach as a meso level construct – where the co-

creation of meaning is focused on the relationship between the macro level and micro 

level behaviour of both groups in context.  

Much of the work of Vargo and Lusch (2004-13) considers the need to explore an 

alternative contextual paradigm in relation to the standard texts, and is discussed 

further in Chapter 6. As Lusch and Vargo (2006) states, ‘As one of its own 

foundational premises implies, the value of service-dominant (S-D) logic is 

necessarily in its open, collaborative effort’ (Lusch and Vargo, 2006 p. 281), and to 

work collaboratively towards a ‘clarified and refined [understanding], as is 

appropriate to this co-creation of a service-centric philosophy by the worldwide 

marketing community’ (Lusch and Vargo, 2006 p. 281). 

 

2.9.2 Meso level theory: phenomena in context – Section 4 

Section 2.9.2 describes and positions the meso level theoretical debate in context of 

the emerging position within which the research issues are identified locally within 

the discrete domains and within relation to the conceptual model as a whole. 
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Figure 2.6: Meso level area of investigation 

 

Figure 2.6 describes and positions the local meso (Section 2.7) level theoretical 

debate in relation to the dominant conceptual position of manufacturing consent and 

the subordinate conceptual position of motivational behaviour.  

Section 2.3 described the research issues in regards to manufacturing consent; 

• Political indoctrination as an abstract conceptual model (Section 2.3.2, 

Herman and Chomsky (1988). 

• The construction of a general conceptual model described by Herman and 

Chomsky (1988), discussed by Mullen et al (2009). 

• A general set of theoretical constructs are discussed. 

• Some practical insights from Bernays (1965) shared in the public domain. 

 

Section 2.6 described the research issues in regards to motivational behaviour 

• motivational behaviour as an abstract conceptual model (Tadajewski, 2006). 

• The construction of a general conceptual model described by  

Tadajewski (2006). 

• A general set of theoretical constructs are discussed. 

• Some practical insights from Dichter (1978). 

Section 2.9 described the research issues in regards to (S-D) Logic 

• (S-D) Logic as an abstract conceptual model (Lusch and Vargo, 2006) 
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• The construction of a general conceptual model described by  

(Lusch and Vargo, 2006). 

• A general set of theoretical constructs are discussed. 

From the research issues identified in the literature and outlined in the tables, the 

meso level area of inquiry demonstrates a need for empirical research in relation to 

the qualitative, emotional and contextual gap in existing research into consumer 

behaviour at the interface of the theoretical domains described in Chapter 2. 

Figure 2.7 describes and positions the meso level (Section 2.9.2) theoretical debate in 

context of the emerging conceptual model within which the research issues are 

identified locally within the discrete domains and with relation to the conceptual 

model as a whole (Figure 2.7). 
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2.10 Chapter 2 summary 

2.10.1 Conclusion 

The literature builds towards understanding in regards to the enquiry and the needs of 

the construction of a methodology to examine the point of interface and following the 

following mixed methods research required to explore the phenomena described by 

the literature and defined by the research question as seen in Chapter 1. 

What is also identified within the literature became the research issue: that to date, the 

investigation of such interplay between theories, although alluded to in the literature, 

has yet to be explored. Therefore the literature developed into a conceptual model 

defining the context of literature in which the research took place and speculating on 

the connections made between manufacturing consent and motivational behaviour 

research in order to extend our understanding of the relationship between advertiser / 

sender and consumer / receiver from a macro to micro theoretical level (Section 2.5) 

in context. The conceptual model suggests that any such meaning within the two 

groups will be emergent and be based upon the interplay of meaning between 

interconnected components, as described and outlined throughout this thesis – all of 

which may be influencing consumer behaviour to a greater or lesser extent. 

The conceptual model that appears within Chapter 2 (Figure 2.7) is a reflection of the 

research landscape described in Chapter 2, The foundations described within this 

study, and therefore within the conceptual model, are aspects of: consumer behaviour, 

manufacturing consent and motivational behaviour. 

The reasons for this may be due in part to the reluctance of researchers to engage in  

this complex approach and in part the reluctance to accept an emergent and  

alternative model. 
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Chapter 2 has defined the macro theoretical position of manufacturing consent and 

described the micro theoretical position (Section 2.6). Chapter 3 moves towards the 

goal of the research in exploring the phenomena to gain an insight into where the two 

theories meet at the meso (Section 2.7) theoretical point of interface. 

This review began with an examination of a broad set of interdisciplinary texts in 

relation to gaining an insight into the macro theoretical position (Section 2.3). The 

works of Bernays (2004 [1928]), Dr. Ernest Dichter (Packard, 1957), and Herman and 

Chomsky (1988) describe a unique pattern of inquiry not assimilated into one 

research document to date. This was achieved by examining different disciplines that 

have comparable contextual histories over a century of debate. Commencing with 

Herman and Chomsky (1988) view on consumerism and mass media (Section 2.3), 

moving towards Bernays assimilation of the ideas surrounding propaganda as 

described in his book ‘Propaganda’ (relating to public relations and the nascent ideas 

of steering consumer behaviour (Section 2.2.7)) and Freud’s approach to 

psychoanalysis (1920), LeBon’s ‘Crowd Study of the Popular Mind’ (1896), Trotter’s 

‘Instincts of the Herd in War and Peace’ (1916) and Lippmanns’ ‘Public Opinion’ 

(1921), into the development of the ideas of Dichter (1949) and motivational 

behaviour with Tadajewski (2006) summarizing and codifying a simplified view 

(Section 2.7.9) of the key concerns of motivational behaviour research. 

Each school of thought, concept, theory and published theory link by connected 

themes, political policy makers, practitioners or researchers that developed their ideas 

over time.  

Having reviewed the two inter-relating fields of literature, the review concludes with 

a discussion focused upon emergent research issues found in the extant literature. In 

particular the importance of how an understanding of the advertiser / sender to 
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consumer / receiver relationship in context at the interface, or meso level informs and 

underpins the proposed method of enquiry, research design and analysis considered in 

Chapter 3. 
Having identified the two inter-relating constructs of the literature within Section 2.3, 

2.5 and 2.6, this review developed the key and inter-related areas identified. It is 

recognised that at this stage of the review an overview is taken in order to frame the 

research focus at a meso theoretical level (Section 2.9).  

Whilst it is difficult to unify the two disciplines of manufacturing consent and 

motivational behaviour, it is possible to identify key themes that link the terms 

contextually across a range of disciplines. Associated and shared histories linked 

thematically aid the location of policy, practice and research giving a 

contextualization, or world-view, which focuses on the consumer. In effect, we need 

to know how the consumer world is before we know how the consumer does. 

This chapter reviewed the extant literature of the dominant theory of manufacturing 

consent and demonstrated how the child theory of motivational behaviour is linked 

and defined by this ontologically, epistemologically and, as will be shown in the next 

chapter, methodologically. 

It has been shown that the supportive and parallel relationships between the two 

ideologies can be seen for the first time. This unique narrative in regards to the linear 

and non-linear histories in consumer research defines and positions the exploration of 

the influence of persuasion that is to follow. 

Manufacturing consent and motivational behaviour may hold the key to unlocking a 

paradigmatic foundation, which has been previously overlooked. The reasons for this 
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may be due in part to the reluctance of researchers to engage in this complex approach 

and in part the reluctance to accept an emergent and alternative paradigm. 

This study sits at the interface between the concepts of manufacturing consent and 

motivational behaviour, co-constructed and in context. The investigation therefore 

does not seek meaning in brand persuasion in the traditional, defined sense of 

knowledge development, but something more – an insight into the influence 

persuasion has on the consumer via advertising practioners best efforts and how, and 

if, this process is plausible. 
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3 Chapter 3 – Methodology 
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3.1 Introduction 

3.1.1 Focus and unique contribution   

 
Chapter 1 of this study set out the research aims and objectives (Chapter 1, Section 1.3). 

The related literature, as described in Chapter 2, is used to guide an exploration of the 

areas identified as relevant to this study.  

Chapter 2 reviews the relevant literature and discusses contemporary research issues in 

relation to the aims and objectives of this study. A conceptual model is outlined 

(Section 3.9.2), emerging from a review of the literature of the focused research issues 

in relation to the proposed research aims and objectives as described in Chapter 1,  

Section 1.3. 

Chapter 3 confirms the concepts discussed in Chapter 2 and continues by outlining the 

research methodology. The research design (Section 3.5), derived from Creswell and 

Plano Clark (2011), Carson et al. (2001) and developed by Deacon (2008), is described 

with instruments for data collection in Sections 3.6, the criteria for analysis are 

presented in Section 3.8, the ethical considerations described in Section 3.15.2 and the 

limitation and delimitation issues are presented in Section 3.15 to summarise the 

methodology chapter. 

As shown in Figure 3.5, the focus and unique contribution of this research concentrates 

on the interface between the two theories described (Chapter 2).  
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3.2 Research approach 

3.2.1 Research approach – Qualitative, Quantative, Mixed Methods 

There are many qualitative and quantitative research techniques available to the 

researcher. Specific qualitative methods include participant observation, non-participant 

observation, field notes, reflexive journals, structured interview, semi-structured 

interview, unstructured interview, and analysis of documents and materials (Marshall 

and Rossman, 1998). All are useful and support a mixed methods approach in 

conjunction with a quantitative analysis of the data generated during the data creation 

phase of research.  

The research aim and objectives (Chapter 1, Section 1.3) suggests a holistic 

methodology in order to capture a snapshot of a complex process with the researcher as 

part of, and embedded in, the process. In this study the researcher has undertaken a 

participant observation / hermeneutic approach (Sections 3.7.1 and 3.10) supporting a 

blend of the techniques. 

An overview of mixed methods research gives the researcher a description of the tools 

needed for the research design in the context of the thesis. Therefore Section 3.2.2 

outlines mixed methods historically to move the research herein towards a construction 

of methods, and understanding of theories and a research design. 

3.2.1.1 Mixed methods – a basic definition 

‘Mixed methods research is a research design with philosophical assumptions as 
well as methods of inquiry. As a methodology, it involves philosophical 
assumptions that guide the direction of the collecting, analyzing, and mixing 
both qualitative and quantitative data in a single study or series of studies. Its 
central premise is that the use of qualitative and quantitative approaches, in 
combination, provides a better understanding of research problems than either 
approach alone’. (Creswell and Plano Clark, 2011, p. 5) 
 



     
	  
	  

	  

84 

A more expanded view can be found in Johnson, Onwuegbuzie, and Turner (2007), 

many other terms are used for this approach, such as integrating, synthesis, qualitative 

and quantitative methods, multimethod, and mixed methodology, however recent 

writings use the term mixed methods (Bryman, 2006; Tashakkori and Teddlie, 2010). 

The challenges this form of research poses for the inquirer include the need for 

extensive data collection, time-intensive analysis from both conversational transactions 

notation and coding, and the requirement for the researcher to be familiar with both 

qualitative and quantitative forms of research. Creswell and Plano Clark (2011, p. 5) 

extend their definition of mixed methods to include ‘core characteristics’ of mixed 

methods research. The core characteristics of combing methods, a philosophy, and a 

research design orientation in conjunction are outlined in Creswell and Plano Clark 

(2011, p. 5): 

• Collects and analyzes persuasively and rigorously both qualitative and 
quantitative data (based on research questions); 

• Mixes (or integrates or links) the two forms of data concurrently by combining 
them (or merging them), sequentially by having one build on the other, or 
embedding one within the other: 

• Gives priority to one or to both forms of data (in terms of what the researcher 
emphasizes); 

• Uses these procedures in a single study or in multiple phases of a program of 
study; 

• Frames the procedures with philosophical worldviews and theoretical lenses: 
and 

• Combines the procedures into specific research designs that direct the plan for 
conducting the study. 
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3.2.2 Outline approach – Mixed methods 

3.2.2.1 A basic history of mixed methods research 

In planning the project it is useful to know something of the history of mixed methods 

research, this aids in the justification for its use. The evolution of mixed methods 

research emerges in the late 1980s. Several writers working in different disciplines and 

countries all came to the same idea at approximately the same time. In the United States 

as sociologists (Brewer and Hunter, 1989), in the United Kingdom (Fielding & 

Fielding, 1986), from evaluation (Greene, Caracelli, and Graham, 1989) in the United 

States, from management in the United Kingdom (Bryman, 1988), from nursing in 

Canada (Morse, 1991), and from education in the United States (Creswell, 1994), each 

were outlining the concept of mixed methods into the 1990s. Bryman (2006) would pull 

the strands together several years later. Creswell and Plano Clark (2007) continued the 

discussion and debate by assembling a list of the classification of types of design; these 

are outlined in Section 3.2.2.3. A shorthand notation was designed and discussed in 

Morse (1991), and presented in Section 3.5. Debates were also considered in relation to 

the philosophy of the form of inquiry (Reichardt and Rallis (1994), Section 3.2. 

It is of note that the antecedents to these procedural and philosophical developments 

emerged during the 1950s, Campbell and Fiske (1959) discussing multiple source 

quantitative information in the validation of psychological traits. It can be argued that 

earlier Dichter (1949) and the ‘Motivation Researchers’ can be included as part of the 

early developments in the field as discussed in Chapter 2. The combination and 

interplay of survey research and fieldwork was key to the work of Sieber (1973), Patton 

(1980) began to suggest “methodological mixes” whilst exploring the implications for 

the combinations of experimental and naturalistic designs diagrammatically. The 

increase in sophistication of research problems has called for increased sophistication in 
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the complexity and combinations of quantitative and qualitative forms of evidence and 

the collection of data (Creswell and Plano Clark, 2011). 

3.2.2.2 The Development of the name 

Creswell and Plano Clark (2011) described the discussion of the name for ‘mixed 

methods research’ in order to give an historical line through the development of the 

methodology through a location in studies under different ‘banners’. They suggest that 

mixed methods research has also been known as ‘integrated’ or ‘combined’ research, in 

an attempt to describe the blended forms of data used (Stecler, et al, 1992). The 

approach has sometimes been called ‘quantitative and qualitative methods’ (Fielding 

and Fielding, 1986), acknowledging the combination of methods. It has been called 

‘hybrid’ research (Ragin, Nagel and White, 2004) or ‘methodological triangulation’ 

(Morse, 1991), recognising the convergence of quantitative and qualitative data. As 

described further in Creswell (1994) as ‘combined research’ and ‘mixed methodology’, 

underlining that it is both method and philosophical worldview (Tashkkori and Teddlie, 

2003). Recently it has been called  ‘mixed research’ to support the idea that it is more 

than methods, tying in with other parts of research, such as philosophical assumptions 

(Onwuegbuzie and Leech, 2009). From 2003 onwards the most frequently used name is 

‘mixed methods research’, a name associated with the Handbook of Mixed Methods in 

Social & Behavioral Research (Tashakkori and Teddlie, 2003) and the SAGE journal, 

the Journal of Mixed Methods Research (JMMR) supporting the approach as a distinct 

model of inquiry. 
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3.2.2.3 Stages in the evolution of mixed methods 

The approach to mixed methods research has grown out of the work of others. 

‘Knowing this history overview is not an idle exercise in recapping the past. Knowing 

this history helps researchers defend their use of this approach, justify their use of it as a 

research approach, and cite leading proponents of the approach in their ‘methods’ 

discussions’ Creswell and Plano Clark (2011, p.22). 

Creswell and Plano Clark (2011) defined the stages of the history of mixed methods 

research as 

• Formative period (1950s – 1980s) 

• Paradigm debate period (1970s – 1980s) 

• Procedural development period (1980s – present) 

• Advocacy and expansion period (2000s) 

• Reflective period (2003 – present) 
 

The following tables are presented as an overview of the development of typologies and 

are presented as an illustration of progression towards successful integration in the 

description and development of the methodology for the thesis (Creswell and Plano 

Clark, 2011. 
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Formative	  Period	  
	  
Author(s) and Year Contributions to Mixed Methods Research 

Campbell and Fiske 
(1959)  

Introduced the use of multiple quantitative methods  

Sieber (1973)  Combined surveys and interviews  

Denzin (1978) Discussed using both quantitative and qualitative data in a 
study 

Jick (1979)  Discussed triangulating quantitative and qualitative data  

Cook and Reichardt 
(1979)  

Presented 10 ways to combine quantitative and qualitative 
data 

	  
	  
Paradigm Debate Period 

Author(s) and Year Contributions to Mixed Methods Research 

Rossman and Wilson 
(1985) 

Discussed stances toward combining methods—purists, 
situationalists, and pragmatists 

Bryman (1988)  Reviewed the debate and established connections within 
the two traditions 

Reichardt and Rallis 
(1994) 

Discussed the paradigm debate and reconciled two 
traditions 

Greene and Caracelli 
(1997) 

Suggested that we move past the paradigm debate 
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Procedural Development Period 

Author(s) and Year Contributions to Mixed Methods Research 

Greene et al. (1989) Identified a design classification system 

Brewer and Hunter (1989) Focused on multimethod approach 

Bryman (1988) Addressed reasons for combining 

Morse (1991) Developed a notation system 

Creswell (1994) Identified 3 mixed methods designs 

Morgan (1998)  Developed a typology 

Newman and Benz (1998) Provided an overview of procedures 

Tashakkori and Teddlie 
(1998) 

Overviewed mixed methods research 

Bamberger (2000) Provided international policy focus 

	  
Advocacy and Expansion Period 

Author(s) and Year Contributions to Mixed Methods Research 

Tashakkori and Teddlie 
(2003) 

Provided a comprehensive treatment 

Johnson and 
Onwuegbuzie (2004) 

Positioned mixed methods as a natural complement to 
traditional research 

Creswell (2009) Compared quantitative, qualitative, and mixed methods 
approaches in the process of research 

Greene (2007) Emphasized rationales, purposes, and potential for 
mixing methods in research and evaluation 

Plano Clark and Creswell  
(2008) 

Compiled published methodological and empirical 
studies in mixed methods 

Teddlie and Tashakkori 
(2009) 

Chronicled changes that have occurred 

Morse and Niehaus 
(2009) 

Argued for mixed methods designs that have a core and 
a supplemental component 
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Reflective Period  

Author(s) and Year Contributions to Mixed Methods Research 

Tashakkori and Teddlie 
(2003) 

Presented issues and priorities in mixed methods 

Greene (2008) Identified four methodological domains, what we know 
and what we need to know 

Creswell (2008, 2009, in 
press) 

Developed a map of the mixed methods literature and 
identified key controversies in the field 

Howe (2004) Critiqued mixed methods as constraining qualitative 
methods to a largely auxiliary role 

Giddings (2006) Critiqued mixed methods as marginalizing 
nonpositivist research methodologies 

Holmes (2006) Critiqued the ways mixed methods writers describe 
mixed methods research 

Freshwater (2007) Interrogated the assumptions underpinning mixed 
methodology and its discourse 

3.2.2.4 Philosophical foundations 

Crotty’s (1998) conceptualization was adapted by Creswell and Plano Clark (2011) to 

position the discussion of philosophy within mixed methods research. Crotty (1998) 

contends that there are four major elements in designing a study. At the broadest level, 

and discussed further in Section 3.2.2.5, are the philosophical assumptions. Consisting 

of a basic set of beliefs or assumptions that guide inquirers. Worldviews, or paradigms, 

in qualitative research (Guba and Lincoln, 2005) and philosophical discussions in 

quantitative approaches (Philips and Burbules, 2000) are found in the fields of social 

foundations of research and the philosophy of education (for overviews of many 

different worldviews in research, see Guba and Lincoln, 2005; Paul, 2005; Slife and 

Williams, 1995). Whilst none of the different stances are “watertight compartments” 
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(Crotty, 1998 p. 9) they provide a general philosophical orientation and, as will be 

outlined, can be combined or used individually. 

	  

 

3.2.2.5 Basic characteristics of four worldviews used in research 

 

Postpositivist 
Worldview 

Constructivist 
Worldview 

Participatory 
Worldview 

Pragmatist 
Worldview 

Determination Understanding Political Consequences of 
actions 

Reductionism Multiple 
participant 
meanings 

Empowerment 
and issue 
oriented 

Problem centered 

Empirical 
observation and 
measurement 

Social and 
historical 
construction 

Collaborative Pluralistic 

Theory 
verification 

Theory 
generation 

Change oriented Real-world practice 
oriented 

	  
Table	  3.1:	  Creswell	  (2009)	  

 

Paradigm worldview  
(beliefs, e.g., epistemology, ontology) 

 
  Theoretical lens 
 (e.g., feminist, racial, social science theories) 
 

   Methodological approach 
  (e.g., ethnography, experiment, mixed methods) 

 
    Methods of data collection  
   (e.g., interviews, checklists, instruments) 

Figure 3.1: Four Levels for Developing a Research Study (Crotty, 1998) 
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Creswell (2009) suggests the four worldviews in Table 3.1: Creswell (2009) as a good 

starting point. Taking into consideration that worldviews differ in the nature of reality 

(ontology, Section 3.2.4) how we gain knowledge of what we know (epistemology, 

Section 3.2.5), the roles values play in research (axiology, Section 3.2.6), the process of 

research (methodology), and the language of research (rhetoric) (Creswell, 2009; 

Lincoln and Guba, 2000) it is difficult to obtain a ‘best worldview’ for mixed methods. 

The researcher supports the Creswell and Plano Clark (2011) view in that ‘worldviews 

relate to the type of mixed methods design’ (p. 45) and the research herein continues 

with this pragmatic (or a transformative perspective) approach (see Table 3.2). Although 

not always linked to the procedures in research the worldview guiding assumptions 

often shape how mixed methods researchers construct their procedures [italics for 

emphasis]. Distilled down to a basic level of discussion, if a study begins with a 

quantitative approach and then the moves to a qualitative approach in the second phase 

then a shift occurs. Creswell and Plano Clark (2011) argue that a shift in worldview 

relates to all types of designs and that a worldview can change during a study and is 

therefore contextual. If methods are used in a sequence, then the researcher shifts 

worldviews and if methods are used in one phase, then the researcher uses an all-

encompassing worldview (e.g., pragmatism) (Creswell and Plano Clark, 2011). 
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Elements of worldviews and implications for practice 

Worldview 
Element 

Post-
positivism 

Constructivism Participatory Pragmatism 

Ontology Singular 
reality 

Multiple 
realities 

Political 
reality 

Singular & 
multiple 
realities 

Epistemology Distance & 
impartiality 

Closeness Collaboration Practicality 

Axiology Unbiased Biased Negotiated Multiple 
stances 

Methodology Deductive Inductive Participatory Combining 

Rhetoric Formal 
style 

Informal style Advocacy and 
change 

Formal or 
informal 

	  
Table	  3.2:	  Ontology	  (Creswell,	  2009)	  

	  
 

3.2.3 Nature of the research 

The focus of this research can be found at the interface of manufacturing consent and 

motivational research at the meso level (Chapter 2, Section 2.9). Exploring the choices 

and decisions made within the consumer behaviour process as stated in outlining the 

ontological and epistemological considerations that lead to the philosophical stance 

taken in developing a research design (Section 3.5).  

3.2.4 Research ontology 

Ontology can be defined as ‘a branch of philosophy of metaphysics concerned with the 

nature and relations of being’ (Swartz et al. 1998, p. 286). Essentially being about 

‘reality’ and what we know about such ‘reality’ or as in the case of this research, the 

personal experience by the advertiser / sender as described in Chapter 2, Section 2.3 and 
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the consumer / receiver as described in Chapter 2, Section 2.4, in their ‘world-view’ as 

they perceive it, and in turn the hermeneutic ‘whole’ as will be discussed later in 

Section 3.6.2. The focus of this research is therefore positioned in the ‘lived experience’ 

of the participant – the influence of manufacturing consent (Chapter 2, Section 2.3.3) 

and motivational behaviour (Chapter 2, Section 2.6) as a social construct in which the 

behaviour of the actor (participant) is understood within the communication exchange at 

the point of interface between advertiser / sender and consumer / receiver (Chapter 2, 

Section 2.1.1).   

3.2.5 Research epistemology 

Swartz et al. (1998, p. 286) continue by defining epistemology as ‘the study or a theory 

of the nature and grounds of knowledge especially with reference to its limits and 

validity’. As such, this research functions within its 'limits and validity' in relation to the 

described 'reality' and the researcher (as described in Section 3.4). In an interpretive 

epistemology this builds understanding of the reality with a focus on interview. The 

focus of this study will be upon open data in regards to the research issue, the data is 

captured from the participants in their own voice (Section 3.7) The interpretivist 

research approach allows the researcher to gain insight into the construction of meaning 

that informs contextual theoretical development. Allowing for a wider perspective to be 

taken in the generation of knowledge as it encourages the development of new and 

undiscovered meaning in relation to ‘interpretive plausibility’ rather than seeking to 

confirm existing ‘truths’ (Alvesson and Sköldberg, 2000, p. 104). 

The study therefore operates within a lived experience, as described in Section 3.7.2, 

and praxis in terms of the practice of theory of advertising in context in respect to the 

‘interpretive plausibility’ (Alevesson and Sköldberg, 2000, p.104) of the interface. As it 
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is suggested within this study, that through the process of creating and receiving the 

advertising that meaning is constructed, and theory is developed.  

For meaning to be developed it cannot constitute a ‘passive reception of something 

outside the subject: instead it is active, creative and provided with intention [and] 

meaning’, as for example, in Heidegger’s ‘being in the world’ (1962) cited in Alevesson 

and Sköldberg, 2009,p. 58 and 117) suggests and Gadamer (1989) confirms as 

‘belonging’ (Alevesson and Sköldberg, 2009,p. 117). As a consequence, the key factors 

in the study of manufacturing consent and motivational behaviour are and will be, 

socially constructed as consumption engineering and the decision making process are 

embedded in their social contextual environments (Gilmore et al. 2004), and the 

ontological and epistemological 'reality' outlined in Chapter 2. 

To this end, the concept of a situation-specific praxis of advertising in context, given 

this epistemological stance, will be explored and interpreted through an immersion in 

the understanding of the process of creating meaning in advertising and how this is 

received by the consumer. It is suggested, within the study, that through the process of a 

transfer, meaning is constructed and distributed. Therefore, the role of the researcher 

will simultaneously be one of interpreter and meaning-maker from within, in regard to 

the social and wider practice, policy and research, making contexts. It is therefore 

acknowledged that the researcher is an integral part of the development of ‘knowledge’ 

within this context and acts as a ‘research instrument’ for interpretation, theory 

development and meaning (Deacon, 2008). The researcher’s ‘pre-understanding, 

knowledge and experiential learning are essential in order to fully understand the 

process’ (Carson et al 2001:13) and are described more fully in Section 3.6.3. 
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3.2.6 Research axiology 

Axiology (from Greek ἀξίᾱ, axiā, "value, worth"; and -λόγος, -logos) is the 

philosophical study of value (Hart, 1971). It is either the collective term for ethics and 

aesthetics —philosophical fields that depend crucially on notions of value—or the 

foundation for these fields, and thus similar to value theory and meta-ethics.  

Axiology studies mainly two kinds of values: ethics and aesthetics. Ethics investigates 

the concepts of "right" and "good" in individual and social conduct. In this study the 

focus is on the study of value exchanges on an emotional level and the impact in terms 

of any ethical issues is considered limited, as discussed in Section 3.15. 

 

3.3 Theoretical positions 

3.3.1 Advertiser / Sender and Consumer / Receiver 

	  
The research was undertaken with the two theoretical positions as a focus, 

manufacturing consent and motivational behaviour, to maintain all conversations within 

the holistic approach outlined in Chapter 3.  

A key consideration was keeping the conversations non-specific in relation to 

advertising campaigns, brands or products with the research focused on the relationship 

between the advertiser / sender and consumer / receiver, not the consumer’s relationship 

with the brand or products themselves. This approach was undertaken to reduce the 

influence of brand or product ‘fixation’ that had the latent potential to take the research 

in a direction where both groups move from a position of open and general discussion 

on the themes of the research aim towards an inquiry on a specific relationship with a 

brand or product.  
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Therefore, the advertisers were considered the ‘senders’ of the advertising and 

integrated marketing communications, and being seen to have a relationship to the 

macro conceptual level position. This group was called ‘advertiser / senders’ to give the 

researcher a way of defining the group and aid in the tracking of the macro conceptual 

level position throughout the longitudinal study 

The consumers were seen as the ‘receivers’ of the advertising and integrated marketing 

communications, and being the focus of the micro level conceptual position. This group 

was labeled the ‘consumer / receivers’, giving the researcher a clearly defined grouping 

to track micro level behaviour in relation to the original micro conceptual position and 

overall research question. 

3.3.2 The research question philosophy 

‘Research philosophy shapes the way in which data about the phenomenon are 

collected, analysed and reported’. (Rubin and Rubin, 2005). 

As described and discussed in Chapter 2, there are essentially two research paradigms to 

be considered in relation to modern research philosophy; positivism and interpretivism, 

(Section 3.2). 

Creswell (2011) and Carson (2001, cited by Deacon, 2008) support the view that the 

philosophical positioning of this research is primarily interpretivist, where the 

researcher engages with the groups via direct access, assuming multiple realties derived 

from the participant’s conversations with a personal and conceptual outcome. 

Whereas positivism holds that the researcher is independent of the phenomena and 

seeks to explain causal relationships, interpretivism accepts that the researcher is 

involved and reports a personal interpretation of the phenomena and thus a ‘social 

reality’ (Deacon, 2008). 



     
	  
	  

	  

98 

Given that the study focuses upon advertising and integrated marketing communications 

with a desire to understand the minutiae of the interactions that frame the ‘real world’ of 

the implementation of advertising by advertisers / senders and the reaction to it by the 

consumers / receivers, an interpretive research strategy will be pursued that is 'socially 

constructed rather than objectively determined' (Carson et al. 2001:7). As such this 

work makes few 'explicit assumptions about sets of relationships' whilst allowing for a 

'compromise or balance' in understanding the phenomena and ensure that these are 

'revisited repeatedly over the life of the project' (Miles 1979, p. 591 cited in Carson et 

al. 2001, p. 11) to ensure that the procedure remains robust. 

 Positivism Interpretivism 

Ontology 

Nature of being/nature of the 

world 

Reality 

 

No direct access to the real world 

 

Single external reality 

 

Have direct access to the real world  

 

Multiple realities 

Epistemology 

‘Grounds’ of 

knowledge/relationship 

between reality and research 

 

Independent of the phenomena under 

investigation 

 

 

Interactive with the phenomena 

Methodology 

Focus of research 

 

Concentrates on description and 

explanation 

 

Concentrates on understanding and 

interpretation 

Role of researcher 

Unit of analysis 

Rhetoric 

 

Independent 

Large samples 

Impersonal and formal definitions 

Involved 

Small numbers 

Personal and conceptual 

Table 3.3: Paradigmatic differentials adapted from Carson et al. (2001:6) Deacon (2008) 

With this approach, an emergent stance is taken to theory building (Section 3.2) through 

the observation of, and interaction with, individuals within a naturalistic setting, and the 

study can ‘seek out meaning and understanding of the phenomena’ Carson et al  

(2001, p. 11). 
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Inquiry within a specific consumer context relies on mixed methods, which provide a 

rich insight into human behaviour and give a more complete perspective of the 

advertiser / sender, consumer / receiver experience. 

 

3.4 Theory building 

3.4.1 Theory building – QUANT and QUAL 

In terms of an approach to theory building, the behavioural context is the ‘reality’ to 

what this means in relation manufacturing consent and motivational behaviour. 

The study balances both QUANT and QUAL approaches, in a convergent parallel 

design methodology. Here the researcher is working with a mixed methods approach 

within the needs of the research to build an emerging process of meaning and 

constructed definition, redefinition and hermeneutic inference (HI) derived from the 

conversational probes as outlined within this chapter and actioned in Chapters 4 and 5. 

Table 3.4 outlines the development of the methodology with a QUANT approach 

(‘catagorisation / dimensions’ and original ‘conceptual position’) and QUAL approach 

that outlines the inductive stages outlined later in this chapter in Section 3.6.2. 

 

QUANT 
 

QUAL 

Categorisation / 
Dimension 

Conceptual 
position 

Redefinition Hermeneutic 
Inference (HI) 

Weak 
(W) 

Medium (M) Strong 
(S) 

 
Table 3.4: Outline of hermeneutic inference (HI) model derived from inductive and 

emerging themes in the research. A model extended and developed within  
the methodology 
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3.4.1.1 The theoretical foundations for the study 

Crotty’s (1998) model (Figure 3.1) presents theory operating at a ‘narrower perspective 

than worldview’ Creswell and Plano Clark (2011). The theoretical stance (or lens or 

standpoint) provides direction for the research project. Creswell’s (2009) examples of a 

social science and emancipatory theoretical lens incorporated into a mixed methods 

study demonstrates the divergence in approach that can be taken: 

• Emancipatory theory 
A theoretical stance in favor of underrepresented or marginalized groups 
e.g., feminist theory, racial or ethnic theory 

• Social science theory  
Description of probable relationships among constructs 
e.g., leadership theory, economic theory 
 

In regards to the research question for this research (Chapter 1, Section 1.2), the 

‘description of probable relationships among constructs’ in relation to the meso level of 

behavior between advertiser / senders and consumer / receivers is a logical point of 

departure when considering the next step of designing the procedures for collecting, 

analyzing, interpreting, and reporting the data in the research design. Therefore the 

research project will be considered through a social scientific lens as suggested in 

Creswell (2009). 

3.4.1.2 Incorporating a social science theory into a mixed methods study 

Creswell and Plano Clark (2011) describe the approach to mixed methods research 

design with a set of key principles that aid the researcher in navigating the inherent 

complexity in the use of a mixed methods; using fixed and / or emergent design; 

identifying a design approach to use; matching a design to a study’s problem, purpose 

and questions; and being explicit about the reason for mixed methods. 
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Fixed methods designs are mixed methods studies where the use of quantitative and 

qualitative methods is predetermined and planned at the start of the research process, 

and the procedures are implemented as planned. Emergent mixed methods designs are 

found in studies where the use of mixed methods arises due to issues that develop 

during the process of conducting the research. The researcher in this instance has 

undertaken an emergent approach due to the nature of the research process itself being 

emergent (See Section 3.4). Creswell and Plano Clark (2011) view is that the two 

categories do not present a clear differentiation between fixed and emergent designs 

rather the pragmatists ‘fall somewhere in the middle’ (p. 55), and supports the further 

exploration of methodology in Chapter 3. 

A typology of mixed methods approaches emphasizes the classification of useful mixed 

methods designs and aids in the selection and adaptation of a design. Creswell, Plano 

Clark, Gutmann, and Hanson (2003) summarise the current 15 classifications represent 

many disciplines with different terminologies (see Section 3.2). 

 

3.4.1.3 Current controversies in mixed methods research 

The definition of mixed methods research is changing and expanding, whilst the earlier 

discussions by Tashakkori and Teddlie (2003) concentrate on collaboration and 

teaching mixed methods, Higgins and Green (2008) and Creswell (2008, 2009) have 

mapped the increased use of mixed methods by new disciplines and across fields of 

inquiry practice. Their analysis suggests that the approach is spreading and being 

adapted to ‘suit unique approaches to research methodology’ Creswell and Plano Clark 

(2011, p.35). 
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Criticisms, such as Giddings (2006) challenged the claims made by mixed methods 

writers about inclusiveness, also how qualitative and quantitative methods would 

produce the “best of both worlds” Giddings (2006, p. 195), along with Holmes (2006) 

critiquing the description of mixed methods. The concerns raised were centered on the 

potential marginalisation of qualitative interpretive frameworks and recommended that 

the mixed methods community provide a clearer concept of terms and include a 

qualitative interpretive framework.  

Creswell and Plano Clark (2011) discuss 11 controversies relating to definition, use of 

terms, philosophical issues, the discourse of mixed methods, the design possibilities, 

and the value of mixed methods research. In their conclusion Creswell and Plano Clark 

(2011) suggest that after a 20-year history of mixed methods (Greene, 2008) they 

recommend an exhaustive list for designing and conducting a study, much of which has 

been included in this chapter and is developed further throughout the thesis. 
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3.5 Research design  

3.5.1 Planning mixed methods – an appraisal approach 

After the broad description of the processes of mixed methods research a more focused 

and deliberate examination of the methodology through an assessment of the research 

content topic is needed. This allows for a simplification of approach to the complex 

aspects of mixed methods research and therefore a focus on the specifics of a choice of 

method(s) in context. A listing of the 5 core approaches with associated blended 

methods within each approach can be found in Appendix 8.1. It is appropriate here to 

list only the outline design features and refer the reader to the explicit text, Creswell and 

Plano Clark (2011, p. 68  – 106), for a more in-depth review of the totality of mixed 

methods research design.  

Within the current research, and in order to move the discussion forward, Creswell and 

Plano Clark (2011, p. 112 – 113) suggests a contextual checklist approach that; 

 

 

 

 

 

 

 

 

 

a.  Assesses the study’s content topic 

b.  Notes the philosophical and theoretical foundations 
c.  Identifies the study’s content purpose 

d.  Identifies the samples used 
e.  Identifies the data collection 

f.  Identifies the data analysis 
g.  Assesses the authors reasoning 

h.  Determines the relative priority 
i.  Determines the timing 

j.  Determines the point of interface 
k.  Determine how quant and qual strands mix 

l.  Identifies the overall methods 
m.  a – l are described in a simple one-page diagram 
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Therefore Chapter 3 will continue by pursuing the questions raised in the checklist and 

then move to an exploration of the methods to be undertaken. 

a.  Assesses the study’s content topic  

As discussed in Chapter 1, this thesis gains an insight into advertising and 

integrated marketing communications with an exploration of the relationships 

between advertisers and consumers at the meso level of interface in the macro to 

micro level of consumer behaviour in context. 

b.  Notes the philosophical and theoretical foundations – As discussed in 
Chapter 2. 
 

c.  Identifies the study’s content purpose – As discussed in Chapter 1, Section 1.2 
 

d.  Identifies the samples used – Research Design, See Section 3.5 
 

e.  Identifies the data collection – Research Design, See Section 3.5 

	  
f.  Identifies the data analysis – Research Design, See Section 3.5 
 
g.  Assesses the authors reasoning – As discussed in research question, 

 aims and objectives (Chapter 1, Section 1.2 and 1.3). 
 

Once defined and focused in the diagram and previous section the mixed 

methods approach aid the researcher in assuming a Convergent Parallel Design 

based on a rigorous consideration of the complex typologies and eliminating 

those process that do not match the criteria established by the research question, 

aims and objectives. Therefore the researcher chose a Convergent Parallel 

Design (as shown in Section 3.5) with the design characteristics that permit an 

exploration of the data at a deep level of qualitative understanding in 

conversation with the two groups, with a quantative analysis of the 

conversations as a data analysis mapping exercise in Chapter 4. The design 

defines the relative priority, timing and mixing decisions. 
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h.  Determines the relative priority  

There are two possibilities for the relative priory of the strands for addressing 

the study’s purpose: equal or unequal (depending on emphasis). A need to use 

more than one approach is inherent in the research question, aims and objectives 

(Chapter 1, Section 1.2 and 1.3) as the research seeks to explore an under-

researched area where a blend of activity occurs, therefore a blended, or mixed 

method, approach to data is appropriate as one data source is not sufficient. A 

further need to explain the initial results and then review the data in cross data 

analysis to generalise the exploratory findings aids the research in moving 

through the data and enhancing the study with a second method of data analysis 

(Creswell and Plano Clark, 2011 p. 113). 

 

i.  Determines the timing  

Determining the timing of the qualitative and quantitative stands of the research 

is outlined by Creswell and Plano Clark (2011) as having three possibilities in 

the two strands: An implementation concurrently in one phase, sequentially in 

two phases, or combined in multiple phases or projects. A key aspect of the 

methodology and one that is explored more fully in Section 3.7. As the 

researcher is undertaking an iterative, hermeneutic approach (see Section 3.10) 

where the data is compared and interpreted, it is necessary to pursue a research 

design that allows the convergence of data in exploring the commonalties and 

variances in the behaviour of the two groups to be analysed. Suggesting a 

combined multiple iteration timing approach that is extended further in Section 

3.7. 
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j.  Determines the point of interface 

There are four possible points of interface between the study’s strands (Creswell 

and Plano Clark, 2011): at the point of interpretation, at the point of data 

analysis, at the point of data collection, and at the level of the design. Although 

the study itself is an exploration of interface, the interfacing of data is made 

explicit at the results stage of the research as the two groups are studied in 

separation before this point (as discussed in Section 3.7). 

k.  Determine how quant and qual strands mix 

The mix of strands is explicitly described in this chapter, Section 3.5 onwards. 

In the discussions section of the research (Chapter 6) a reflection on the process 

is given. 

l identifies the overall methods  

 The strategy identified is the Convergent Parallel Design as the criteria are thus: 
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In terms of a suggested process, a parallel-data variant in regards to an holistic, 

iterative research design gives the research the means to move on to implement a 

convergent parallel design. Where both qualitative and quantative data is 

compared at the level of interface at the analysis level of the research. In turn an 

understanding of the interface between the macro and micro levels of interface 

between the two groups at the meso level can emerge from the analysis of the 

‘unknown’. A challenge being the issues around converging the two sets of 

different data has been met in the description and outline of the research design 

in Section 3.5. 

The Convergent Parallel Design includes: 
• The researcher: 

– Collects quantitative and qualitative data concurrently 
– Analyzes the two data sets separately 
– Mixes the two databases by merging the results during 

interpretation (and sometimes during data analysis) 
 
Purposes for the Convergent Design 

• Obtain a more complete understanding from two databases 
• Corroborate results from different methods 
• Compare multiple levels within a system 
• Philosophical assumptions: 

– Best suited to an "umbrella" paradigm such as 
pragmatism 

– Common variants: 
• Parallel-databases variant 
• Data-transformation variant 
• Data-validation variant 

• Strengths: Convergent Design 
– Intuitive 
– Efficient 
– Lends itself to teams 

 
Challenges: Convergent Design 

• Requires substantial effort and expertise 
• Issues related to the samples and sample sizes  
• Difficult to converge two sets of different data 
• How to resolve discrepant results	  

Figure 3.2 – Creswell and Plano Clark (2011, p. 54) 
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The need to use an emergent mixed method with iterative strands that are 

combined in analysis suggest a convergent parallel design. 

The research will therefore undertake: 

o An emergent mixed method design (Creswell and Plano Clark, 2011) 

o Using iterative strands with a qualitative priority strand 
o With multiphase combination timing 

o In a convergent parallel design  
o In a convergent parallel model (see Section 3.5) 

 

 

       Figure 3.3: Adapted from (Creswell and Plano Clark, 2011) 
 

m.  a – l are described in a simple one-page diagram  

By way of a summary of this section, it is useful and necessary to present a 

diagram that encapsulates the discussion of methodology before going on to 

describe the notation, procedures and sampling within the model (Figure 3.4). 

The model presents an outline of the items discussed in the checklist a-l and are 

in line with the discussion and development of the conceptual model in Section 

3.7. Chapter 3 then continues with a description and construction of 

methodology in regards the theoretical positions (Section 3.3), nature of the 

InterpretationCompare / relate

DATA / ANALYSIS
(Qual / QUANT)

DATA / ANALYSIS
(Qual / QUANT)
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research (Section 3.2.3) theory building (Section 3.4) research design (Section 

3.5), iterations (Section 3.7) and mapping (Section 3.14). 
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3.5.2 Notation in the visual model 

The relative priority of the two methods within the research is indicated through the use 

of uppercase and lowercase letters, prioritized methods are indicated with uppercase 

letters.  In addition, the notation system uses a plus (+) to indicate methods that occur at 

the same time and an arrow (>) to indicate methods that occur in sequence. Parentheses 

are used when methods are embedded in a larger framework .  

Priority diagram Explanation Sequential options 
QUAN > qual 
QUAL > quan  

The first component is the 
predominant part of the study, 
and the secondary component is 
done afterward. 

QUAN > qual: Using qualitative 
interviews to explore an unusual 
clinical result (often a form of 
triangulation). Example projects: 
Brazier et al (2008); Menard 
(1995). 
 

quan > QUAL 
qual > QUAN 

The predominant part of the 
study is done after the 
secondary component has been 
completed. 
 

qual > QUAN: Using interviews 
to develop a questionnaire; 
collecting demographics and 
clinical data about a population 
from which interviewees will be 
drawn. 
 

Parallel options  
QUAN + qual 
QUAL + quan 

The secondary component often 
resembles a nested process 
within the primary research 
component, occurring at the 
same time, either with the same 
sample or with different 
samples. 
 

QUAN + qual: Including spaces 
on questionnaires where 
respondents are encouraged to 
describe or explain their answers 
in more detail. 
Example project: Menard (1995). 

QUAN + QUAL 
QUAL + QUAN 

Both components are 
considered equally important 
and are often run 
independently. Integration of 
the components begins at the 
analysis stage. 

QUAN + QUAL: For example, 
assessing the outcomes of 
therapeutic massage treatments 
by new students, interviewing 
community members about the 
impact of the new training 
program in their remote 
community. Example projects: 
Ebright et al (2003).; Porcino et 
al (2010). 
 

Table 3.5: By the author, adapted from Creswell and Plano Clark (2011) 

 
 

The researcher has highlighted the notation systems above, QUAL + QUAN. This 

notation will be used throughout the thesis where appropriate. 
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3.5.2.1 Data collection and analysis procedures in relation to the model 

Further clarification of the Hermeneutic data collection and analysis procedures in 

relation model is described in Section 3.10. The sampling strategies are outlined in 

Section 3.6.2 in regards to the qualitative (QUAL) data collection and Section 3.13 in 

regards to the quantitative (QUANT) analysis. 

The analysis of the data presented in Chapters 4 and 5 offers a source of research 

outcomes by seeking to justify the needs of policy, practice and research. Any 

discussion within the area of meaningful application of the research would be 

incomplete without acknowledgement that the practitioner is himself a rich and 

informative source of opinion on theory making. This is encouraged through research 

that engages fully with the practitioner's self-reflection in context, reinforced by the 

conversations with advertiser / sender and consumer / receiver as co-participants of 

‘theory making’ to fully contextualize the manufacturing consent and motivational 

behaviour phenomena. Such situations can only be achieved where idiographic (the 

study of the individual in context), as opposed to nomothetic (the imposition of a 

generalisation) approaches are accepted (Gummesson 2003; Bjerke and Hultman 2002). 

A convergent parallel design methodological approach (Section 3.2) has been examined 

supporting the literature on the subject of theory building in context of this research 

(Chapter 2). Perry and Gummesson posit the idea of ‘theory building from particular 

situations for the emerging body of knowledge about a phenomenon’ (Perry and 

Gummesson 2004, p. 315). 

Yin (1994) suggests that in a comprehensive research strategy that deals with situations 

‘in which there will be many more variables of interest than data points’ the researcher 

must be aware at all times of the changes he may effect during the process. 
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There is criticism of the case approach in terms of the lack of underpinning 

generalisation (Stake, 1995; Yin, 2008). However Yin (2008) argues that cases are 

‘generalizable to theoretical propositions and not to populations or universes’ (p. 10). 

Therefore the purpose of cases is in ‘analytical generalisation’ to expand theory and not 

in statistical generalisation (Rhee, 2004). Yin (2008) expresses the concept of ‘analytic 

generalisation’ as a way of combining these imperatives within the research and 

knowledge development traditions. 

The distinction between ‘intention’ and the ‘invitation’ to effect change in the research 

is subtle (Susman and Evered, 1978) and is closely aligned with the idea of the 

researcher as ‘describer’ in case research and ‘implementer’ in action research (Vreede, 

1995). 

INTENTION 
 

INVITATION 

!

CHANGE 

!

Figure 3.5: Susman and Evered, 1978 

As a form of linkage between methodological paradigms this can be reinforced 

conceptually with the additional concept of the ‘observer’ as participant-observer, a 

position taken for use in this study reinforcing the idea of the observer simultaneously 

critically comparing the phenomena, the unknown, with the known (Figure 3.10) and in 

so doing building new insights and understanding (Chapter 6). 

However, there is a distinction between the subtleties of an intention to effect change 

and an invitation to make comment or report on observations made and therefore effect 

change (Susman and Evered 1978). We may view case research as sitting at one end of 

a continuum with action research at the other. In case research the researcher is a 

‘describer’, whereas in action research the researcher is the ‘implementer’ (Vreede 

1995). In the middle is the ‘observer’ who is socially interacting with case participants 
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and has an inside and working view, yet is not a full participant in the phenomenon. The 

‘observer’ descriptor reflects the participant-observer stance taken in this study (Section 

3.7.1).  

IMPLEMENTATION 
 

INVITATION 

!
! ! ! ! !OBSERVATION!

CASE!RESEARCH!

ACTION!RESEARCH!

	  
Figure 3.6: The location of observer in the case study continuum (Deacon, 2008) 

 

Therefore in this study, the researcher becomes part of the phenomena within the social 

context of ‘advertiser / sender and consumer / receiver’ and is invited to comment on 

the practice of advertising – in due course effecting change. Simultaneously the 

observer critically compares the phenomena (in this study of consumer behaviour)  

with known theory (as illustrated in Figure 3.11) and in doing so builds new insights  

and understanding. 

The study pursues a further description conceptually in order to underpin and reinforce 

these linkages in Chapter 2, Section 2.7.2, where the mode of inquiry is further clarified 

in the ‘practical immersive’ approach outlined by Evered and Louis (1981). 

Here, it is necessary to note that the researcher has become personally involved within 

the development of the advertising process within the described environment by 

invitation and through his experience and is able to make informed contributions to the 

development of knowledge within the discipline. The researcher has had a career in 

advertising and design for over 20 years with direct experience in all parts of the 

process of creating advertising. 
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Therefore, Evered and Louis (1981) describe two approaches that acknowledge multiple 

perspectives to inquiry from within in regards to organisational or societal groups.  

1. ‘Inquiry from the outside’ – Researcher as an objective external observer  

2. ‘Inquiry from the inside’ – Researcher as a subjective participant observer.  
 

The approach of ‘inquiry from the inside’ reflects and supports the personal ontology 

(Section 3.2.4) of the researcher in the epistemological (Section 3.2.5) insight about the 

research interface issues that are developed and therefore inform this work. This is also 

reflected in the literature review (Chapter 2) demonstrating the overt ontological and 

epistemological parallels (Section 3.2.5) and convergences of manufacturing consent 

and motivational behaviour in context. It can be seen that the QUANT ‘outside’ 

approach is defined by a detached, neutral observational approach whereas the 

experiential QUAL ‘inside’ paradigm gives us an interpreted, contextually embedded 

meaning from the ‘particular, idiographic praxis’ knowledge acquired (Evered and 

Louis, 1981).  

Whilst it can be argued that both approaches have value, the author’s research intent is 

best served by the ‘practical immersive’ approach to ‘inquiry from the inside’ as 

described in and by several themes already addressed in Chapter 2 and earlier in this 

chapter in regards to the convergent parallel design (Section 3.5) 
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Figure 3.7: Alternative modes of inquiry (Evered and Louis (1981)) 
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Figure 3.8 Differences between the two modes of inquiry (Evered and Louis (1981)) 

 

Dimension of  
Difference 

MODE OF INQUIRY 
From the Outside           From the Inside 

 
Researcher’s 
relationship  

to setting 
 

Validation basis 
 
 

Researcher’s role 
 

Source of categories 
 

Aim of inquiry 
 
 

Type of knowledge 
acquired 

 
Nature of data and 

meaning 
 

 
Detachment                                                     ‘Being there’,  
                                                                           ‘immersion’  

 
Measurement                                                      Experiential 

                                                                                     and logic  
 

Onlooker                                                                       Actor 
 

A priori                                                              Interactively  
                                                                               emergent 

 
Universality                                                          Situational 
& generalizability                                                   relevance 

 
Universal, nomothetic:                                          Particular,  
theoria                                                      idiographic: praxis 

  
Factual,                                                                Interpreted, 
context free                                       contextually embedded 
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The emphasis on hermeneutics (Section 3.6.3) can be seen as an ‘influential approach to 

social sciences… with its leading forerunners [including] members of the Frankfurt 

School, e.g. Habermas, Horkheimer, Adorno and Marcuse (Evered and Louis, 1978) as 

outlined in Chapter 2, Section 2.3.5 of the literature review. 

It is perhaps appropriate to quote here, in full, the section discussed in Evered and Louis’ 

(1981) key text as an illustration and summation of this chapter thus far, 

 ‘… no knowledge is possible without presuppositions. This idea has been 
recognized also by philosophers not associated with hermeneutics as, for example, 
Popper’s (1959) acknowledgement that the framing of any scientific question 
assumes some foreknowledge of what it is we want to know. In the social 
sciences, the hermeneutical circle takes the form of attempting an initial holistic 
understanding of a social system and then using this understanding as a basis for 
interpreting the parts of the system. Knowledge is gained dialectically by 
proceeding from the whole to its parts and then back again’  
(Evered and Louis, 1978). 
 

This research sets out to explore consumer behaviour within the hermeneutic 

methodology expressed, the Evered and Louis (1981) concept of a practical approach of 

inquiry ‘from the inside’ is in direct relation to the research issue thematically, 

conceptually and holistically. 

	  
 

3.6 Research instrument 

3.6.1 Research instrument – The researcher as focal instrument 
 

Van Maanen (1983:9) suggests that the research instruments used under this approach are 

‘an array of interpretive techniques, which seek to describe, translate and otherwise come 

to terms with the meaning, not the frequency of certain more-or-less naturally occurring 

phenomena in the social world’. This type of mixed method employs a convergent 

parallel approach (Section 3.2) to the empirical data in order to provide a deeper insight 

and more understanding of the influences that shape the phenomena in order to explain 
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the interacting realities and experiences of the researcher and the participant (Lincoln and 

Guba, 1985). 

The researcher acts as the focal research instrument, gaining insights into the interacting 

realities and experiences of the researcher and the participant(s) from within, during the 

research process. This study will approach the research issue with a focus upon open data 

– that is data sourced from participants in their own voices. A mixed methods approach 

allows the researcher to gain an insight into the social construction of meaning in relation 

to the research question and how such meaning can be used to inform ‘contextual’ theory 

development, as described in Section 3.5. ‘The aim is to understand and explain why 

people [participants] have different experiences, rather than search for external causes and 

fundamental laws to explain their behaviour’ (Gilmore et al 2001, p. 7). Alvesson and 

Skoldberg (2009) suggest that this allows for a wider perspective to be taken in the 

generation of knowledge as it encourages the development of new and undiscovered 

meaning rather than seeking to confirm existing ‘truths’.  

 

3.6.2 Qualitative (QUAL) 

3.6.3 Drawing conclusions / hermeneutic approach 

The ability to draw valid conclusions rests in the hands of the researcher; and his skills 

and experience are tested to the extreme at this stage of the process. Several texts describe 

the qualities of a good researcher, such as Braun and Clarke (2006), and Mey and Mruck 

(2007). The researcher is the research instrument gaining insights into the interacting 

realities and experiences of the researcher and the participant, (Section 3.5). It is he or she 

who is at the centre of the research process and who drives the whole effort forward, 

remaining within the research throughout the duration of process. Based on their many 
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years of experience in the field, Mey and Mruck (2007) believe that a knowledgeable 

researcher with conceptual interests and more than one disciplinary perspective is often a 

better research instrument for qualitative research, as he is more refined, more bias- 

resistant, more economical, quicker to focus on the core processes that hold the case 

together, and more persistent in the search for conceptual meaning – reinforcing the 

intrinsically reflexive and mixed approach to the data and theory building presented.  

The reflexive iterative process starts with an informed description of research, moves to a 

stage of ‘blended’ activity where research questioning, conversational probe 

development, data collection and analysis are almost simultaneous. A representational 

account is then given before resuming the iterative spiral again (Crabtree and Miller, 

1992). Gummesson (2003, p. 485) refers to this cycle as the ‘hermeneutic spiral’ (and is 

confirmed in Alvesson and Skoldberg, 2009, p. 53 in reference to Radnitzky, 1970, p. 23), 

suggesting that understanding is developed in an iterative process, Figure 3.9; 

 

Figure 3.9: Sources of understanding adapted from Gummesson (2003) 

 

Within the iterative development, each step increases knowledge by a process of pre-

understanding to inform the next step in the research process, and therefore contribute to 

‘understanding’ (Figure 3.10). As information is accumulated an interpretation of the 
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phenomenon alters to incorporate the new information, developing the deeper contextual 

understanding of the ‘whole’ and ‘part(s)’. The process reaches ‘saturation’ when valid 

meaning has been obtained. 

	  
 

Figure 3.10: Adapted by the author from Gummesson (2003 pp. 68 – 72)  

 
 

Crabtree and Miller (2008) and Gummesson (2003) proposed that the development of 

theory is a consequence of a reflexive ‘oscillation’ within and between the known and the 

unknown, and simultaneously between the constituent parts of the study from the 

generated data as shown in Chapter 4 and the whole as shown in Chapters 5 and 6. This 

reverberative effect creates a harmonic ‘resonance’ between the ‘parts’ and the ‘whole’, 

see Figure 3.11, and is a representation of the reality of data generation at the interface 

between manufacturing consent and motivational behaviour in context. 
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Figure 3.11: The oscillation and turbulence of data used in this study (adapted from 

Deacon, 2008 with extension by the author in illustration of harmonic ‘resonance’ across 
the data model) 

The resonance from the parts to the whole allows the data to emerge through a continuous 

‘filter’ by revisiting the ideas discussed after each conversation and also continuing to 

move the questioning and simultaneous data analysis on together rather than sequentially. 

Section 3.7, and in keeping with the convergent parallel design outlined in Section 3.7, 

presents and develops the area surrounding the inductive questioning. 

As a dialectical approach to the conversations, texts and conversational probes an 

interpretive and emergent series of themes whereby the, 

‘primary interpretations are made before and during the interaction that such 
an interview entails: the researcher ‘interprets’ what and who can be asked, 
what has been said previously during the interview and what is being said 
now, what is interesting, and what it is possible to get an answer to.’ 
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(Alvesson and Skoldberg, 2009, p.286). 
 

The initial stages of the research cycles presented continuing questioning and 

simultaneous analysis. Giving meaning and depth to the development of the 

conversational probes and transactional analysis. This was represented in the development 

of the ‘framing’ of questioning when gaining insight into the commonalities and variances 

of the two groups in parallel and later in cross-case analysis (Section 3.12). 

	  
 

3.7 Iterations and cases 

3.7.1 Participant-observation 

The philosophical approach (Section 3.2.3) allows for a number of methods to be used for 

the inquiry at the point of interface between manufacturing consent and motivational 

behaviour and allows for the emergence of theory longitudinally. A mixed methods 

convergent parallel approach was chosen (Section 3.2) within the study as it allows for 

the exploration of the interlinked social and contextual relationships between ‘consumer ’ 

(consumer / receiver) and ‘advertiser’ (advertiser / sender) (Carson et al, 2001) and as 

Patton (1990) states: 

‘The aim of qualitative studies is to gain an in-depth understanding of a 
situation.  
In-depth understanding is based on researcher immersion in the phenomena  
to be studied, gathering data which provide a detailed description of events, 
situations and interaction between people and things, providing depth  
and detail’.  

(Cited Carson et al. 2001, p. 62).  
 

A description that allows for a number of methodologies to be used within context, with 

the emergence of theory occurring as knowledge increases longitudinally (Carson et al. 

2001). An approach that is consistent with this research study philosophical position in 

that it is exploratory within the social constructs of the groups being considered. Carson et 
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al. (2001) go on to describe ‘in-depth / convergent interviews / focus groups; action 

research and learning; ethnographic studies; and grounded theory as interpretivist 

methodologies, and in particular the last three being consistent with an ‘emergent’ mixed 

methods approach. They develop over time (longitudinally) therefore; a holistic set of 

instruments can be seen as the foundation for this research in terms of generative data. 

These being: 

 
1. In-depth ‘responsive’ interviews (Rubin and Rubin 2005), 

2. Ethnographic participant-observer observation. (Swartz et al. 1998) 
‘Inquiry from the Inside’ (Evered and Louis 1981), Figure 3.8 and  
Figure 3.9 
 

This mixed methods process has been chosen in order to allow the researcher to examine 

the interface between advertiser / sender and consumers / receiver in line with the 

philosophical position of the literature review and methodological fit as described 

(Chapter 2). 

Crabtree and Miller (1999, p. 47) view participant-observation as ‘a process we use in 

everything we do’. Citing Lindemann (1924), Crabtree and Miller (1999) distinguished 

between ‘objective observers’, who sought an insight into culture from the outside (using 

interviews) and ‘participant observers’ who use observation to gain insight to culture from 

within.  

This gives the researcher a method of generating data, that has a foundation within social 

and cultural anthropology, where the choice of using a participant-observation approach 

‘relates to the significance of the cultural context and observing behaviours in answering 

the research question’ (Crabtree and Miller 1999, p. 48). 
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3.7.2 Case research – justification 

In terms of validity, the research strategy encompasses two main themes that determine 

the approach and the research must therefore: 

 
1. Establish ‘reliable and valid’ evidence. 
2. Be able to develop a ‘narrative description’ of the condition or event.  

(Swartz et al. 1998, p.164). 
 

As this study utilizes a subjective approach, it allows a closer exploration of decision-

making and choice processes within the chosen field of study from within (advertisers / 

sender) and without (consumer / receiver) and therefore to ascribe meaning in context. 

The two groups are heterogeneous, allowing for a research design that centers on the 

interpretation of reality within a small range of group of advertiser / senders  and 

consumer / receivers. Case research ‘guides the investigator in the process of collecting, 

analyzing, and interpreting observations… that allows the researcher to draw inferences 

concerning causal relations among the variables under investigation.’ (Nachmias and 

Nachmias, 1992, p. 77-78. Cited Yin, 2008), such as the interplay between participants in 

consumer behaviour. 

It is possible that case study research can establish ‘reliable and valid’ evidence in 

developing a ‘narrative description’ of a condition or event (Swartz et al. 1998, p. 164) 

and is justifiable in this study as it focuses on the ‘how’ and ‘why’ questions within a set 

of contemporary events over which the researcher has little or no control  

(Yin 2008, p. 11). 

It is important for the investigator to acknowledge and recognize the potential weaknesses 

in the approach and ensure that in developing a research design that it reduces as fully as 

possible any shortcomings by using tactics that pay attention to the detail, in order to use 
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multiple studies that enhance the results by developing a ‘narrative description’ of events 

or conditions. 

The researcher was embedded in the ‘lived experience’ of the research as can be seen as 

an interview with the researcher was undertaken by a participant as a means of ensuring 

the process of immersion was consistent with the research method ideologically. In 

several iterations of the research the researcher ensured that the interviews and 

conversations undertaken in conjunction, or with, the researcher were part of an 

immersive and co-created environment where the participants were aware of their 

contribution, development and testing of the theory. In particular the students that carried 

out interviews had the opportunity to interrogate the theoretical model and develop 

conversations with and the researcher and in parallel (Section 3.2). An example of this 

flow and focus of the process is found in Appendix 8.3 where the student conversation 

and report is given in full as a demonstration of the richness and complexity of the 

research methodology in a longitudinal study lasting 18 months to 2 years. 
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3.7.3 Interactions of research design 

Chapter 
Section 

Iteration Action Participants 

3.7.4 Pre-Study’ Iteration On-going relationships Advertisers / 
sender 
Researcher 

3.7.5 Iteration One Extended Conversations Advertisers / 
sender 
Consumers / 
receiver 
Researcher 

3.7.4 Iteration Two Observations  
 

Advertisers / 
sender 
Consumers / 
receiver 
Researcher 

3.7.7 Iteration Three Analysis and explanation Researcher 
  Theory building Researcher 

 
Table 3.6: Iterations of research design 

 

3.7.4  ‘Pre-study’ iteration – on-going relationships 

Many, although not all, of the individuals approached for this study were known by 

acquaintance of the persons interviewed or knowledge professionally during working 

practice with the researcher prior to his career in academia. The research process benefits 

from this prior relationship as it facilitates an openness and rapid dialogue with the 

participant that embeds the researcher in an immersive environment. Any dialogue in 

regards to the research question has been purposefully limited in order to allow a clear 

capture of generated data within context for this research. 

Initial contact was followed up with an in-depth unstructured responsive interview or 

interviews with the objective to frame and assess the ways the individuals view the 

process of information exchange within the context of manufacturing consent and 

motivational behaviour within choice settings. Initial contact also provided background 

information on the individual and the co-creative nature of the relationship. Socially this 
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initial contact iteration built on, or reconfirmed, an existing relationship between the 

participants and the researcher and establishes the schedule, trust and empathy needed for 

the second iteration. 

 

3.7.5 Iteration One – Extended Conversations 

The first iteration was conducted at, or as near as possible to, the point of activity. 

The unstructured response interviews were ‘planned to allow ‘mini-ethnographies’ of the 

respondents’ (Anderson and McAuley, 1999), to emerge from background, experiences 

and personality. The direction of these initial interviews was governed by the type of 

emerging data and researcher’s own understanding of the nature of the relationship 

between the co-participants in the study as outlined in Section 3.7.9. The objective was to 

create a free-flowing conversation that is neither ‘forced’ nor ‘false’ but captures ‘insight 

of context’ through mutual understanding and respect – a conversational partnership. 

All recorded materials are kept secure; password-protected and transcribed for analytical 

purposes only, being stored for five years after the date of submission (transcripts were 

made available to external examiners). 

It was explained to the participant that, in any time during an interview observation,  

if the participant wished so, the activity would be terminated, and that if any questioning 

was deemed to be probing areas considered confidential, then again, the participant could 

ask for termination of the interview or redirection of the conversation. Finally the 

objectives of the study were outlined or re-established – that the purpose was to explore, 

the meaning and operation of the decision making process in advertising – and as such 

any conversation or questioning was to elicit insight and not test knowledge. 
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Interviews (conversations) therefore consisted of three base informal discussion probes, 

extended and explored further in Section 3.7: 

1. The understanding of the advertising focus at the time of interview. 
2. Ideas of choice and what form of decisions about advertising  

have been supposed. 
3. Understanding the emotional effect of advertising. 

 
These three base informal discussion probes have an element of evolution about them that 

is propagated upon the understanding of the researcher over the period of the enquiry and 

is in line with the process illustrated (Section 3.7). The purposes of these discussion 

probes were twofold: firstly, they allowed the inquiry to move from the general to the 

specific and secondly, they enabled conversational probes used in order to manage the 

conversation, regulate the degree of detail and clarify respondents’ answers. 

Immediately following the interview the researcher undertook a reflective ‘contextual self 

memo’ exercise where conversation, interview process, context and atmosphere were 

noted. These included self- observation comments on the ‘flow’ of the conversation, time 

of day and significant atmospheric issues for example: a busy office, restaurant or an 

outdoor location. The interviewer reviewed as soon as possible following interview; all 

recordings were made using the technology necessary to a secure password-protected 

hard disk and transcribed from this media. At this stage of the study no attempt was made 

to make ‘sense’ of the data to ‘just let the data talk’, before settling on the method of 

reporting the emerging empirical evidence in line with a hermeneutic interpretation 

(Gummesson 2003, p. 485), see Section 3.6.3 and Chapters 4 and 5. 

	    



      
	  

	  

129 

3.7.6 Iteration Two – Observations 

Observations took place – these were conducted at the point of social interface either with 

advertisers / sender or consumers / receiver but certainly where operational aspects of the 

process are present where possible. 

3.7.7 Iteration Three – Analysis and explanation / Theory building 

During the process of data generation, as outlined in Iteration 1 and Iteration 2 above, a 

simultaneous process of question refinement, analysis and explanation took place in order 

to clarify and indeed make meaning of the interpreted explanations in respect of the 

hermeneutic interpretive (HI) approach. The researcher sought to explore the potential 

‘oscillation’ and ‘resonance’ between the ‘known’ and ‘unknown’ in context and the 

researcher’s knowledge and context, as visualized in Figure 3.15

 

Figure 3.12: The hermeneutic interpretive approach used within this study, highlighting 
the oscillation between the ‘known’ and ‘unknown’ iterations of the data generation 

activity (Deacon, 2008) 
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3.7.8 Units for analysis: cases 

It is important to develop understanding of the construction of meaning between 

advertiser / sender and consumer / receiver through exploration via inquiry from within. 

Here, the units for analysis that constitute a ‘case’ are individual advertiser / senders and 

consumers / receivers, and are selected to explore the original intent of the message (see 

Table 3.8 for a table of figures describing these groups) – to understand if meaning is 

imbued in the process and how ideas of ‘choice’ and value exchange are viewed in 

relation to the research question posed and in relation to the cross-case analysis. The 

focus of the data analysis is to develop an understanding of the relationship between these 

two areas (advertisers / sender and consumers / receiver) through exploration via inquiry 

from within. 

The ‘case’ can be defined here as the individual within the advertiser / sender group or 

collective group (consumer / receiver group) that the researcher engages with in order to 

focus on the question of ‘choice’ within the decision making process and not an 

examination of structures and hierarchies that evolve or are present during each iteration 

of the research (Yin, 2002). 
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Table 3.7: Research design: iteration / process / documentation. 

Source: Author adapted from Yin, 2008 

 

Yin (2008) gives further guidance on selecting the units for analysis. Typical units include 

the individual, organisation or even the society they are within. The unit for analysis in 

this study is the advertiser (as ‘sender’) and the consumer (as ‘receiver’). 

3.7.9 Selection of cases 

The selection of cases contained within this study, and the aims of this study, were 

selected in line with the principles laid out by Carson et al (2001, p.102) in order to 

develop knowledge and build theory. This was pursued via a multi-case design and 

utilised cross-case analysis, as this research is primarily concerned with theory 

development that is inherently emergent in nature where prediction in relation to outcome 

is not possible.  

Iteration 
 
 

Process Documentation 

1. Literature review Define framework/methodology Literature review informs  
2. Research Framework  
(Chapter 2) 

2. Research framework Define strategy/context/ preliminary model 
Define semi-structured conversations and case 
study protocol 
Identify potential cases 
which in turn informs 
3. Multiple case studies 
 
 

Case study protocol 
Cases for study 

3. Multiple case studies Conduct case studies 
Analyze case study data 
Evaluate results to inform 
4. Model building 
 

Multiple case documentations 
Multiple case results 

4. Model building Develop model 
Refine model 

Revised model 
Model documentation 

5. Conclusion Interpret findings 
Identify implications 

Study implications (Chapter 5) 
Implications for further research 
(Chapter 6) 
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Cases were selected in order to achieve the required informality and intimacy of a 

conversation. Therefore the choice of cases is deliberately ‘purposeful’ (Patton, 2001) in 

selection, not in an attempt to force an outcome, as at this stage the outcome is unknown, 

but in order to adhere to the presets laid out in this chapter. Allowing the theory to emerge 

via a naturalistic inquiry devoid of presupposition and ‘knowing’. This is in line with the 

field of studies works undertaken by Gummerson (2008), Glaser and Strauss (1967), Yin 

(2008) and others and moves towards achieving a theoretical ‘fit’. 

The selection of cases is purposefully small in scale in order to promote access, empathy 

and aid the development of co-created meaning in context. 

3.7.10 Number of cases 

There is little in the research literature that gives clear guidance of the number of cases 

required in multiple case research. Carson at al (2001:103) sought guidance from others 

(Romano 1989; Eisenhardt 1989; Lincoln and Guba 1985). Deacon (2008) suggests that 

the cumulative conclusion demonstrates ‘that somewhere between four and 12 cases are 

needed where more than one case is deemed necessary – to allow for a ‘credible picture’ 

of the context to be presented.’ (Carson et al. 2001:104, cited Deacon 2008), thereby 

achieving saturation in the process of analysis.  

Saturation, complexity and richness according to Ruben and Ruben (2005) in regards to 

the credibility of the findings of a study are enhanced when it can be demonstrated that 

data has been generated from a multiple perspective upon the focus of the research –  

in this instance in the analysis of the separate and cross cases by group and  

hermeneutic inference. 

Therefore, 10 advertisers / senders and 34 consumer / receivers have been identified 

(Table 3.8), and a series of conversations took place with them. The rationale for 



      
	  

	  

133 

choosing this number and these particular participants for the study was based upon the 

ability to elicit quality data generation and enable the study to have a longitudinal 

dimension through observation and extended conversations (Section 3.7.12). Thus the 

researcher knows the participants – the relationship that the researcher has with them has 

either come about because of academic activities or through commercial relationships 

built before the researcher entered academia. It is also of note that the lecturer / academic 

was embedded in the iteration of research as participant and was interviewed. 
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Advertiser / sender 

Case  
No. 

Company 
(+ previous 
companies) 

Participant 
(Gender – Age) 

Focus Location Time Known 

AS1 Brand agency 
Brand in house 
Advertising 
agency 

FB: M: 48 AD/CEO London >5 

AS2 Advertising 
agency 

PB: M: 50 AD/CEO Paris <5 

AS3 Lingerie brand 
Telecoms brand 
Record label 
Design agency 
Design agency 

SP: M: 40 Sales UK >5 

AS4 Lingerie brand 
TV Network 
Record label 

NM: F: 36 CEO UK >5 

AS5 Design agency TS: M: 34 AD/CEO London >5 
AS6 Photography HJ: M: 46 Sole Trader Newport, 

South Wales 
<5 

AS7 Creative agency 
Brand agency 

JP: M: 26 Creative London <5 

AS8 Brand agency SM: M: 25 Creative Cardiff <5 
AS9 Fashion agency 

Record label 
TL: M: 39 AD/CEO London >5 

AS10 Advertising 
agency 

RG: M: 43 AD Greater 
London 

<5 

	  
	  

Consumer / receiver 
Case 
No. 

Occupation Participant 
(Gender – Age) 

 Location Time Known 

CR1 Student AM: F: 21   Newport, 
South Wales 

<5 

CR2 Student CN: F: 38   Newport, 
South Wales 

<5 

CR3 Student LH: F: 19   Newport, 
South Wales 

<5 

CR4 Student PV: M: 22   Newport, 
South Wales 

<5 

CR5 Student RM: M: 19   Newport, 
South Wales 

<5 

CR6 Student HB: F: 20   Newport, 
South Wales 

<5 

Table 3.8: Individuals and the time known 

 

There are three iterations to this inquiry that drive the nature, frequency and totality of the 

interviews and observations. The first iteration is a ‘pre study’ iteration, where the 

ongoing relationship between the participants and the researcher has been previously 

established and knowledge of ‘each other’ is acknowledged ensuring that; 
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1. Establish ‘reliable and valid’ evidence. 
2. Develop a ‘narrative description’ of the condition or event.  

(Swartz et al. 1998:164). 
	  
Study	  iterations	  can	  be	  outlined	  as;	  

	  
1. Iteration one (Table 3.9) 44 interviews and histographies,  
2. Iteration two (Section 0) is built upon a total of 44 observations and 

‘extended conversations’ developing the longitudinal dimension of the study  
3. Iteration three (Section 3.7.7) multi case and cross-case analysis and 

explanation moving towards theory building 
 

Table 5, Study activity shows the detail of the longitudinal study: 

Case / Date P1  P2  P3  

1  11th August 2011 at 16:11  11th August 2011 – 1st June 2013  11th August 2011 – 1st June 2013	  
2  24th August 2011 at 18:47  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
3  26th August 2011 at 14:42  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
4  31st August 2011 at 8.54  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
5  3rd September 2011 at 10:59  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
6  3rd September 2011 at 16:36  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
7  22nd September 2011 at 16:31  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
8  12th October 2011 at 12:32  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
9  19th October 2011 at 14:10  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  

10  24th October 2011 at 13:37  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
11  26th October 2011 at 13:48  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
12  26th October 2011 at 18:18  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
13  4th November 2011 at 15:38  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
14  5th November 2011 at 15:52  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
15  28th November 2011 at 12:14  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
16  19th January 2012 at 15:44  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
17  16th April 2012 at 13:30  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
18  23rd April 2012 at 11:15  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
19  24th April 2012 at 14:46  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
20  18th April 2012 at 13:00  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
21  18th April 2012 at 11:00  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
22  13th April 2012 at 10:00  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
23  27th April 2012 at 15:30  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
24  24th April 2012 at 20:30  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
25  28th April 2012 at 19:30  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
26  29th April 2012 at 10:30  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
27  23rd April 2012 at 10:15  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
28  30th April 2012 at 20:30  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
29  13th April 2012 at 14:34  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
30  27th April 2012 at 15:49  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
31  5th April 2012 at 21:57  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
32  15th April 2012 at 15:15  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
33  21st April 2012 at 13:27  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  
34  29th April 2012 at 15:28  11th August 2011 – 1st June 2013	    11th August 2011 – 1st June 2013	  

 
Table 3.9: Study activity 
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The positioning of events in  

Table 3.9 is based upon the following factors: 

1.  Interviewee availability: Each interview/observation was undertaken with 
key participants within their respective areas. 
 

2. Interviewee fatigue: the methods used for data generation involve a large 
element of ethnography.  
 

3.  Saturation, complexity and richness: according to Ruben and Ruben (2005) 
the credibility of the findings of the study were enhanced when it can be 
demonstrated that data is being generated from multiple perspectives within 
the focus of the research themes. The distinctive themes of the study emerge 
to frame the data generation activity and such themes will be pursued until 
additional conversations and observation add little further understanding to 
the focus of the study. 

  

The following sections move from discussion of methodology and its relation to theory, 

towards a consideration of the practical aspects of understanding how the data was 

generated in context. This preparatory view leads on to Chapter 4 and the work carried 

out in relation to the findings, analysis and discussion of the research. 

As discussed in detail within this chapter, the case study method is utilized. The data 

within this can be generated in a number of ways (Swartz et al. 1998: 175; Yin 1994:80). 

Suggesting that interviews (responsive) and observations (participant) are the most 

appropriate methods for generating data. 

3.7.11 Responsie interviewing 

There are many forms of in-depth qualitative interviewing methods, and Ruben and 

Ruben (2005) offer a typological framework assessing the most appropriate type of 

interview methods for given states of inquiry (Section 3.7.12). Ruben and Ruben (2005) 

suggests a ‘two-dimensional model, comprising: ‘breadth of focus’ (narrow or broad) and: 

‘subject to focus’ (meaning or description)’. The researcher has extended and developed 

the model to accommodate weak (W), medium (M) and strong (S) emphasis within the 
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transcription analysis and additional axis for inclusion of categories and dimensions (five 

for manufacturing consent and three for motivational behaviour categories and 

dimensions), Figure 3.13. 

The analysis therefore enables the researcher to consider conceptual clarification,  

theory elaboration and ethnographic interpretation within the framework described  

and enables; 

  a. Conceptual clarification:  
Seeks to explore the personal constructs of meaning in relation to 
manufacturing consent and motivational behaviour within individual 
specific contexts.  

 
b. Theory elaboration:  

Identifies a specific problem, investigates the detail of that problem and 
interpret, capture and report those aspects of the emergent behavioural 
framework that impact upon the shared experience of the two groups within 
the research and reflecting on themes that may have a broader significance. 

 
c.  Ethnographic interpretation: 
 Identifies the commonalities and variances of use and meaning for advertiser 

/ sender and consumer / receiver in relation to consumer behaviour in the 
two groups. 
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Figure 3.13: Illustration of the author’s extension of the two dimensional model (Ruben 
and Ruben, 2005) to a multi-dimensional mapping required to accommodate weak, 

medium and strong emphasis within the transcription analysis and with an additional axis 
for inclusion of categories and dimensions (five for manufacturing consent and three for 

motivational behaviour categories and dimensions). 
 

3.7.12 Interview protocol 

An interview protocol is articulated as a consideration of the following aspects; 

researcher/participant relationship and development of trust; language used within 

meetings and the research objectives. The empirical research was undertaken in the 

following way, through three distinct iterations of activity. 

3.7.13 Analysis of generated data 

Section 3.7.13 focuses upon the approach taken to data analysis. Firstly the criteria for 

analysis are defined and then an explanation of how these criteria were applied to the 

generated data in this study is given. 
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3.8 Criteria for analysis 
 

As discussed in Chapter 2 and shown in the model (Figure 2.9), the extant literature in the 

domain of consumer behaviour and manufacturing consent has been chosen to view an 

alternative perspective to the normative approach. This is with a view to understanding, 

and focuses upon the qualitative as opposed to the quantitative approach to research 

design in regards to the unit of inquiry.  

There has been a lack of structured inquiry into the interface between advertiser / sender 

and consumer / receiver aspects of the phenomena, the best so far has been either a 

collection of observations (Herman and Chomsky, 1988) or the cross-comparison 

between conventional approaches to consumer behaviour (Chapter 2), all of which have 

acted as a stimulus for this work. 

	  
	  
 

3.9 QUAL Categories  

3.9.1 Categories  

Given that there are research issues with regards to the debate on process, the author has 

developed the following categories to allow the generated conversational and 

observational data to be analysed and interpreted. The outcome from which will move the 

understanding of how advertising and integrated marketing communications extend our 

understanding of the relationship between advertiser / sender and consumer / receiver 

from a macro to micro theoretical level by an identification of commonalities and 

variances between contexts. 

The research issues therefore develop to form a framework of interconnected 

categorisations, from which the potential macro and micro influences on the relationship 

between advertiser / sender and consumer / receiver can be assessed by way of a mapping 
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of hermeneutic inference (HI) in the conversations and data collection undertaken as 

initially separate processes then further interrogated by cross-case comparison towards a 

meso level insight. 

3.9.2 Categories and classifications 

 
In some instances, the consumer / receiver of the advertising in question is not always the 

end user (Arens et al., 2011). Often the advertiser’s / sender’s goal is to ‘sell’ the concept 

or final work to the client (the purchaser of the advertising). This staged process and its 

multi-consumer scope is mitigated as a research issue by retaining the idea of a ‘sender’ 

and ‘receiver’ status for those concerned, in order to allow the complex relationships that 

are described to be accessible to data analysis as general and specific terms. This allows a 

broad categorisation rather than omitting key information from the continuing dialogue 

through an unnecessarily exclusive categorisation and specific use of the term ‘advertiser 

/ sender’ as client. 

The parallel relationships between the two theories and the two groups described can be 

seen as a narrative that positions the research at the meso level of inquiry. This unique 

narrative in regards to the linear and non-linear histories in consumer research defines and 

positions the exploration of the influence of advertising and persuasion that is to follow 

(Chapters 4, 5 and 6). 
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Figure 3.14: Macro theoretical diagram 

 

Figure 3.15: Micro theoretical diagram 
 
 

      

Figure 3.16: Meso (Section 2.7) level area of investigation 

 

Figure 3.17 is a development of the diagrams described throughout Chapter 2. It 

acknowledges the linear and non-linear construct in preparation for the intervention to 

come. The point of interface is described and indicated as the point at which the concepts 

of manufacturing consent and motivational behaviour research meet, here represented by 

the advertiser / sender (Section 2.2.1), consumer / receiver iinterface. 

Chapter 2 outlines the original conceptual positions, a redefinition by the author in 

relation to the understanding of the literature. The implicit meaning of the text is drawn 

from the literature, and the meaning is developed towards a hermeneutic inference (HI) in 

Chapter 3. The study will be undertaken by an intra-analysis of the text in Chapters 4 and 

(Macro) advertiser / sender 

Manufacturing Consent  

Macro theory 

categorisation 

(abbreviations by the 

author) 

Conceptual Position 

MC1 The size, concentrated ownership, owner 

wealth and profit orientation of the 

dominant mass media firms 

MC2 Advertising as the primary income 

source of the mass media 

MC3 The reliance of the media on information 

provided by governments, business and 

‘experts’ funded and approved by these 

primary sources and agents of power; 

MC4 ‘Flak’ as a means of disciplining the 

media 

MC5 ‘Anti-us [originally anti-communist in 

the original work and ‘has evolved with 

the collapse of the Soviet bloc… and has 

morphed into an array of substitutes’ 

(Herman, 2009 p.12)] as a national 

religion and control mechanism. 

KNOWN

ADVERTISER / SENDER
Chapter 3

MANUFACTURING CONSENT
HERMAN, CHOMSKY

(MULLEN)
Chapter 2 MACRO LEVEL 

Consumer / receiver 

Motivational Behaviour 
micro theory 
categorisation 
(abbreviations by the 
author) 

Conceptual Position 

MB1 Those of which the consumer / 
receiver is consciously aware and 
willing  
to disclose to the researcher;  
 

MB2 Those of which they are aware but 
are unwilling to divulge  
to the researcher; and 

MB3 Those motives [influence] of 
which the consumer / receiver is 
unaware. 

KNOWN

CONSUMER / RECEIVER
Chapter 3

MOTIVATIONAL BEHAVIOUR
TADAJEWSKI

Chapter 2

MICRO LEVEL 

MESO LEVEL UNKNOWN
THE EMPIRICAL

RESEARCH FOCUS 
/ GAP

UNKNOWN
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5 in relation to the original conceptual position outlined in Chapter 3. This study sits at 

the interface between the concepts of manufacturing consent and motivational behaviour, 

co-constructed and in context. The investigation therefore does not seek meaning in 

persuasion in advertising in the traditional, defined sense of knowledge development, but 

something more – an insight into the influence persuasion has on the consumer via 

advertising practioners’ best efforts in context (Chapter 3) at the meso level of interface. 

 

  

 

MESO LEVEL UNKNOWN UNKNOWN
THE EMPIRICAL

RESEARCH FOCUS 
/ GAP

(Macro) advertiser / sender 

Manufacturing Consent  

Macro theory 

categorisation 

(abbreviations by the 

author) 

Conceptual Position 

MC1 The size, concentrated ownership, owner 

wealth and profit orientation of the 

dominant mass media firms 

MC2 Advertising as the primary income 

source of the mass media 

MC3 The reliance of the media on information 

provided by governments, business and 

‘experts’ funded and approved by these 

primary sources and agents of power; 

MC4 ‘Flak’ as a means of disciplining the 

media 

MC5 ‘Anti-us [originally anti-communist in 

the original work and ‘has evolved with 

the collapse of the Soviet bloc… and has 

morphed into an array of substitutes’ 

(Herman, 2009 p.12)] as a national 

religion and control mechanism. 

KNOWN MACRO LEVEL 

MC1 MC2 MC3 MC4 MC5

MC1 MC2 MC3 MC4 MC5

A/S

Consumer / receiver 

Motivational Behaviour 

micro theory 

categorisation 

(abbreviations by the 

author) 

Conceptual Position 

MB1 Those of which the consumer / 

receiver is consciously aware and 

willing  

to disclose to the researcher;  

 

MB2 Those of which they are aware but 

are unwilling to divulge  

to the researcher; and 

MB3 Those motives [influence] of 

which the consumer / receiver is 

unaware. 

KNOWN MICRO LEVEL 

MB1 MB2

C/R

MB3

MB3 MB1 MB3 MB3 MB2

{

{

{

ADVERTISER / SENDER

MANUFACTURING CONSENT

CONSUMER / RECEIVER

MOTIVATIONAL BEHAVIOUR

Figure 3.17: Known to unknown. A development of linkages in the 
conceptual model towards a conceptual model	  
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The social science research lens was focused at the meso level of enquiry (Section 2.9) 

when viewing the interface between the macro advertiser / sender (manufacturing 

consent) level and micro consumer / receiver (motivational behaviour) level. Whilst 

empirically it is often enough to collect statistical data, interview respondents and tally the 

results with a view to reflecting there immediate needs (Belch, 2011), motivation research 

must seek to uncover the subtext of the consumer’s behaviour (Tadajewski, 2006). To 

investigate the rational buyers’ ‘wants’ and emotional ‘needs’ alongside their genuine 

rational behaviour, 

‘…people do behave rationally. But rational behavior also includes 
acceptance of emotions, such as the fear of embarrassment, as a motivator’.  
(Dichter, 1979: 114). 

 
Therefore the motivational behaviour researcher must understand the customer in total 

(Scholl, 2002).  
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Figure 3.18: Section of the conceptual model with weak (W), medium (M) to strong (S) scale 
positions for the measurement of sub-textual meaning as described in Chapter 3 in relation to 
the multi-dimensional mapping technique used in data analysis (Chapter 4). This view also 

includes a boundary suggesting the limitations of the study as described in Chapter 3 
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3.10 Iteration One – Extended Conversations 
QUAL Hermeneutic inference (HI) and conversational probe development 
process 

3.10.1 Hermeneutic inference (HI) and conversational probe development process 

Section 3.10.1, outlines the meaning and depth developed from the conversational probes, 

locating the building of theory from Iteration 1, through to Iteration 2, and the making of 

meaning evolves from and into Iteration 3.  At all times exploring the potential 

‘oscillation’ and ‘resonance’ between the ‘known’ and ‘unknown’ in context (Section 

3.6.3) is at the forefront of the process allowing for a construction of questioning and 

insight developed in parallel, and being a part of the simultaneous capturing of meaning 

as described in Section 3.4. 

The tables and descriptions presented in Sections 3.7.5 – 3.7.7 are part of the iterative 

process developed during the data capture iteration outlined in Chapters 4 and 5. They are 

outlined here as contextually relevant to the conventions of presenting process in the 

methodology in order for the reader to be aware of the development undertaken 

throughout the research. As stated in Alvesson and Skoldberg (2009, p. 92) the researcher 

has, ‘relate[d] to the whole, upon which new light is shed, and from here you return to the 

part studied, and so on. In other words, you start at one point and then delve further and 

further into the matter by alternating between part and whole, which brings a 

progressively deeper understanding of both’. The researcher asserts that this development 

process is also aligned not only to the responses but also equally to the questioning, where 

both move forward together. This is recognised by Alvesson and Skoldberg (2009) in 

context as hermeneutic inference (HI) by ‘present[ing] a processual, dialectic solution, 

alternating between the poles in a contradiction which at first sight, and regarded 

statically, seems unsolvable. Or to put it another way, they solve research situations of the 

‘Catch 22’ kind by successive acrobatic jumps between the horns of the dilemma’. 
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The development of the move from conceptual (QUAL) positions through repositioning 

into conversational probes began with a redefinition of the conceptual positions in both 

theories. In addition the researcher was able to map this emergent process with the need 

for an understanding of the issues raised during the conversations (QUANT)  

(Section 3.13). 

	  

3.11 QUAL Tables 

3.11.1 Tables 

Table 3.10 presents the redefinition in relation to the Herman / Chomsky conceptual 

position based on a simplification of the themes in preparation for inclusion in the 

conversational probes to be designed (Table 3.11 – Table 3.19). 

Reiterating the concept of resonance from the parts to the whole that allowed the data to 

emerge through a continuous ‘filter’ by revisiting the ideas discussed after each 

conversation and also continuing to move the questioning and simultaneous data analysis 

on together rather than sequentially develops the area surrounding the inductive (QUAL) 

questioning (as discussed in Section 3.10, and developed throughout the following tables). 



   

	  

147 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3.10 

	  
	   	  

1 2 3 

Categorisation / 
Dimension 

Herman / Chomsky 
conceptual position 

Redefinition 

MC1 The size, 
concentrated 
ownership, owner 
wealth and profit 
orientation of the 
dominant mass 
media firms 

Ownership 

MC2 Advertising as the 
primary income 
source of the mass 
media 

Income source 

MC3 The reliance of the 
media on 
information provided 
by governments, 
business and 
‘experts’ funded and 
approved by these 
primary sources and 
agents of power 

Experts 

MC4 Lack of 
understanding of 
creative issues 

Understanding 
of creative 
issues 

MC5 Weak understanding 
of key competitors 

Medium 
understanding 
of key 
competitors 
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Table 3.11 

	    

1 2 3 

Categorisation / 

Dimension 

Tadajewski et  
al conceptual 

position 

Redefinition 

MB1 Those of which 
the consumer / 
receiver is 
consciously 
aware and 
willing  
to disclose to 
the researcher 

 

Underlying 
motivation 

 

MB2 Those of which 
they are aware 
but are 
unwilling to 
divulge  
to the researcher 

 

Suppression 

MB3 Those motives 
of which the 
consumer is 
unaware 

 

 

 

Underlying 
influence 
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Table 3.11 presents the redefinition in relation to the Tadajewski (2006) conceptual 

position (Categorisation / Dimensions being discussed and located in Section 3.9). The 

tables demonstrate the further development of the needs of the hermeneutic inference 

(HI) (and given a labeling in relation to the later data analysis and mapping on the 

multi-dimensional diagrams (QUANT)) drawn out from the conversation process. As 

noted in Baxter and Jack (2008), ‘Yin suggests that returning to the propositions that 

initially formed the conceptual framework ensures that the analysis is reasonable in 

scope and that it also provides structure for the final report’, supporting the mixed 

methods methodology described in Section 3.2 and supporting the QUAL / QUANT 

research design described. 

Using this framework as a basis it was possible to consider the components in context: 

the elements of inference sit within the categorisations in Sections 3.7 – 3.9. 

Each of the categories has been ascribed a usage dimension to enable case and cross-

case comparison and adjudge the strength of meaning in context.  

Sections 3.10 – 3.14 present the researchers progression towards a series of 

conversational probes (boxed out in Table 3.6 and Table 3.7). Derived from the 

development of new and undiscovered meaning as a form of interpretation emerging 

from the conversations and mixed method methodology employed throughout the 

longitudinal study. The numbering of rows giving the reader a guide to the movement 

of concepts during this crucial developmental iteration. Column 1 and column 3 present 

the original conceptual position; column 3 presents the repositioning, giving the terms 

‘ownership’, ‘income source’, ‘experts’, ‘understanding of creative issues’ and ‘medium 

understanding of key competitors’ as they emerged during the research process  

(Section 3.7). 
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Column 3 represents the redefinition of the catagorisation / dimension column, and 4 

the Hermeneutic Inference (HI) derived form the QUAL part of the research. Column 5 

is an extension of the Hermeneutic Inference (HI) derived from Iteration 1 of the 

research (the on going relationships) in conjunction with the first three columns (1, 2 

and 3). Column 5 represents the key points of inference as sub-textual meaning in the 

conversations undertaken and mapped as nodes in the QUANT multi-dimension maps 

later (Section 3.14). 

The conversational probes were statements drawn from the tables and made explicit  

as open-ended questions that were embedded in the conversations and were used as 

prompts for the researcher in each case. An example of an advertiser / sender, consumer 

/ receiver interview and an interview of the researcher are shown in Appendix 8.3  

for reference. 
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1 4 2 3 

Categorisation / 
Dimension 

Hermeneutic 
Inference 

(HI) 

Herman / 
Chomsky 

conceptual 
position 

Redefinition 

MC1  A 

Dominance / 
Power 

The size, 
concentrated 
ownership, 
owner wealth 
and profit 
orientation of the 
dominant mass 
media firms 

Ownership 

MC2 B 

Propaganda / 
Influence 

Advertising as 
the primary 
income source of 
the mass media 

Income 
source 

MC3 C 

Indoctrination 

The reliance of 
the media on 
information 
provided by 
governments, 
business and 
‘experts’ funded 
and approved by 
these primary 
sources and 
agents of power 

Experts 

MC4 D 

Disciplining 
and exerting 
pressure to 
change 
(choice). 

‘Flak’ as a 
means of 
disciplining the 
media 

Flak 

MC5 E 

Control of the 
masses and the 
individual. 

‘Anti-us’ Anti-us 

 

Table 3.12: Inclusion of hermeneutic inference (HI) in relation to the manufacturing of 
consent theoretical position. 
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1 4 2 3 

Categorisation / 

Dimension 

Hermeneutic 
Inference (HI) 

Tadajewski 
conceptual 

position 

Redefinition 

MB1 B 

Power of 
advertising 
exerted on the 
individual 

Those of which 
the consumer is 
consciously 
aware and 
willing  
to disclose to 
the researcher 

 

Underlying 
Motivation 

 

MB2 E 

Suppression of 
information / 
Subtext 

Those of which 
they are aware 
but are 
unwilling to 
divulge  
to the 
researcher 

 

Suppression 

MB3 A B  
C D 

Influence on 

 

Those motives 
of which the 
consumer is 
unaware 

 

 

 

Underlying 
Influence 

 

Table 3.13: Inclusion of hermeneutic inference (HI) in relation to the motivational 
behaviour theoretical position. 
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1 5 4 2 3 

Categorisation / 
Dimension 

Weak (W) Medium (M) Strong (S) Hermeneutic 
Inference 

(HI) 

Herman / 
Chomsky 

conceptual 
position 

Redefinition 

MC1 Lack of 
direction on / 
from client 

Understanding 
of who client 
is 

Defined Client A 

Dominance / 
Power 

The size, 
concentrated 
ownership, 
owner 
wealth and 
profit 
orientation 
of the 
dominant 
mass media 
firms 

Ownership 

MC2 Lack of 
defined cost of 
campaign 

Understanding 
of cost of 
campaign 

Defined cost 
of campaign 

B 

Propaganda / 
Influence 

Advertising 
as the 
primary 
income 
source of the 
mass media 

Income 
Source 

MC3 Lack of 
research goal 

Understanding 
of research 
goal 

Defined 
research goal 

C 

Indoctrination 

The reliance 
of the media 
on 
information 
provided by 
government, 
business and 
‘experts’ 
funded and 
approved by 
these 
primary 
sources and 
agents of 
power 

Experts 

MC4 Lack of 
understanding 
of creative 
issues 

Understanding 
of creative 
issues 

Defined 
creative issues 

D 

Disciplining 
and exerting 
pressure to 
change 
(Choice). 

‘Flak’ as a 
means of 
disciplining 
the media 

Flak 

MC5 Weak 
understanding 
of key 
competitors 

Medium 
understanding 
of key 
competitors 

Strong 
understanding 
of key 
competitors 

E 

Control of the 
masses and the 
individual  

‘Anti-us’ Anti-us 

 
Table 3.14: Weak (W), medium (M) and strong (S) inferences derived from the 

development of understanding during the research process in relation to the 
manufacturing of consent theoretical position and hermeneutic inferences. 
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1 5 4 2 3 

Categorisation / 

Dimension 

Weak (W) Medium (M) Strong (S) Hermeneutic 
Inference 

(HI) 

Tadajewski 
et al 

conceptual 
position 

Redefinition 

MB1  Weak 
underlying 
motivation to 
buy 

Medium 
underlying 
motivation to 
buy 

Strong 
underlying 
motivation to 
buy 

B 

Power of 
advertising 
exerted on the 
individual 

Those of 
which the 
consumer is 
consciously 
aware and 
willing  
to disclose to 
the 
researcher 

 

Underlying 
Motivation 

 

MB2 No conflict in 
dialogue 

Some conflict 
of dialogue 

Clear conflict 
of interest in 
dialogue 

E 

Suppression 
of information 
/ Subtext 

Those of 
which they 
are aware but 
are unwilling 
to divulge  
to the 
researcher 

 

Suppression 

MB3 Weak 
influence of 
advertising on 
individual 

 

Medium 
influence of 
advertising on 
individual 

 

Strong 
influence of 
advertising on 
individual 

 

A B  
C D 

Influence on 

 

Those 
motives of 
which the 
consumer is 
unaware 

 

 

 

Underlying 
Influence 

 
Table 3.15: Weak (W), medium (M) and strong(S) inferences derived from the 

development of understanding during the research process in relation to the 
motivational behaviour theoretical position and hermeneutic inferences 
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Table 3.16: Conversational probes added to the final advertiser / sender categories and dimensions table to 

demonstrate the development of the research process longitudinally in regards to the oscillation and resonances 
between iterations. The implicit meaning of the text (the hermeneutic inference or HI) in the context of this study is 

arrived at from an intra analysis of the text in relation to the original conceptual position.	   	  

Advertiser / sender 

Categorisation 
/ Dimension 

Weak (W) Medium (M) Strong (S) Hermeneutic 
Inference (HI) 

Herman / 
Chomsky 

conceptual 
position 

Redefinition 

MC1 Lack of 
direction on / 
from client 

Understanding 
of who client 
is 

Defined Client A 

Dominance / 
Power 

The size, 
concentrated 
ownership, 
owner wealth 
and profit 
orientation of 
the dominant 
mass media 
firms 

Ownership 

MC2 Lack of 
defined cost of 
campaign 

Understanding 
of cost of 
campaign 

Defined cost 
of campaign 

B 

Propaganda / 
Influence 

Advertising as 
the primary 
income source 
of the mass 
media 

Income 
Source 

MC3 Lack of 
research goal 

Understanding 
of research 
goal 

Defined 
research goal 

C 

Indoctrination 

The reliance 
of the media 
on information 
provided by 
governments, 
business and 
‘experts’ 
funded and 
approved by 
these primary 
sources and 
agents of 
power 

Experts 

MC4 Lack of 
understanding 
of creative 
issues 

Understanding 
of creative 
issues 

Defined 
creative issues 

D 

Disciplining 
and exerting 
pressure to 
change 
(choice). 

 

 

 

‘Flak’ as a 
means of 
disciplining 
the media 

Flak 

MC5 Weak 
understanding 
of key 
competitors 

Medium 
understanding 
of key 
competitors 

Strong 
understanding 
of key 
competitors 

E 

Control of the 
masses and the 
individual  

‘Anti-us’ Anti-us 

Who is the client? 

What	  is	  the	  cost	  of	  the	  campaign?	   

What research has been carried out?  

Have there been any creative issues  
with the client? 

Who are the key competitors? 
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Consumer / receiver 

Categorisation 
/ Dimension 

Weak (W) Medium 
(M) 

Strong (S) Hermeneutic 
Inference (HI) 

Tadajewski et  
al conceptual 

position 

Redefinition 

MB1  Weak 
underlying 
motivation 
to buy 

Medium 
underlying 
motivation 
to buy 

Strong 
underlying 
motivation 
to buy 

B 

Power of 
advertising 
exerted on the 
individual 

 

 

 

Those of which 
the consumer is 
consciously 
aware and 
willing  
to disclose to 
the researcher 

 

Underlying 
Motivation 

 

MB2 No conflict 
in dialogue 

Some 
conflict of 
dialogue 

Clear 
conflict of 
interest in 
dialogue 

E 

Suppression of 
information / 
Subtext 

Those of which 
they are aware 
but are 
unwilling to 
divulge  
to the 
researcher 

 

Suppression 

MB3 Weak 
influence of 
advertising 
on 
individual 

 

Medium 
influence of 
advertising 
on 
individual 

 

Strong 
influence of 
advertising 
on 
individual 

 

A B  
C D 

Influence on 

 

 

 

 

Those motives 
of which the 
consumer is 
unaware 

 

 

 

Underlying 
Influence 

 

Table 3.17 : Conversational probes added to the final consumer / receiver categories and 
dimensions table to demonstrate the development of the research process longitudinally 
in regards to the oscillation and resonances between iterations. The implicit meaning of 
the text (the hermeneutic inference or HI) in the context of this study is arrived at from 

an intra analysis of the text in relation to the original conceptual position. 

	    

 Underlying motivation 
(Dialogue for metadata) 

 

Tell me about yourself? 
(Dialogue for metadata) 

Underlying influence 
(Data for metadata) 
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Advertiser / Sender  

manufacturing 
consent  
Macro Theory 
catagorisation 

Conceptual 
Position 

Redefinition Hermeneutic interpretation 

MC1 The size, 
concentrated 
ownership, owner 
wealth and profit 
orientation of the 
dominant mass 
media firms 

Ownership A 

Dominance / Power 

MC2 Advertising as the 
primary income 
source of the mass 
media 

Income Source B 

Propaganda / Influence 

MC3 The reliance of the 
media on 
information 
provided by 
governments, 
business and 
‘experts’ funded 
and approved by 
these primary 
sources and agents 
of power; 

Experts C 

Indoctrination 

MC4 ‘Flak’ as a means of 
disciplining the 
media 

Flak D 

Disciplining and exerting 
pressure to change (Lack of 
choice). 

 

 

MC5 ‘Anti-us’ Anti-us E 

Control of the masses and the 
individual (by fear?) 

Table 3.18 : Chomsky 
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Consumer / Receiver  

motivational 
behaviour 
Micro Theory 
catagorisation 

Conceptual 
Position 

Redefinition Hermeneutic interpretation 

MB1 Those of which the 
consumer is 
consciously aware 
and willing  
to disclose to the 
researcher;  
 

Underlying 
Motivation 

 

B 

Power of advertising exerted on 
the individual 

MB2 Those of which 
they are aware but 
are unwilling to 
divulge  
to the researcher; 
and 

Suppression E 

Suppression of information / 
Subtext 

MB3 Those motives 
[influence] of 
which the 
consumer is 
unaware. 

Underlying 
Influence 

A�B�C D 

Influence on 

 

Table 3.19 : Converse 
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3.12 Iteration Three – Analysis and explanation 
QUANT Analysis process 

3.12.1 Analysis process 

Using conversational analysis as the framework, it was possible to consider the 

components of the factors that influence consumer behaviour: the elements of 

manufacturing consent and motivational behaviour sit within the categorisations in 

Section 3.7. Each of the categories has then been ascribed a position on the 

multidimensional diagrams in Section 3.14 to enable case and cross-case comparison 

and consider the strength of meaning in context (Section 3.7.1). 

When considering the individual components, analysis has been undertaken by 

interpreting meaning from the generated data (QUAL) and placing such meaning along 

a continuum between negative and positive extremes within the QUANT multi-

dimensional positioning map framework developed in Section 3.14. 

The work of Herman and Chomsky (1998) underpins the first two categorisations of the 

framework in relation to manufacturing consent and Tadajewski (2006) underpins the 

first two categorisations of the framework in relation to motivational behaviour. There 

is a need within the analysis to understand and reflect the highly personalised nature of 

the individual involvement and how this is manifest through the process of the 

consumer receiving the information sent in the form of advertising from the sender –  

the groupings have therefore been developed to form a framework of interconnected 

categorisations, from which the detailed components of the process and meaning of 

consumer behaviour (QUAL) can be assessed by way of strengths positioned along the 

axes in order to facilitate QUANT cross-case comparison (Section 3.14). 
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3.12.2 The development of QUANT positioning maps 

A multi-dimensional positioning map has been developed based upon categorisations 

derived from: Herman and Chomsky (1989), (Chapter 2, Table 2.1) and Tadajewski 

(2006) (Chapter 2, Table 2.2) and covering the issues raised in relation to the conceptual 

components developed from the literature, consisting of:  

MC manufacturing consent 

 
 

The first hypothesis put forward is that where there is consensus amongst 
the corporate and political elite on a particular issue, the media tends to 
reflect this in their coverage of the issue, to the exclusion of rival 
viewpoints.  
(Herman, E. and Chomsky, N. (1988) 

 The second hypothesis is that, in liberal democratic regimes such as the 
US, where the mass media functions under corporate rather than state 
control, media coverage is shaped by what is a ‘guided market system’ 
underpinned by five filters – the operative principles of the Propaganda 
Model.  
(Herman, E. and Chomsky, N. (1988). 

 The third hypothesis relates to the way in which the Propaganda Model is 
received:  
[It] makes predictions at various levels. There are first-order predictions 
about how the media function. The model also makes second-order 
predictions about how media performance will be discussed and 
evaluated.... The general prediction, at each level, is that what enters the 
mainstream will support the needs of established power.  
(Chomsky, 1989) 

 
The essential ingredients of the propaganda model, or set of ‘filters’, fall under the 
following headings (as stated in Herman and Chomsky, 1988): 

 
Table 3.20 
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MC1 The size, concentrated ownership, owner wealth and profit 

orientation of the dominant mass media firms;  
MC2 Advertising as the primary income source of the mass media;  

MC3 The reliance of the media on information provided by governments, 
business and ‘experts’ funded and approved by these primary 
sources and agents of power;  

MC4 ‘Flak’ as a means of disciplining the media; and  

 
MC5 ‘Anti-us’ as a national religion and control mechanism.  

MC=MC1, MC2, MC3, MC4, MC5 

 
Table 3.21 

	  
Buying and consuming behaviours, Tadajewski (2006) define three categories:  

 

Table 3.22 

	  
These latter emergent thematic components have then been mapped onto the former 

dimensional framework by way of interpreting the strength of meaning in context as 

categorised in Section 3.7. 

 As part of the data analysis in Chapter 5 a cross-case analysis process will present an 

emergent set of overlapping points to present data ‘hot spots’ that form the basis of a 

potential ‘meso’ level conceptual model that links the macro and micro level models 

outlined so far.  

MB motivational behaviour  
 

MB1 Those of which the consumer / receiver is consciously aware and willing  
to disclose to the researcher; 

MB2  Those of which they are aware but are unwilling to divulge  
to the researcher; and 

MB3 Those motives of which the consumer / receiver is unaware. 
MB=MB1, MB2. MB3 
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3.13 Quantative analysis – QUANT 

3.13.1 QUANT data analysis 

The common QUANT data analysis approaches are examined in Section 3.13.1. 

Yin (2002, Ch. 5) explains data analysis as a process of inspecting, categorizing, 

tabulating and modeling data with the goal of highlighting useful information, 

suggesting conclusions, supporting decision making and addressing the initial 

proposition. Creswell (2003) points out that data analysis has multiple approaches, 

encompassing diverse techniques under a variety of names, in different businesses and 

sciences, and it is incumbent upon the researcher to develop a general data analysis 

strategy as part of the case study data design. 

The interpretation of data is recognized as a critical and difficult phase in QUANT 

research (Lindlof and Taylor 2010) and there are some excellent sources of reference 

available to the researcher to guide him through the process (see for example Yin 2002, 

Glaser 2005, Baxter and Jack 2008). There is no one approach of QUANT data analysis, 

but rather a variety of approaches, related to the different perspectives of the researcher 

(Glaser 2005). Researchers are also advised that successful QUANT research is entirely 

dependent upon a constant interaction among the research design, data collection, and 

data analysis (Van Echtelt et al 2006). 
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3.14 QUANT Multi-dimensional positioning maps 

3.14.1 Multi-dimensional positioning maps 

Chapter 4 introduces a common framework to assist in the analysis within the case 

studies Chapter 4, Sections 4.3 – 4.18. The framework was predicated upon the derived 

criteria for analysis outlined in Chapter 3 and adapts and combines the work of Deacon 

(2008), Carson et al (2001), Patton (1980) (Chapter 2). As such, each case was reported 

via: 

1. A case history 

2. A research history 

3. The eight categories and six dimensions in context – comprising the 

following categories, dimensionally positioned as defined in Section 3.9, 

3.10 and 3.11 simplified below for clarification (Table 3.23). 

 Weak	  
(W)	  

Medium	  
(M)	  

Strong	  
(S)	  

Hermeneutic	  Inference	  
(HI)	  

Herman	  /	  Chomsky	  
conceptual	  
position	  

Redefinition	  

MC1 x x x x	   x	   x	  

MC2 x x x x	   x	   x	  

MC3 x x x x	   x	   x	  

MC4 x x x x	   x	   x	  

MC5	   x x x x	   x	   x	  

MB1	   x x x x	   x	   x	  

MB2	   x x x x	   x	   x	  

MB3	   x x x x	   x	   x	  

 
Table 3.23: Condensed view of tables for clarification of design 

 

 

Chapter 4 takes the outcome of the summation of each case analysis and develops cross-

case insights into the plausibility of manufacturing consent and motivational behaviour 

in relation to the research question, building upon the commonalities and variances 
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identified within Chapter 4, and illustrated in Chapter 4 Section 4.19.9, the implications 

of which, will be considered and discussed within Chapter 6. 

As discussed, the cross-case QUANT analysis process will furnish an emergent set of 

overlapping points to present data ‘hot spots’ that form the basis of a potential ‘meso’ 

level conceptual model that links the macro and micro level models outlined so far 

(Figure 3.18).  

	  

	  
 

Figure 3.19 Multi-dimensional positioning map for comparative contextual advertiser / 
sender meaning 
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Figure 3.18 presents the multidimensional map in relation to the macro theoretical 

position of manufacturing consent: the categorisations as described in Section 3.9, 3.10 

and 3.11. The development of the criteria for analysis are positioned in relation to the 

sub textual hermeneutic inference (HI) categorisations (Section 3.9), and are presented 

throughout the data collection process within all QUANT multi-dimensional maps  

(Table 3.24).  

 
Table 3.24: Manufacturing consent categorisations 

	  
	  

MB1 B             Propaganda / Influence 
MB2 E Control of the masses and the individual 
MB3 A 

C 
D 

            Dominance / Power 
Indoctrination 

            Discipline and exerting pressure to change (choice)   

 
Table 3.25: Motivational behaviour categorisations 

MC1 A Dominance / Power 
MC2 B Propaganda / Influence 
MC3 C             Indoctrination 
MC4 D Discipline and exerting pressure to change (choice) 
MC5 E Control of the masses and the individual 
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Figure 3.20 Multi-dimensional positioning map for comparative contextual  
consumer / receiver meaning 

 

Figure 3.19 presents the multidimensional map in relation to the micro theoretical 

position of motivational behaviour. The categorisations as described in Sections 3.9, 

3.10 and 3.11, the development of the criteria for analysis are positioned in relation to 

the sub-textual hermeneutic inference (HI) categorisations (Section 3.10), and are 

presented throughout the data collection process within all QUANT multi-dimensional 

maps (Section 3.14). 
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Figure 3.21: Diagram of multi-dimensional positioning map with manufacturing 
consent and motivational behaviour layers visible 

Figure 3.20 presents the multidimensional map in relation to the combined macro 

(manufacturing consent) and micro (motivational behaviour) theoretical positions to 

view in relation to the cross-case analysis. The categorisations as described in Section 

3.9, 3.10 and 3.11, the development of the criteria for analysis are positioned in relation 

to the sub-textual hermeneutic inference (HI) categorisations shown (Section 3.9), and 

are presented throughout the data collection process within all multi-dimensional maps 

(Section 3.14). 

 

 

 



   

	  

168 

MC1 A Dominance / Power 
MC2 B Propaganda / Influence 
MC3 C Indoctrination 
MC4 D Discipline and exerting pressure to change (choice) 

MC5 E Control of the masses and the individual 

 
Table 3.26: Manufacturing consent categorisations 

	  
	  
MB1 B Propaganda / Influence 
MB2 E Control of the masses and the individual 
MB3 A 

C 
D 

Dominance / Power 
Indoctrination 

Discipline and exerting pressure to change (choice) 
 

Table 3.27: Motivational behaviour categorisations 

MB3 categorisations A C D are reflective of the alignment to the hermeneutic 

inference (HI) mapped between the two participating groups (advertiser / sender and 

consumer / receiver) where significant parallel conceptual relationships occur  

(Table 3.28). 

MC1  A Dominance / Power A MB3 
MC3  C Indoctrination C MB3 
MC4  D Discipline and exerting pressure to change (choice) D MB3 

 
Table 3.28: MB3 categorisations mapping to manufacturing consent  

hermeneutic inference (HI) 

 

The additionality in Table 3.28 in terms of the hermeneutic inference (HI) mapping can 

be further described in relation to the redefinitions as; 

Ownership MC1  A Dominance / Power A MB3 Underlying 
Influence 

Experts MC3  C Indoctrination C MB3 Underlying 
Influence 

Flak MC4  D 

Discipline and exerting 
pressure  

to change (choice) 
D MB3 Underlying 

Influence 

 
Table 3.29: Relational redefinitions reference 
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The redefinition across all categorisations gives the cross-case analysis a QUANT 

structure for the mapping process to follow. Both manufacturing consent and 

motivational behaviour multi-dimensional maps and the combined manufacturing 

consent / motivational behaviour multi-dimensional maps are described in terms of an 

overlaying of data. The convergence has allowed cross-community mapping based on 

the underpinning hermeneutic inference (HI) as a QUANT continuum through the 

reporting process. Chapter 5 reports back the cross-case analysis findings based on  

this model. 

Therefore the QUAL hermeneutic inference (HI) ‘sign posts’ throughout the analysis of 

the case studies serve as a revision and interpretation of the structural process found in 

the conceptual model  where the hermeneutic inference (HI) and the related QUANT 

multi-dimensional mapping that followed gives the potential for further and deeper 

contextualisation via cross-case analysis (Table 3.30). 

	  
	  

A Dominance / Power  MC1  MB3 
B Propaganda / Influence MC2 MB1 
C Indoctrination MC3 MB3 
D Discipline and exerting 

pressure to change 
(choice) 

MC4 MB3 

E Control of the masses and 
the individual 

MC5 MB2 

 
Table 3.30: Cross-case categories and dimensions 

 

Therefore the conversational informal discussion probes (triggers) were linked to the 

theme of ‘client’ as a symbol of the size, concentrated ownership, owner wealth and 

profit orientation of the dominant mass media firms (Herman and Chomsky (1998), 

Chapter 2, Section 2.3), giving the researcher the opportunity to explore the sub-text of 

the conversation in line with Rubin and Rubin (2005), and the needs of data analysis, 
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and in turn, the meaning and insight into ownership on an individual and personal level 

was obtained (Chapter 3). Conversational informal discussion probes (triggers) were 

linked to the theme of a conflict of interest in the dialogue (Tadajewski (2006), Chapter 

2), giving the researcher the opportunity to explore the sub-text of the conversation  

in line with the processual needs of data analysis and in turn an unconscious meaning 

and insight into this, on an individual and personal level, was obtained (Chapter 3, 

Section 3.11.1). 

 The mapping and conceptualisation outlined will be further described and confirmed 

throughout the process of analysis in Chapters 4 and 5 with some further additionality 

and clarification in keeping with the mixed methods methodological approach.  

	  
 

3.15 Limitations of the research and ethical considerations 

3.15.1 Limitations of the research 

Limitations have been mitigated throughout this study through the approach taken and 

the methods utilised and justified. The rigorous nature of this inquiry has been 

developed by appropriate application of a research design (Section 3.5) and 

methodology (Section 3.2) based upon the philosophical (Section 3.2.2.4), ontological 

(Section 3.2.4) and epistemological (Section 3.2.5) positions.  

This study is not limited to a single case –a mixed method design has been chosen to 

enable cross-case analysis to be undertaken (Chapter 5). However, a generalised 

outcome has not been sought, preference instead having been given to the depth and 

longitudinal nature of the inquiry within specific contexts (Chapter 1, Section 1.2). The 

longitudinal nature of this inquiry is seen here as a worthwhile research construct 
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allowing for an enhanced understanding of the phenomena from an historical, non-

linear point of view, little seen in design research (Chapter 2).  

The most significant limitation in a study, such as this, is the interpretivist nature of the 

design, which is reliant upon the knowledge and skills of the researcher. In this case 

these issues are further exacerbated by the prior ‘intimate relationships’ that the 

researcher has with the respondents. However, Section 3.7 – 3.14 explains the detail of 

the design in relation to the participants and the development of a hermeneutic approach 

to theory development within the study, each component giving the ongoing iterative 

process a relationship with the prior literature (Chapter 2).  

In summary, the researcher acknowledges the wider debate and critique of interpretivist 

studies. However, through the justifications articulated throughout this and preceding 

chapters, any doubt to the rigour of approach has been eliminated in favour of a mixed 

methods methodology best suited to the aim of seeking a depth of insight of an under-

researched phenomenon. 

3.15.2 Ethical considerations 

The area of inquiry tackled by the study was thought to be of little ethical threat to 

wider society, investigating as it does a conceptual proposition within the practice of 

advertising and focus upon the construction of theory. Nevertheless, the study upholds 

academic integrity proposing protocol, process and findings in a true and fair way, 

detailing any limitations present and justifying any methods chosen and actions taken. 
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3.16 Conclusion to Chapter 3 

3.16.1 Conclusion 

For research into consumer behaviour to have value it perhaps should be viewed equally 

within the areas of policy, practice and research. Research and policy will value the 

quality of insight gained into application of concepts in practice – practice will value the 

quality of the methodological justification in order to develop new interpretations and 

deeper insights into consumer theory and consumer behaviour research implementation.  

Thus, this chapter has outlined the approaches used to achieve the desired outcome for 

the two groups. Within this context, therefore, an approach has been chosen that seeks 

an immersion within the phenomena. In doing so, it achieves a richness and depth of 

meaning in the outcomes whilst blending the need for validity and creativity in 

interpretative research. The author purposefully refrained from pre-informed parameters 

of collection and prediction, preferring to use a mixture of interpretative approaches and 

ethnographic methods as outlined in this chapter to assist in the development of 

knowledge that takes into account the influences, detail, context and characteristics of 

the phenomena (Deacon, 2008; Carson et al. 2002).  

Finally, in support of this goal, an appropriate ethical stance has been taken to the 

approach, operation and reporting of the research. Chapter 4 will report in detail the 

findings of the study using the criteria for analysis as outlined in Chapter 3  as a 

framework for analysis. 

As a summary of the research outlined so far, the researcher presented a research 

question (Chapter 1, Section 1.2) that is explored with a predominately hermeneutic, 

and therefore holistic, mixed methods methodology. This methodology primarily uses 

an intensive analysis of an individual unit, stressing developmental factors in relation to 

context (Flyvbjerg, 2006) to examine two groups, the advertiser / sender and the 
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consumer / receiver. Each group can be mapped onto one of the two conceptual 

positions described, 

The advertiser / sender –  

The macro motivational behaviour (Herman and Chomsky, 1998) position 

The consumer / receiver –  

The micro manufacturing consent (Tadajewski, 2006) position 

The data captured from the two groups (in isolation from one another to retain focus on 

the issues in relation to the researcher) are analysed separately and then cross-analysed 

to gain a further insight into the relationship both groups have with advertising and 

integrated marketing communications, and how, or if, this has altered the consumers’ 

behaviour. This third behavioural position, the relationship between the two groups, 

being the ‘meso’, or middle, theoretical position (Chapter 2, Section 2.5), is the focus of 

this study and as a new insight into the research question posed, it is an additional  

aspect of the research that can be viewed as an original contribution to knowledge. The 

research question can be seen as a described model thus, 

 

Advertiser / sender  
| 

Consumer / receiver 
 

or 
 

Macro 
| 

Meso  
| 

Micro 
 
 

Or 
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With the ‘meso’ part of this description being the focus, and outcome, of the study. 

 

Meso	  

Micro	  

Macro	  

Figure 3.22  
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4 Chapter 4 – QUAL Findings 
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4.1 Introduction 
	  

Chapter 4 describes and positions the findings in context of the theory within which the 

research issues are identified locally and within the discrete domains and in relation to 

the conceptual model as a whole. 

The preceding Chapter 3 established the methodological foundations that support an 

enquiry and exploration of phenomena in context; it also considered and justified a 

research strategy, design and the criteria for analysis. As debated in Chapter 3, a case 

research design was chosen to enable exploration of and meaning making within 

complex phenomena and in this study the complex phenomena being the understanding 

of the relationship between advertiser / senders and consumer / receivers from a macro 

to micro theoretical level. The type of study undertaken and its justification is described 

in Chapter 3, and uses an ‘inquiry from the inside’ approach, as discussed in Chapter 3, 

Section 3.8.1, which reflects the direct involvement by the researcher and the 

relationship the researcher has within the context of the study. 

Chapter 3, Section 3.8.8 outlined the units for analysis and Section 3.8.9 – 3.8.13 

detailed the data generation methods, the result of which has been reported within this 

chapter. Responsive interviewing (Chapter 3, Section 3.8.11) was used to support:  

1. Conceptual clarification 

2. Theory elaboration 
3. Ethnographic interpretation  

4. Participant observation  
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These allowed for the construction of an enhanced understanding of context and 

complexity as described as the iterations of research in Chapter 3, Section 3.8 

1. Iteration one – initial research contact and open-ended interview, 

2. Iteration two – contextual observations, 
3. Iteration three – multi-case and cross-case analysis and explanation 

moving towards theory building. 

	  
In order to report the findings across the cases under investigation within this study, a 

common framework has been used to assist in both in-case and cross-case analysis. 

However, in order to allow a depth of analysis, 10 advertiser / sender and 7 consumer / 

receiver cases have been chosen to feature in this chapter. 

It is important to note that once 7 consumer / receiver cases were undertaken, the 

researcher then worked with Level 5 undergraduates on the BA (Hons) Advertising 

Design Programme at the University of South Wales to undertake open-ended 

interviews based on the responsive interviewing protocols outlined (Section 3.8.12). 

The process was extended over a period of two years longitudinally. This extended 

ethnographic work was undertaken in order to demonstrate the potential for 

implementation and development of the theory in context based on the research 

question (Chapter 1, Section 1.2). The instruction of the undergraduates enabled the 

researcher to gain a further and deeper insight into consumer / receiver behaviour by 

extension whilst remaining the instrument of analysis within the process. Each 

participant case was reviewed by the researcher, and the researcher was located in the 

research at all times as a participant – observer. 
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The case framework comprises the following components:  

1. A case history 

2. A research history 
3. The advertiser / sender, consumer / receiver categories and 

dimensions in context (Chapter 3, Section 3.5) 
4. A contextualised multi-dimensional map of positioning map for 

comparative contextual consumer behavioural meaning (Chapter 3, 
Section 3.16) 
 

	  
Each case finding will therefore be reported in this way and conclude with a summation 

of the individual case findings (Section 4.19). Chapter 5 will report the outcome of the 

cross-case analysis and seek to further develop an understanding of the power 

exchanges in the value exchange process for both groups within context through the 

identification of the commonalities and variances found between all of the participants 

under investigation within this study. The implications of the findings  

of this study for: policy, practice and research will be considered and discussed in 

Chapter 6. 
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All	  conversations	  order	  

1. n TS	  
11th	  August	  2011	  at	  
16:11	  

2. n SM	  
24th	  August	  2011	  at	  
18:47	  

3. n HJ	  
26th	  August	  2011	  at	  
14:42	  

4. n FB	  
31st	  August	  2011	  at	  
8.54	  

5. n NM	  	  
3rd	  September	  2011	  
at	  10:59	  

6. n SP	  
3rd	  September	  2011	  
at	  16:36	  

7. n PB	  
22nd	  September	  2011	  
at	  16:31	  

8. r RM	  
12th	  October	  2011	  at	  
12:32	  

9. r AM	  
19th	  October	  2011	  at	  
14:10	  

10. r LH	  
24th	  October	  2011	  at	  
13:37	  

11. n JP	  
26th	  October	  2011	  at	  
13:48	  

12. n TL	  
26th	  October	  2011	  at	  
18:18	  

13. r CN	  
4th	  November	  2011	  at	  
15:38	  

14. r HB	  
5th	  November	  2011	  at	  
15:52	  

15. r PV	  
28th	  November	  2011	  
at	  12:14	  

16. n RG	  
19th	  January	  2012	  at	  
15:44	  

17. t JW	  
16th	  April	  2012	  at	  
13:30	  

18. t KP	  
23rd	  April	  at	  
11:15	  

19. t SK	  
24th	  April	  at	  
14:46	  

20. t SH	  
18th	  April	  2012	  
at	  13:00	  

21. t TW	  
18th	  April	  2012	  
at	  11:00	  

22. t TW	  
13th	  April	  2012	  
at	  10:00	  

23. t NS	  
27th	  April	  2012	  
at	  15:30	  

24. t LW	  
24th	  April	  	  
at	  20:30	  

25. t DC	  
28th	  April	  2012	  
at	  19:30	  

26. t DP	  
29th	  April	  2012	  
at	  10:30	  

27. t HH	  
23rd	  April	  2012	  
at	  10:15	  

28. t OG	  
30th	  April	  2012	  
at	  20:30	  

29. t PT	  
13th	  April	  2012	  
at	  14:34	  

30. t NS	  
27th	  April	  2012	  
at	  15:49	  

31. t MC	  
5th	  April	  2012	  
at	  21:57	  

32. t LCL	  
15th	  April	  2012	  
at	  15:15	  

33. t BCL	  
21st	  April	  2012	  
at	  13:27	  

34. t NS	  
29th	  April	  
at	  15:28	  

r 6	  not	  7	  

	  

Advertiser	  /	  senders	  
conversation	  order	  

1. n TS	  
11th	  August	  2011	  at	  
16:11	  

2. n SM	  
24th	  August	  2011	  at	  
18:47	  

3. n HJ	  
26th	  August	  2011	  at	  
14:42	  

4. n FB	  
31st	  August	  2011	  at	  
8.54	  

5. n NM	  	  
3rd	  September	  2011	  
at	  10:59	  

6. n SP	  
3rd	  September	  2011	  
at	  16:36	  

7. n PB	  
22nd	  September	  2011	  
at	  16:31	  

8. n JP	  
26th	  October	  2011	  at	  
13:48	  

9. n TL	  
26th	  October	  2011	  at	  
18:18	  

10. n RG	  
19th	  January	  2012	  at	  
15:44	  
	  
	  
n Advertiser / sender	  
r Consumer / receiver	  
t Consumer / receiver 
interviewed by student. 
Undergraduate Level 5 
students in progressive 
years embedded as part of 
the longitudinal study with 
researcher as participant. 
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Consumer’s	  
conversation	  order 
	  

8. rRM	  
12th	  October	  2011	  at	  
12:32	  

9. rAM	  
19th	  October	  2011	  at	  
14:10	  

10. rLH	  
24th	  October	  2011	  at	  
13:37	  

13. rCN	  
4th	  November	  2011	  at	  
15:38	  

14. rHB	  
5th	  November	  2011	  at	  
15:52	  

15. rPV	  
28th	  November	  2011	  
at	  12:14	  

17. t	  JW	  
16th	  April	  2012	  at	  
13:30	  

18. t	  KP	  
23rd	  April	  at	  
11:15	  

19. t	  SK	  
24th	  April	  at	  
14:46	  

20. t	  SH	  
18th	  April	  2012	  
at	  13:00	  

21. t	  TW	  
18th	  April	  2012	  
at	  11:00	  

22. t	  TW	  
13th	  April	  2012	  
at	  10:00	  

23. t	  NS	  
27th	  April	  2012	  
at	  15:30	  

24. t	  LW	  
24th	  April	  	  
at	  20:30	  

25. t	  DC	  
28th	  April	  2012	  
at	  19:30	  

26. t	  DP	  
29th	  April	  2012	  
at	  10:30	  

27. t	  HH	  
23rd	  April	  2012	  
at	  10:15	  

28. t	  OG	  
30th	  April	  2012	  
at	  20:30	  
	  

29. t	  PT	  
13th	  April	  2012	  
at	  14:34	  

30. t	  NS	  
27th	  April	  2012	  
at	  15:49	  

31. t	  MC	  
5th	  April	  2012	  
at	  21:57	  

32. t	  LCL	  
15th	  April	  2012	  
at	  15:15	  

33. t	  BCL	  
21st	  April	  2012	  
at	  13:27	  

34. t	  NS	  
29th	  April	  
at	  15:2814	  
	  
r Consumer / receiver	  
t Consumer / receiver 
interviewed by student. 
Undergraduate Level 5 
students in progressive 
years embedded as part of 
the longitudinal study with 
researcher as participant. 
	  

	  

	  

	  

	  

	  
Figure 4.1: Conversation order and lists of advertiser / senders and consumer / receivers 
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4.2 Case findings, analysis and discussion 
	  

4.3 Detail analysis of AS5 (Case 1)  
	  

4.3.1 Case history: AS5 
 
 
AS5 was established in 2001 as a graphic design consultancy.  

They have worked with clients including 3, Adidas, Southbank Centre, Reebok, Paul 

Smith and many others. They create identities, packaging, and campaigns at their 

studios.  

At the time of interview, the premises were in West London, United Kingdom. It is of 

interest to the researcher to note that the company was about to move into new premises 

in East London. AS5 were moving to the new premises as part of a cost-cutting exercise 

due to rising rents in Covent Garden. Both areas and premises are well known to the 

researcher as he had worked with a colleague, when it was photographers studio. The 

researcher had collaborated with the photographer on various album cover designs for 

clients. It is of further interest to the researcher that both premises are almost identical 

in architecture and layout. 

The Stukeley Street area of Covent Garden is part of what is considered the ‘Media 

Village’ of Central London where renovated Victorian warehouses and similar building 

stock have been taken over by media companies offering a range of media solutions.  

It differentiates itself from Soho insomuch as it does not have an association or history 

with the British film industry. Covent Garden is a prime retail and social meeting area 

and the media companies use this positioning to effect in relation to attracting  

clients. Footfall is low in Stukeley Street itself and is ‘off the beaten track’ of the 

general consumer. 
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TS is a Graphic Designer and partner at the AS5. The researcher has known him for 

over five years and acknowledges TS’s deep understanding and passion for the subject. 

4.3.2 Research history 
	  
An initial meeting took place at the premises on 16th August 2011 at 4:30 pm; a 

recorded interview was undertaken and lasted approximately an hour. The interview 

took place in the meeting room of the AS5’s offices, conversation was flowing and 

there were no interruptions during the interview. The advertiser / sender categories and 

dimensions in context 

	  
i) MC1: Ownership (Who is the client?) 
 

TS vacillates between a weak to medium understanding of the client throughout the 

conversation. It is challenging to establish what the relationship with the client is built 

on in regards to the early development of the process. It seems an ad hoc process 

formed on the base belief client and creative have in the product. 

Phrases such as: 

‘Well, they came to me. They rang out of the blue (mumbling) selling on 
foot, from door to door, but and they wanted it to be more professional, so 
she had a bottle of olive oil and she was going round the neighbourhood, 
selling to people she knew and then they’d tell someone else – so I said 
‘What a brilliant idea. Pop in and have a chat’.  
 

reinforce this understanding. Throughout the conversation, it emerges that the dynamic 

between advertiser / sender and consumer / receiver holds a weak (W) bond. There is no 

dominant in the transaction. As an owner of wealth and control the advertiser / sender 

sees the consumer / receiver as: 
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‘… kind of “Sloaney” types, because they come across as quite “Sloaney” 
people who are doing it, so I’m guessing that type of West direction-based 
lifestyle. I think a lot of people tend to be into this natural, organic – this 
wholefood thing. I think different to down at Asda doing the daily shop – I 
think it’s that crowd’. 
 

Therefore the relationship is ill defined in regards to ownership in Chomsky / Herman 

terms. It does however confirm that the subtext of manufacturing consent is available to 

us as a research tool. As the first interview to be mapped against the conceptual model 

proposed it has a potential for ‘fit’ in relation to the tables (QUAL) multi dimensional 

mapping (QUANT) in Chapter 3 as a ‘test’ of the research method. 

 

ii) MC2: Income source (What is the cost of the campaign?) 

 
‘There’s overheads; I’m not in my mum’s bedroom, I’m not on my laptop 
straight out of college’. I’ve nothing against the kids who are straight out of 
Uni, working on their laptops in their mum’s bedrooms – they shouldn’t be 
in their mum’s bedroom though! They can get away with it, there’s no 
overheads, and that’s fair enough but at some point they are going to be in a 
position where they are going to have to charge what other people charge’. 

 

A cost goal is not made explicit. Much of the discussion is anecdotal and centers on the 

general issue of the small company / designer issues with billing. The researcher probes 

for an insight into the ideas of advertising, as the primary source of the mass media but 

the context does not give space to discuss this fully. Rather the conversation is broadly 

focused on the advertiser / senders fee issues. 

 

iii) MC3: Experts (What research has been carried out?)  
 
The use of experts is peripheral to the project but they are utilized in a weak (W) 

context and not, as one may expect, as a tool for indoctrination or a display of power to 

control the consumer in order to move the client relationship forward: 
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‘This illustrator, she does it all with pen, so it’s going to be that look, I’ll get 
her to do some ideas on it and I’m like ‘look, don’t spend any time on it 
because I know it’s going to change’ and she was like ‘well, I have to do 
this’ and I’m saying ‘look, don’t go silly on me because I can’t imagine us 
even going with this’. 
 
 

iv) MC4: Flak (Have their been any creative issues with the client?) 
 

TS has a medium (M) to strong (S) understanding of the creative issues that arise and 

how to deal with them. As a form of flak TS controls this aspect of the work well and is 

confident in the company’s ability to accept this as part of the natural process. Much of 

the dialogue is spent dissecting this part of the process along with ideas of  

MC1: Ownership. 

 

v) MC5: Anti-us (Who are the key competitors?) 
Here we frame the idea of ‘anti-us’ as the approach to competitors. TS has a medium 

(M) understanding of this aspect of the work and demonstrates an instinctive view of 

the process: 

‘…Not that I was looking at the logo. I was just looking generally. You 
know when you look at a shelf full of olive oil, what stands out? Because 
looking at a shelf most of the time – Sainsbury’s Own, Tesco’s Own. 

 
Are they all like the same colours and stuff? 

 
The same shape. It’s all – it’s got a picture of olives, or some oil, the 
markings. The people that - it’s a long time ago I don’t know if they still do 
because it’s a long time ago – the people who did, the agency that did the 
Harvey Nichols stuff back in the mid ‘90s’. 

	  

4.3.3 Summary of analysis for AS5 
	  
The analysis of the language use in context would suggest that AS5 as a company 

reflects the personality of the partner: TS in this case. 
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The company operates within the design sector and sits outside of the ‘advertising 

industry’, which has become highly competitive in recent years with a decline in clients 

and fees.  

The meaning derived is centered on the individual in this case. The individual’s 

responses act as a foundation for the insight gained and setting for further 

conversations. There is a strong internal expression intonated throughout the data, self-

developed meaning when describing market development activity supports this. 

Therefore the understanding of consumer / receiver behaviour in this case is developed 

by the individual characteristics of the designer and the conceptual approach is informal 

and situation specific – very few industry/formal definitional constructs being observed. 

	  	  
 

Figure 4.2: The multi-dimensional positioning ‘footprint’ for Case 1 mapped against the 
five categories and advertiser / sender dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A weak (W) to medium (M) understanding of the client. 
Lack of direction from the client. 
Some understanding of who the client is. 
Dominance / Power issues not defined. 
Ownership of process is held with client. 

MC2 A weak (W) to medium (M) understanding of costs. 
Costs issues are anecdotal. 
Propaganda / Influence potential weak (W). 
Income source weak (W). 

MC3 A weak (W) to medium (M) understanding of research. 
No research goal identified. 
Indoctrination not discussed. 
Use of experts weak (W). 

MC4 A strong (S) understanding of creative issues. 
Creative issues discussed at length. 
Discipline and exerting pressure was subtle. 
Flak was prevalent but undirected by both the client and advertiser / 
sender. 

MC5 A medium (M) understanding of competitors. 
Competitors were viewed instinctively. 
Control was not discussed. 
Anti-us was framed as a discussion around process and design that 
gave an understanding of how the advertiser / sender experiences 
the process. This was a surprise as the researcher had assumed that 
the advertiser / sender would be in control of the idea of ‘anti-us’ 
but instead demonstrated behaviour that could be viewed as 
inherently part of the system as opposed to outside the system in a 
way that would view the advertiser / sender as a form of deus ex 
machina (god out of the machine) actor. Suggesting that the 
advertiser / sender is embedded in the process of exchange rather 
than an external force on the consumer / receiver. 
As an insight this moved the researchers thinking forward to begin 
to formulate a position where the manufacturing consent theoretical 
position has the potential to be dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
This thinking was taken to the next interview for further exploration 
and will be listened to closely in the following conversations. 
 

Table 4.1: Case 1. Key findings/insights 



	   	  

 

187 

4.4 Detail analysis of AS8 (Case 2) 
	  

4.4.1 Case history: AS8 – SM  
	  
	  
AS8 are a specialist branding and communication studio specializing in brand identity, 

print and digital communication, art direction. 

AS8 are based in Cardiff, United Kingdom. They are a small company of three 

designers. The interview was not held at the company’s offices, the participant, SM 

chose to undertake the interview in the café of John Lewis, Cardiff. The company 

themselves are based in the Cardiff Bay area of the city within a small microcosm for 

the creatives in Cardiff. Bute Street itself is, like the AS5 location in London, in an ‘off 

the beaten track’ area that has some renovated Victorian offices on the outskirts of a 

high developed ‘new build’ bay area. 

SM is a graphic designer at Departures. The researcher has known him for over  

five years. 

	  

4.4.2 Research history 
	  
An initial meeting took place at John Lewis on 24th August 2011 at 18:47; a recorded 

interview was undertaken and lasted approximately an hour. The interview took place in 

the restaurant of John Lewis, a choice made by the interviewee, conversation was 

familiar and there were no interruptions during the interview. SM is not a strong verbal 

communicator in the sense of lengthy replies. This was expected before interview and 

much of the pre-amble to conversation around the topic was useful to the researcher in 

helping extemporize and continue to form questions that are becoming more focused 

from interview to interview. Choices around the first series of meetings were to allow 
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the researcher time to practice conversational in-depth interview techniques and start to 

gain an insight into the process and the type of questions required. 

	  

4.4.3 The advertiser / sender categories and dimensions in context 
	  
i) MC1: Ownership (Who is the client?) 
Within this dimension the analysis of the case would suggest the client was adaptable 

and that no issues arose. This appears to be the case in general with AS8. It is possible 

that all of their work is exemplary, or there may be other issues the designer and 

researcher are unaware of. It is perhaps useful to note the experience of flak (MC5). 

As the client was: 

‘just happy to go with it’. 

‘get their name out there.’ 
 

ii) MC2: Income source (What is the cost of the campaign?) 
Much of the information gleaned is general and little further depth was achieved. 

‘I would imagine it’s money based. They probably don’t want to look 

 nice for the sake of it’|. 
 

iii) MC3: Experts (What research has been carried out?) 
A broad discussion only in regards to funded experts. 

iv) MC4: Flak (Have their been any creative issues with the client?) 

More discursive part of the interview around the control of media (as a subtext or 

hermeneutic inference (HI)) with little issue of flak perceived. 

v) MC5: Anti-us (Who are the key competitors?) 
Little evidence of control mechanisms in place. 
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4.4.4 Summary of analysis for AS8 
	  
	  
The analysis of the language use in context would suggest that AS8 as a company is low 

profile and modest in its outlook due to the lack of depth of information forthcoming. 

SM is a good ambassador for the company, a sure and steady designer at the beginning 

of his career. 

The company operates within the design sector and sits outside of the ‘advertising 

industry’, which has become highly competitive in recent years with a decline in clients 

and fees.  

The meaning derived therefore is centered on the individual in this case.  

The individual’s responses act as a foundation for the insight gained and setting for 

further conversations.  

Therefore the understanding of consumer / receiver behaviour in this case is developed 

by the individual characteristics of the designer and the conceptual approach is informal 

and situation specific – very few industry/formal definitional constructs being observed.  

Other than a broad view on media issues little can be gained at this stage from the 

meeting. The interview acts as a good example of a ‘low return value’ situation to give 

contrast to others where rich data flows. 
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Figure 4.3: The multi-dimensional positioning ‘footprint’ for Case 2 mapped against the 
five categories and advertiser / sender dimensions discussed in Section 3.6.13.1, the 

criteria for analysis  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A weak (W) understanding of the client. 
Some understanding of who the client is. 
Dominance / Power issues not defined. 
Ownership of process is ill defined. 

MC2 A weak (W) understanding of costs. 
Costs issues are anecdotal. 
Propaganda / Influence potential weak (W). 
Income source weak (W). 

MC3 A weak (W) understanding of research. 
No research goal identified. 
Indoctrination not discussed. 
Use of experts weak (W). 

MC4 A weak (W) to medium (M) understanding of creative issues. 
Creative issues discussed at length. 
Discipline and exerting pressure not discussed. 
Flak was not a issues in this case but some conversation was had. 

MC5 A weak (W) understanding of competitors. 
Competitors were viewed instinctively. 
Control was not discussed. 
No evidence of an insight into an control mechanisms described 
Again, this was a surprise as the researcher had assumed that the 
advertiser	  /	  sender	  would be in control of the idea of ‘anti-us’ but 
instead demonstrated behaviour that could be viewed as inherently 
part of the system as opposed to outside the system in a way that 
would view the advertiser	  /	  sender	  as a form of deus ex machina 
actor. 
As an insight this moved the researcher’s thinking forward further 
to formulate a position where the manufacturing consent theoretical 
position is dominant to the extent that it is all encompassing to 
advertiser / sender and consumer / receiver alike. 
This thinking was taken to the next interview for further exploration 
and as a key issue in the developing research. 
 

	  
Table 4.2: Case 3. Key findings/insights 
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4.5 Detail analysis of AS6 (Case 3)  
	  

4.5.1 Case history: AS6 – HJ 
 

 

HJ established AS6 in 1982. He is a sole trader with over 30 years’ experience as a 

professional photographer. His main focus is now as a specialist in ‘food photography’ 

and studio-based still life for advertising and brand agencies.  

AS6 occupies a converted Victorian house. The studio includes a basement area, above 

the studio are the living quarters for the photographer and the company is self-contained. 

HJ has spent the last 30 years undertaking a range of assignments nationally and 

internationally. 

	  

4.5.2 Research history 
	  
An initial meeting took place at the premises on 26th August 2011 at 14:42 pm; a 

recorded interview was undertaken and lasted approximately one and a half hours. The 

interview took place in the studio whilst HJ was working on a shoot for a client. The 

item being photographed consisted of a large metal plate with the centre punched 

through as if it had been shot with a canon, conversation was flowing and there were no 

interruptions during the interview. Arrangements were made for follow-up 

observational meetings and these have occurred at several events at the studio, 

institutional events, socially and at various other formal and informal occasions. It is 

also important to note that in the development of this relationship with HJ, this in turn, 

has led to working with another case study subject, RG. This progression of 

relationships supporting the development of a hermeneutic approach to the development 

and generation of data as outlined (3.3).  
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4.5.3 The advertiser / sender categories and dimensions in context 
 

	  
i) MC1: Ownership (Who is the client?) 

In relation to the developing analysis of the conversations conducted in order HJ has the 

most focused responses in relation to MC1 to date. Client goals and direction are clear 

at all times. HJ has constructed his own ‘world view’ via experience and practical 

application of approach, key indicators to this are predominant in all dialogue, whether 

overt or as a subtext to the subject at hand. An opinion in regards to the construction of 

the idea of ‘what is a brand’ can be seen in such statements as; 

‘So that’s kind of one of the things I’m going to say to you where, really 
speaking, because brands are sign-posts because they let us lead an easier 
and more fulfilled life, because we don’t have to make decisions about what 
we want’. 

In addition to this approach HJ also demonstrates a clear need to redefine and position 

the brand in order to progress the work for the client and himself; 

 ‘And then other times the clients say, ‘we sell this’ and especially if it’s a 
service industry job, it’s difficult, but I suppose one of the problems is that a 
lot of clients don’t understand their own brand. I think the clients never need 
a brand and quite often the brand’s document is an excuse to say no, you 
know - it’s an idea. ‘Well, can we photograph this’?’ ‘No’. 

 
An issue that is emerging is how the client perceives themselves and the brand. It 

appears that HJ sees much of the construction of identity is perhaps used more of a 

defence position rather than a tool for communication, for example, ‘quite often the 

brand’s document is an excuse to say no’. 

The conversation is peppered with qualifiers in regards to statements; this perhaps 

suggests doubt in the veracity of the information due to little research being carried out. 

In relation to the current research issue it suggests that manufacturing consent is little 

understood but tacitly accepted, 

‘And a brand audit should really suggest your methods of delivery, 
shouldn’t it?’ 
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Mapped against the categories and dimensions in the diagram presented it is evident that 

HJ has a strong focus on the issues surrounding ownership and is active in the 

discussion and development of ideas surrounding this on a practical level.  

 
ii) MC2: Income source (What is the cost of the campaign?) 

HJ demonstrates a clear understanding of cost implications and the need to relate this to 

the ownership of the media. Much of the dialogue and implicit meaning derived from 

the case study is closely interlinked with the ideas of ownership (MC1). It is important 

to note that much of the conversation around cost implications and day rates were 

undertaken when recording was finished. It is sufficient to say that a very clear idea of 

the need for discussion of costs and ownership occur in the process and support HJs 

position as a very aware actor in the idea of constructing the transfer of meaning from 

the advertiser / sender to the consumer / receiver. 

 

iii) MC3: Experts (What research has been carried out?) 
Expert knowledge, use and clearly defined research goals are strong (S). However, it 

should be made clear that the idea of this in context is based around practical 

demonstration of expert craft knowledge with little or no input from ‘experts’ being 

identified in relation to the work or other processes discussed. Evidence in terms of 

artifacts would be sought for clarification and would benefit other conversations, and 

this will be flagged for future observational meetings. 

 

iv) MC4: Flak (Have their been any creative issues with the client?) 
HJ has a medium understanding of the creative issues surrounding the work carried out. 

It is perhaps due to the nature of the creative work undertaken as a photographer that 

this area of probing returned the least data. Much of this will be interesting to compare 
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in relation to RG, who works closely with HJ on many of the brand projects described 

in this research document. The researcher has been fortunate enough to view the two 

working together and as an observation it would appear that RG ‘fields’ much of the 

issues relating to client in regards to their working relationship. Outside of this it 

appears much of the work undertaken by HJ is interpretive of briefs set by other 

creatives in advertising and this may mute some of the issues that would otherwise 

occur. So more probing here would benefit the research. 

‘I think the opposite to the brand is the kind of natural resistance. Going 
back to my story about PHS and the bloke in Data Shred – he immediately 
kind of limited his company’s services - I think that’s like the devil within’. 

 

‘Well, you know, the people that have to buy into the brand are the people 
on the shop floor’. 

 

 
v) MC5: Anti-us (Who are the key competitors?) 

Here we frame the idea of ‘anti-us’ as the approach to competitors. HJ has a strong (S) 

understanding of this aspect of the work and demonstrates an instinctive view of the 

process in localized form: 

‘My competitors don’t [understand the client / brand]. My competitors don’t 
bring as much to the party as they ought to’. 

‘I’ve spent years working on brands and one of the things I try and say 
about myself is I’m used to working with my valued brands and you know, 
you don’t have to tell me anything twice – I’m not stupid – I will get it – but 
a lot of photographers don’t’. 
 

	  

4.5.4 Summary of analysis for AS6 
 

	  
The analysis of the hermeneutic inferences (HI) in context would suggest that AS6 

reflects the personality of the owner. 
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The meaning derived therefore is centered on the individual in this case. The 

individual’s personality and character act as a foundation for the insight gained and 

setting for further conversations. Much of the conversation was highly personalised; 

self-developed meaning when describing creative issues and flak supports this, most of 

the opinion although justified is not based in further exploration of the subject. 

Therefore the understanding of consumer / receiver behaviour in this case is developed 

by the individual characteristics of the photographer and the conceptual approach  

is general and situation specific – very few expert (MC3) definitional constructs  

being observed.  

	  

	  
 

Figure 4.4: The multi-dimensional positioning ‘footprint’ for Case 3 mapped against the 
five categories and advertiser / sender dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A strong (S) understanding of the client. 
Clear direction from the client. 
Clear understanding of who the client is 
Dominance / Power issues defined. 
Ownership of process is held with client but shared with advertiser / 
sender at certain levels of the process. 

MC2 A strong (S) understanding of costs. 
Costs issues are defined but remained confidential 
The source of income is identified but no relation to larger concepts 
in terms of influence was perceived. 
Income source weak (S). 

MC3 A strong (S) to medium (M) understanding of research. 
Research goals identified but depth of research not carried out. 
Indoctrination not discussed. 
Use of experts weak (M). 

MC4 A strong (S) to medium (M) of creative issues. 
Creative issues were not discussed at length. 
Discipline and exerting pressure was subtle. 
Flak was prevalent but not an issue for the client or advertiser / 
sender. 

MC5 A strong (S) understanding of competitors. 
Competitors were viewed instinctively. 
Control was not discussed. 
Anti-Us was framed as a discussion around competitors that gave an 
understanding of how the advertiser / sender experiences the 
process. No manipulation or control of the potential advantage was 
discussed or perceived. 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominant to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
This thinking was taken to the next interview for further 
exploration. 
 

 
Table 4.3: Case 3. Key findings/insights 
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4.6 Detail analysis of AS1 (Case 4)  
	  

4.6.1 Case history: AS1 – FB 

 
 
AS1 is a branding and design service company. FB joined the agency in 2008  

as CEO (Chief Executive Officer) after a period spent as Creative Director of brand 

inhouse company. 

AS1’s parent company was renamed in the UK as part of a global restructure in 2011. 

The only change, in terms of structure and implications for AS1, was in its holding 

company’s name. Previous to this, the group was parent to three other companies. 

As part of the restructure, AS1 moved its London office to New Cavendish Street. New 

Cavendish Street is a modern (1960s) block that has been extensively refurbished 

internally in an area of Central London that is considered less media centric than Soho 

or further East in the capital. 

The move saw it sharing an office with two other subsidiaries – the latter also merged 

with a sister company, under a new partnership. AS1 operate as an independent 

consultancy. Interviews, conversations and extensions of the dialogue undertaken with 

FB have spanned the course of the research for over 5 years and have tracked his career 

and work closely. 

	  
	  

4.6.2 Research history 
	  
An initial meeting took place in the Riding House café on 31st August 2011 at 8.54 am; 

a recorded interview was undertaken and lasted approximately one hour. The interview 

took place over breakfast at a remove from the offices to ensure that the interviewee 

could retain focus on the conversation. Arrangements were made for follow-up 
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observational meetings and these have occurred at several events at the studio, 

institutional events, socially and at various other formal and informal occasions. It is 

also important to note that in the development of this relationship with FB that this in 

turn has led to working with undergraduates and postgraduates in relation to practical 

and theoretical work. This progression of relationships supporting the development of a 

hermeneutic approach to the development and generation of data as outlined in previous 

chapters (3.3).  

	  

4.6.3 The advertiser / sender categories and dimensions in context 
	  
	  
i) MC1: Ownership (Who is the client?) 

The issue covered in the conversation with FB (and in subsequent dialogues) is striking 

in its focus and consistency. The multi-dimensional positioning ‘footprint’ for Case 4 

mapped against the five categories and advertiser / sender dimensions is singular in its 

focus. The conversation was notable for the insistence on Ownership as a key part of  

the concepts FB was to discuss with the researcher. The consumer / receiver here is  

the client, 

 
[It’s] about defining who your client is, your first consumer in a 
professional agency is your client. It doesn’t matter what they tell you, they 
are your ultimate consumer and actually the end goal; which is the 
consumer, the person in the high street, often is the last person that anyone’s 
actually thinking about, although obviously they will tell you otherwise. So 
my job, first of all, is always to absolutely understand my consumer, i.e. my 
client, and once I’ve understood what I think they’re about and what their 
leaders are and what their politics are and what their fears and prejudices 
are, I set to work on those. I try and take the end consumer with me, so 
obviously looking at trends, reading, referring to previous case studies, 
referring to existing businesses – all helps, if you like, fuel that discussion. 
And then obviously research can help you with that as well. 
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Much of the dialogue continued in a natural and flowing manner through the informal 

discussion probes in. A key aspect of the conversation in relation to the idea of MC1 

issues is that ‘fear’ became a linking theme across the dialogue. 

 

ii) MC2: Income source (What is the cost of the campaign?) 
When discussing the issue of research, FB mentions; 

‘If Tesco’s were sailing ahead they’d have stuck two fingers up to the 
notion that they’ve got to look at their brand, so these things have always 
got an underlying reason behind why they’re being done and it’s obviously 
usually about money’. 
 

As a motivational factor in the need to use and understand advertising to move the 

product forward. 

The overall impression of the researcher is that the exchange of ideas and finances 

appropriated for this into advertising is predicated on a system of power exchange 

closely interlinked to the other key components of the categories outlined. 

 
iii) MC3: Experts (What research has been carried out?) 

FB enters into a recursive internal dialogue in relation to this issue and at some points 

seems to be either dismissive of the process or stressing its importance. Separation of 

this information in the dense and data rich conversation is difficult here but the subtext 

of the dialogue has reference throughout the transcribed interview. 

 
iv) MC4: Flak (Have their been any creative issues with the client?) 

Flak as a separate concept is present in a collective sense in regards to the interlinked 

themes expressed throughout the conversation, and in relation to this it is strong (S). 

However it is ‘weak’ in relation to the intensity of debate around the four other 

dimensions of dialogue. 
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v) MC5: Anti-us (Who are the key competitors?) 
FB gives much of his thinking over to the issues surrounding control. Much of the 

debate is clearly focused on ideas that fear is the most important underlying factor in the 

process of influencing persuasion, 

‘…there’s your challenge – if you’re a corporate or a public sector body – 
there’s so much risk avoidance that they won’t actually make a decision 
based on their instinct or their gut feeling, they’d have to measure it, it 
doesn’t matter how spurious or invented it is or quasi-scientific you want 
that to be, it has to be objective and of course, as you know in life there’s 
very little objectivity’. 
‘…it’s less bureaucratic, less consensus-driven and it’s based on a more 
stronger leadership model’. 
‘No-one wants to be fired for hiring an agency, so that’s why a lot of clients 
– big clients – are very risk-averse and that’s why big organisations like 
Saatchi & Saatchi survive, because no-one got fired for hiring Saatchi & 
Saatchi to do an ad campaign. So there’s an element of that going on with 
big corporations, where they want to work with people that they can trust, 
so that’s again just a bit of psychology really’. 
‘I suppose you’re trying to predict the future really, aren’t you? What you’re 
trying to do always is be ahead of the next person for the game of survival, 
so I suppose it’s quite Darwinian really what you’re talking about and I 
think probably what’s at the heart of this is fear’. 
‘Playing on our insecurities is what every leader of the country has to do’. 

‘We have to trust in that person to say ‘we’re safer with you, we’d better 
entrust in you rather than somebody else’’. 

‘It’s much easier for me to say that on the outside. I haven’t thrown my lot 
in and say ‘let me try and sort it out on the inside’ – probably because I’d 
get swallowed up like everybody else, so you know, I don’t want to appear 
critical about because I’m on the inside. I think when you’re on the inside 
you see a different battle, a different world, a different perspective’. 
‘It will bite the hand that feeds them’. 

 
‘It’s all about fear and manipulation – brands make you feel bad’. 
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4.6.4 Summary of analysis for AS1 
	  
The analysis of the language use in context would suggest that FB has a view of the 

process that requires further and deeper analysis in light of its singular relationship with 

the categories and dimensions outlined.  

FB is not an ambassador for a corporate line. His voice is singular and unique. This  

has been observed in several of the ventures he has undertaken. A key differentiator in 

this dialogue is the explicit conversation regarding fear emerging at this stage in the 

research cycle. 

As this was the fourth case study it is becoming apparent that the nexus of potential 

focus is within the fourth dimension of categorisation, MC5. Fear and control 

mechanisms seem to be emerging as part of the researcher’s thinking moving forward 

and is becoming an idea that allows for the formulation of a position where the 

manufacturing consent theoretical position is dominate to the extent that it is all 

encompassing to advertiser / sender and consumer / receiver alike. This position will be 

examined further in the subsequent case studies as will all other aspects continue to 

present emergent conceptual positions. 

The meaning derived therefore is centered on the individual in this case. The 

individual’s personality and character act as a foundation for the insight gained and 

setting for further conversations. Much of the conversation was highly personalised; 

self-developed meaning when describing creative issues and flak supports this, most of 

the opinion although justified is not based in further exploration of the subject. 

Therefore the understanding of consumer / receiver behaviour in this case is developed 

by the individual characteristics of the designer and the conceptual approach is very 

specific.  
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Figure 4.5: The multi-dimensional positioning ‘footprint’ for Case 4 mapped against the 
five categories and advertiser / sender dimensions discussed in  Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  



	   	  

 

204 

	  
	  
	  
	  
Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A strong (S) understanding of the client. 
Clear direction from the client. 
Clear understanding of who the client is 
Dominance / Power issues defined. 
Ownership of process is held with client but shared with advertiser / 
sender at certain levels of the process. 

MC2 A strong (S) understanding of costs. 
Costs issues are defined but remained confidential 
The source of income is identified but no relation to larger concepts 
in terms of influence was perceived. 

MC3 A strong (S) understanding of research. 
Research goals identified but depth of research not carried out. 
Some conflict of ideas of research 

MC4 A strong (S) understanding of creative issues. 
Creative issues were not discussed at length. 
Discipline and exerting pressure was an overt part of the dialogue. 
Flak was prevalent and intrinsic to the discussion. 

MC5 A strong (S) understanding of competitors. 
Competitors were viewed instinctively. 
Control was discussed at length and framed around fear.  
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominant to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
Fear was a predominant concern. 
This thinking was taken to the next interview for further 
exploration. 
 

 
Table 4.4: Case 4. Key findings/insights 
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4.7 Detail analysis of AS4 (Case 5)  
	  

4.7.1 Case history: AS4 – NM 
 

AS4 is a British luxury lingerie and bodywear brand. The concept is to 

create the world's most covetable pieces of lingerie and bodywear, created by a team of 

underwear obsessives in the heart of the English countryside. It is viewed as a product 

to be ‘loved by real women, rock stars and supermodels the world over, our passion is 

to create impossibly gorgeous lingerie for you to cherish and adore, helping you to 

unleash your inner beauty upon an unsuspecting world’ (AS4 website 2012). 

The building used is a large Victorian terraced house with converted rooms to offices. 

The CEO & Creative Director, NM, trained in BA Hons Contour Fashion (Lingerie 

Design) in order to launch her own lingerie brand. She also has a degree in European 

Studies and a 10-year award-winning career in consumer marketing and journalism. She 

formerly worked as Head of Marketing for a record label and then Acting Marketing 

Director for a TV Network.  

	  
	  

4.7.2 Research history 
	  
An initial meeting took place at the owner’s home and offices of AS4 on 3rd September 

2011 at 10:59am; a recorded interview was undertaken and lasted approximately one 

hour. The interview took place in the owner’s dining room at a remove from the offices 

to ensure that the interviewee could retain focus on the conversation. Arrangements 

were made for follow-up observational meetings and these have occurred at several 

events at the studio, socially and at various other formal and informal occasions. 
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4.7.3 The advertiser / sender categories and dimensions in context 
	  
	  
i) MC1: Ownership (Who is the client?) 

In contrast to the previous interview much of the conversation was ambiguous and 

open. Ideas and positions were movable and in debate externally and internally 

throughout. Much of the conversation was centered on the idea of the consumer / 

receiver and the changing relationships to the idea of relating to the product rather than 

directing the focus of advertising onto the consumer / receiver.  

Strong ideas on the relationship (relationship marketing, or RM) with the consumer / 

receiver were discussed but little evidence was given in terms of outcome. NM has 

focused on the idea of an emotional attachment to the brand being paramount, but some 

of the dialogue is conflicting and direction and action based upon this concept is yet to 

come to fruition, 

‘I think I might be coming at this from a design as well as a marketing point 
of view, because I have to choose what things to design, based on how 
much I think people are going to love them and basically the design is the 
marketing. We don’t have a marketing budget; it’s all to do with how much 
we can get people to love something that we do. What was the question 
again?’ 

‘On receiving love back about something already, because it’s actually not 
something that you can convince people to do anyway. I mean, they just do 
it if they want to, don’t they?’ 

 
ii) MC2: Income source (What is the cost of the campaign?) 

The approach to advertising for AS4 is focused on WOM (word of mouth). Facebook 

and Twitter feeds are exploited to maximum effect. The ideas around advertising as a 

primary source of income in relation to the mass media are discussed and some of the 

concerns of NM are focused around the exposure the brand and herself had on national 

television for one minute. This generated sales but a follow-up on costs and an 

evaluation of the needs of the brand for further exposure in terms of this media choice 
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and indeed the use and control of mass media channels is to be explored by the 

company. 

‘the whole collection’s got an endorsement element to it, which is basically 
the story that everybody gets given about it is that the string collection came 
through as a result of a collaboration that we did with KT Tunstall. She had 
nothing to do with the actual collection, but she wanted us to use some of 
this fabric on some trousers that we made for her and then I had some of this 
left lying around and I was playing with it and then we ended up with some 
really innovative fun designs that no-one had really seen before, so before it 
even went to market it had endorsement from a celebrity, who is kinda cool, 
not tarty, you know, she’s known for also being quite innovative, because 
she did all that, she was the first person to do all that foot stomping thing. 
She’s not necessarily viewed as a sexy celebrity either’. 

‘People just love … it’s not one of the things – it can’t be just the fact that 
it’s made in the UK or the fact that it’s made by AS4 and her friends or the 
fact that it’s unique or the fact that it was endorsed; it’s everything. And 
then basically, with this collection we don’t really have to talk about it. All 
we ever do on our Facebook page is put links to all the things that everyone 
else is saying about it, so endorsement happens every day. Every day some 
opinion-forming blogger will say how much they love it and we’ve used 
Google alerts, so we always get a Google alert if somebody mentions ‘AS4’ 
or ‘AS4 Lingerie’ or AS4 or string or whatever and as soon as they appear 
on the internet we put a link you know, we just put it into our Facebook 
page, so we don’t actually have to say anything. Whereas on these ones, 
normally if we want something to be said about it then we have to say it, so 
it’s only what we think, it’s not quite what the world … it’s not us tapping 
into some love that’s happening in the world’. 

‘I actually think the marketing has completely changed, but I don’t have a 
massive budget that I can test theories out on, but …’ 

 
Of interest is a distinct and noticeable common link and significant overlap of ideas 

between strong (S) ideas of campaign costs and the relationship of this towards MC1 

(ownership) strong (S) associations.  

 

iii) MC3: Experts (What research has been carried out?) 

Information and research as a form of productive power (and in turn a tool for 

indoctrination) can be considered broadly understood both explicitly and implicitly. The 

conversation and implications again have the internal conflict of the subject 
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experiencing the dichotomy of mindsets needed when being the CEO, creative director 

and the transition from large mass media corporations to a self-funding SME. 

Of interest is a distinct and noticeable common link and the significant overlap of ideas 

between strong (S) ideas of research goals and expert opinion and the relationship of 

this towards MC1 (ownership) / MC 2 (income source) strong (S) associations.  

 

iv) MC4: Flak (Have their been any creative issues with the client?) 

Again ‘flak’ in relation to creative issues and the way in which communications in 

relation to behaviour resonate throughout the dialogue as a medium (M) understanding 

of what this means and how it can be anticipated. No direct examples are given but 

some of the ideas expressed overlap into the areas of MC5. In terms of the conversation 

it is the least explored area for NM. 

 

v) MC5: Anti-us (Who are the key competitors?) 
Gilly Hicks and Cath Kidston are singled out as potential key competitors to the brand. 

However this appears to be circumspect and anecdotal as a simple comparison of 

websites gives the researcher reason to believe that the only similarity is in the shading 

of the websites background in relation to Gilly Hicks. Both competitors have a ‘girl 

next door’ feel, and are at odds with AS4’s statement of appealing to, 

‘real women, rock stars and supermodels the world over, our passion is to 
create impossibly gorgeous lingerie for you to cherish and adore, helping 
you to unleash your inner beauty upon an unsuspecting world’ 

	  

4.7.4 Summary of analysis for AS4 (NM) 
  

The ambiguity and relationship to emotional needs and response is a key factor in the 

dialogue. Personal needs and desires of the CEO are clear, and the brand has serviced 
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the needs of the lifestyle entrepreneur to date. Much of the data captured is conflicting 

and services a freeform thinking that focuses on the consumer / receiver with an 

emotional relationship (Gummerson, 2008). The feel of the conversation is that of 

experimentation and speculation. The following interview with NM’s partner (and 

husband) SP will be of interest to the researcher in capturing more of the essence of this 

company’s approach to brand and the consumer / receivers’ position within the process. 

Therefore the understanding of consumer / receiver behaviour in this case is developed 

by the individual characteristics of the CEO and the conceptual approach is  

very ambiguous.  

	  
Figure	  4.6:	  The	  multi-‐dimensional	  positioning	  ‘footprint’	  for	  Case	  5	  mapped	  
against	  the	  five	  categories	  and	  advertiser	  /	  sender	  dimensions	  discussed	  in	  Section	  
3.6.13.1	  –	  3.6.13.2,	  the	  criteria	  for	  analysis.	   	  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A weak (W) to medium (M) understanding of the client (consumer	  
/	  receiver). 
A mixed attitude towards the client 
Dominance / Power issues not defined. 
Ownership of process is held with consumer	  /	  receiver. 

MC2 A medium (M) understanding of costs. 
Costs issues are discussed but not defined. 
The source of income is identified as the consumer	  /	  receiver with 
WOM on internet platforms being the most used form of 
advertising. 

MC3 A strong (S) thorough to weak (W) understanding of research. 
Research goals identified but depth of research not carried out. 
Some conflict of ideas of research but demonstrates a balanced 
view. 

MC4 A medium (M) understanding of creative issues. 
Creative issues were not discussed at length. 
Discipline and exerting pressure was an overt part of the dialogue. 
Flak was prevalent and intrinsic to the discussion. 

MC5 A strong (S) to medium (M) understanding of competitors. 
Competitors were viewed instinctively and perhaps in a conflicted 
manner. 
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominate to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
Anti-us was a predominate concern positioned as minor 
infringements of control from perceived (though not actual) 
competitors. 
This thinking was taken to the next interview for further 
exploration. 
 

 
Table 4.5: Case 5. Key findings/insights 
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4.8 Detail analysis of AS3 (Case 6)  
	  

4.8.1 Case history: AS3 – SP 
 

AS3 is a British Luxury Lingerie and Bodywear Brand. The concept it to 

create the world's most covetable pieces of lingerie and bodywear, created by a team of 

underwear obsessives in the heart of the English countryside. It is viewed as a product 

to be ‘loved by real women, rock stars and supermodels the world over, our passion is 

to create impossibly gorgeous lingerie for you to cherish and adore, helping you to 

unleash your inner beauty upon an unsuspecting world’ (AS3 website. 2012). 

The building used is a large Victorian terraced house with converted rooms to offices. 

The Brand & Wholesale Director is SP. SP was the founder of Amp Associates, the 

London design studio with clients including Jasper Conran, Full Circle and Island 

Records. During his 17-year career he has worked at Intro, Ministry of Sound and 

Orange Mobile. His team designed product and advertising for the UK’s biggest selling 

dance compilations of the 1990s and a diverse range of magazines, events, stereo 

equipment and leisure venues. 

He has commissioned and directed photo-shoots and artwork with Kylie Minogue, Sir 

Peter Blake and the late John Peel, and was the creator and designer of Vortex and 

Born-To-Kick-Ass T-shirts, worn by EMF and The Wonder Stuff in the early 1990s, 

selling nearly a million units all over the world in outlets such as Topshop.  

	  

4.8.2 Research history 
	  
An initial meeting took place at the owner’s home and offices of AS3 on  

3rd September 2011 at 16:36; a recorded interview was undertaken and lasted 

approximately one hour. The interview took place in the owner’s lounge at a remove 

from the offices to ensure that the interviewee could retain focus on the conversation. 
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Arrangements were made for follow-up observational meetings and these have  

occurred at several events at the studio, socially and at various other formal and 

informal occasions. 

 

4.8.3 The advertiser / sender categories and dimensions in context 
	  
	  
i) MC1: Ownership (Who is the client?) 
Ideas of the ownership of the brand in relation to the conversation had with SP were on 

the whole broad, expansive and it appears that SP has a focused view of the role of 

MC1 in relation to the function of the company. The multi-dimensional positioning 

‘footprint’ of the dialogue represents this visually. Much of this data was from the first 

half of the conversation; later ideas and conversation were speculative. 

‘they’ll be almost sold on the idea of buying you before they’ve even said 
hello, before they’ve even called you up they know they want you, but then 
they won’t say it’. 

 
‘But every single big league name, big league buyer, which at the end of the 
day are the people that influence the high street, they influence your habits 
as a consumer – they’re the people that influence your choice – more than 
me’. 
 

ii) MC2: Income source (What is the cost of the campaign?) 
The approach to advertising for AS3 is focused on WOM (word of mouth) when 

discussed with SP’s business partner (and wife) NM. Facebook and Twitter feeds are 

exploited to maximum effect. It is interesting to note that SP did not refer to this issue 

once in the one and a half hour conversation. Much of the dialogue in regards to 

advertising was negative and anecdotal. 

‘I just think it’s always going to be the way that good, good design like 
fantastic products – at the right price because it’s not about being cheap – 
but it’s about value but there’s only going to be a certain number of people 
that really care’. 
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‘I mean, television - I don’t have Sky+, I wish I did, because I’d cut out all 
the ad breaks’. 

 
It was noted in the previous interview that there was significant overlap between 
MC1 and MC2; here there is some evidence of this but as a weaker force. 
 

iii) MC3: Experts (What research has been carried out?) 
The idea of experts and the process of research were lacking in significant depth of data 

and negligible in the overall scope of the dialogue. 

 

iv) MC4: Flak (Have their been any creative issues with the client?) 
SP has a clear and defined idea of the brand and brands in general. This is unsurprising 

in relation to his background as a graphic designer. Much of the conversation was taken 

up with a discussion of the ideas of creative issues and the choices these entail.  

Of interest are the discrepancies between this and NM, whose values and judgments do 

not concur. 

‘a brand is a business that’s commercially in people’s minds’. 

 

v) MC5: Anti-us (Who are the key competitors?) 
 NM focused on key competitors. SP has a focused, but narrow, overview of the subject 

with little depth. Again, much of the data taken from the conversation is weak and does 

not appear to be centered in an informed decision making process. Much of the 

conversational data is anecdotal and unsubstantiated. 

	  

4.8.4 Summary of analysis for AS3 (SP) 
 

Much of the data captured is conflicting and services a freeform thinking that focuses 

on the consumer / receiver with an emotional relationship (Gummerson, 2008). Much of 
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the conversational data is anecdotal and unsubstantiated. The preceding interview with 

SP’s partner (and wife) NM is of interest to the researcher as they do not capture much 

of the essence of this companies approach to brand and the consumer / receivers 

position within the process. There is little to no evidence to support any claims that  

in-depth understanding of the components outlined in the research question are evident. 

Therefore the understanding of consumer / receiver behaviour in this case is  

developed by the individual characteristics of the CEO and the conceptual approach is 

very ambiguous.  

	  
	  
Figure	  4.7:	  The	  multi-‐dimensional	  positioning	  ‘footprint’	  for	  Case	  6	  mapped	  
against	  the	  five	  categories	  and	  advertiser	  /	  sender	  dimensions	  discussed	  in	  Section	  
3.6.13.1	  –	  3.6.13.2,	  the	  criteria	  for	  analysis.	   	  



	   	  

 

215 

	  
 

	  
	  
	  
Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A medium (M) to strong (S) understanding of the client (consumer	  
/	  receiver). 
A mixed attitude towards the client 
Dominance / Power issues not defined. 

MC2 An even spread of data in regards to the understanding of costs. 

MC3 A weak (W) understanding of research. 
Research goals are not identified. 

MC4 A strong (S) understanding of creative issues. 
Creative Issues were discussed at length. 
Flak was not defined. 

MC5 A strong (S) understanding of competitors but with little insight. 
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
 
As an insight this moved the researchers thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominate to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
Flak was a predominant concern in relation to general creative 
issues this corresponds well to the subjects background as a 
designer and creative thinker. 
 

 
Table 4.6: Case 6. Key findings/insights 
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4.9 Detail analysis of AS2 (Case 7)  
	  

4.9.1 Case history: AS2 – PB 
 

 

AS2 is a planning and communication agency. The agency is divided into separate 

operations for different areas of business. Here we focus on AS2 X, the medical 

marketing operation. 

AS2’s offices are in Paris, France. The area is noted for its focus on design and Musee 

des Arts et Metiers is situated close by. The Director, PB, studied at San Diego State 

University, has undertaken copy testing and advertising tracking, and worked in some 

of the largest PR agencies in the world. PB is a marketing and communications 

specialist who has developed his career is France, the United States and the United 

Kingdom. 

His career began with econometric surveys at the French Ministry of Economic Affairs 

and was then pursued in Los Angeles with a market research agency called Diagnostic 

Research. Later he was the head of research and strategic planning at Burson-Marsteller, 

the public relations arm of Young and Rubicam, and was in charge of strategic planning 

at La Rochefoucauld, the business-to-business agency of Publicis. 

His articles have been published in magazines in the USA, UK, France, Germany, 

Philippines, China, Slovenia and Turkey. 

	  
	  

4.9.2 Research history 
	  
An initial meeting took place at a local café near to the offices of AS2 on 22nd 

September 2011 at 16:31; a recorded interview was undertaken and lasted 

approximately one hour.  
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4.9.3 The advertiser / sender categories and dimensions in context 
	  
	  
i) MC1: Ownership (Who is the client?) 

PB in conversation demonstrated a strong (S) underlying understanding of the issues 

surrounding ownership and the domination of the concentration of ownership, much of 

the dialogue contained sequences of data that could be positioned with their 

hermeneutic inference (HI) clearly along the multi-dimensional map (Figure 8); 

‘the medical world are trying to influence, let’s say, prescriber behaviour’. 
‘It’s a longer game and I think the word ‘influence’ is much more adapted to 
that sort of issue than it is with the usual B to C. With B to C we say 
consumer behaviour and in general most of the approach we have from my 
business school days, from my personal experience over the last couple of 
decades, it’s very much behaviourist, it’s really consumer behaviour in the 
real sense – I think so – for B to C’. 
‘From B to C you can have … my Master’s thesis was about multi-attribute 
attitude morals, so was really about why do people change their mind about 
this and that …’ 

‘My first reaction is ‘look, if I knew, do you think I would tell you?!’ And 
frankly, if I knew it I wouldn’t just tell anybody’. 

 
ii) MC2: Income source (What is the cost of the campaign?) 

Here PB spent much of the conversation emphasizing the importance of the process but 

stopped short of giving meaning to the outcome. The stress was on the use of media 

spend as opposed to any understanding of creative effectiveness. Much of the 

conversation was peppered with the phrase ‘I don’t know’ in relation to this theme. 

‘Because on a macro level I know from 10 years of copy testing, the most 
important factor of all is the media spend’. 

Influence is overtly acknowledged; 

‘Yeah, so we actually try to influence people’. 

But the understanding of how this occurs is limited; 

‘Like in this case I said we did this; I don’t know why it worked, but I know 
that the reason why it worked was because we used the Hitchcock blonde 
and a great strategy. Why did this work? I don’t know. You can go into a lot 
of stuff about lowering your perceptual defences, whatever’. 
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Or the idea that the advertising process is more a result of ‘luck’; 

‘For me the short answer would be you can, but it’s like saying can 
somebody write a best-seller? They can, but nobody can do it on purpose. 
You cannot say, ‘if I do this, then this is going to happen’. When this 
happens it’s just as surprising for you as everybody else; it’s just luck. 
That’s a very simple thing – I’m pretty convinced of that’. 

Pressure exerted on the individual is also a concern; 

‘So he’s not buying something for someone, but he’s forcing people to buy 
something’. 

 
 

iii) MC3: Experts (What research has been carried out?) 
Indoctrination as part of the met-meaning of the conversation ran as a strong 

undercurrent throughout, at first it could be viewed as a subtle element of the dialogue 

but on revision and re-reading stronger indicators emerge. The following quotes 

demonstrate some of the more visible notes that run through the conversation; 

‘trying to create the demands’ 

The medical profession in this instance exert an influence on consumer / receivers by 

the (for the most part) unquestioning acceptance of authority: 

‘In B to B we influence people who are decision-makers, they’re buyers. 
The consumers are not those people who we influence; they’re usually 
people working in his company or clients of his company. In medical we 
influence mostly prescribers – doctors – who are not the consumers either. 
Sometimes, yes, we do influence consumers directly, but then we influence 
them in a pool type of way, because usually they’re not going to go right out 
there and buy whatever we try to influence them to buy. They go out there 
and realise they have this need and through this need somehow down the 
line they’ll get whatever we want to sell, but it’s not a direct influence’. 

 

 
iv) MC4: Flak (Have their been any creative issues with the client?) 

Analysis of the content of the dialogue shows an evenly distributed (with an emphasis 

on strong (S) tendencies) understanding of flak. Ideas of appropriateness and the 

development of a campaign image of a woman show the movement of ideas and the 
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positioning of the client will on the process to discipline the media. At first this process 

is not explicit and has taken several readings of the situation to see the data emerge. It 

will perhaps be helpful to revisit other case studies in light of this approach. 

 

v) MC5: Anti-us (Who are the key competitors?) 
Anti-us ideas are not drawn out within this context as clearly as in other dialogues. 

Again, in terms of the sub-text of meaning indicators were identifiable when mapping 

the conversation through the use of the multi-dimensional map. 

	  

4.9.4 Summary of analysis for AS2 (PB) 
	  
PB’s discursive approach to the research question demonstrated a great depth of 

knowledge in relation to the key issues being discussed. When debating the logic of the 

research he was quick to point out that; 

‘There’ll be some tough parts here, because on the macro; this makes a lot 
of sense on macro. Anybody who’s ever worked on media or PR will tell 
you ‘of course that’s true’ and as you’ve said, that’s not conspiracy, that’s 
common sense and its common knowledge, right?’ 

The conversation was flowing and negatives were used where knowledge was lacking. 

The default statement for most, if not all, of the interviewees thus far has contained a 

similar statement as the following; 

‘A good idea, a good strategic idea, which is most important – that’s 80% 
and then the 20% of having Grace Kelly made a difference for some 
inexplicable reason, right, so they do work, but how do you do it? Nobody 
knows that and you’re lucky when this happens’. 

Fear as an indicator of behaviour is evident; 

You know, like when people are scared and they’re going to buy gold and 
stuff like this. After going through all those scares and complicated things – 
the macro thing and the theories – so here I’m afraid that maybe it will be a 
bit again of the same stumbling blocks … 

It is also important to note here that PB defers to the work of the Behaviourists, so it can 

be assumed that the emotional level of understanding will be limited.  
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One of the key issues of the research in relation to control and power (MC1) was  

also flagged; 

‘The biggest media owners in general in France are usually the biggest 
industry owners; you know, they own the media and they own whatever – 
factories, whatever’. 

Income sources were clearly defined and PB’s issue made explicit; 

‘Because on a macro level I know from 10 years of copy testing, the most 
important factor of all is the media spend’. 

Interestingly, an emerging theme within the research in regards to the general 

effectiveness of advertising merits a mention; 

‘The only thing that … because my thesis was all about multi-attributes, 
moral values, blah, blah, blah, so the first part is always ‘does advertising 
work?’ Deep down, especially after doing all those copy tests, I’m not so 
convinced advertising really works’. 

‘I think the micro which to me is pretty convincing is that contrary to there’s 
always a famous case of when they cut the budget in half; who was this, it 
was P&G or somebody, when they cut the budget in half in some state’. 

When probing further the researcher captured the resulting statement; 

‘Why does it work? I don’t know – the time, the execution, I’ve no idea, but 
they killed it, so it’s very difficult to go from this micro level - what moves 
people to macro level – how we shift attitudes massively to further ideas, 
whatever’. 

A feeling of frustration with the creative process? 

When asked if the research question was apt; 

‘Yeah, it’s interesting; it’s a cool topic, it’s a very good question because 
nobody really asks this question’. 
‘So, going back to the very start of this conversation, as we do, a lot of stuff 
is not the result of consumer behaviour. We’re influencing people to move 
corporations and things or doctors to tell patients to do other things. That’s 
very different from saying I can convince a guy to do something’. 
 

‘And then you realise that nobody really cares about why they’ve changed 
their minds. It’s the behaviour thing – it’s the result that counts. If you can 
get people to buy my brand of green peas, I don’t care why’ 
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The understanding of consumer / receiver behaviour in this case is developed by the 

individual characteristics of the CEO and the conceptual approach is very defined.  

	  

	  
 

Figure 4.8: The multi-dimensional positioning ‘footprint’ for Case 7 mapped against the 
five categories and advertiser / sender dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A strong (S) understanding of the client (consumer	  /	  receiver). 
A strong (S) attitude towards the client 
Dominance / power issues defined. 

MC2 A strong (S) understanding regards to the understanding of costs. 

MC3 A strong (S) understanding understanding of research. 
Research goals are clearly identified. 

MC4 A strong (S) understanding of creative issues. 
Creative issues were not discussed at length. 
Flak was clearly defined. 

MC5 A strong (S) understanding of competitors but with little insight. 
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominate to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
Advertising in general was a predominant concern in relation to 
general research issues this corresponds well to the subject’s 
background as a planner. 
 

 
Table 4.7: Case 7. Key findings/insights 
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4.10 Detail analysis of RM (Case 8)  
	  

4.10.1 Case history: RM. Student. 
 

	  
RM is a 1st year undergraduate on the BA (Hons) Advertising Design programme at the 

University of Wales, Newport. 

4.10.2 Research history 
	  
An initial meeting took place in the Faculty of Arts and Business, University of Wales, 

Newport on 12th October 2011 at 12:32; a recorded interview was undertaken and lasted 

approximately 30 minutes. The interview took place in an interview room, conversation 

was flowing and there were no interruptions during the interview. 

4.10.3 The consumer / receiver categories and dimensions in context 
 

	  
i) MB1: Motivation - Underlying motivation 
Motivational indicators were strong (S) and overt during the conversation. The 

conversation was brief and to the point. 

ii) MB2: Suppression – Tell me about yourself? 

Little to no suppression of information to the researcher was detected. 

iii) MB3: Influence – Underlying influence 
The consumer / receiver was heavily influenced by WOM (word of mouth) suggestion 

and reacted directly to instruction. 

4.10.4 Summary of analysis for RM 
	  
The analysis of the language use in context would suggest that RM is a direct and 

focused purchaser with little or no desire to explore the subtexts of advertising further. 

There was little to no evidence of any resistance to advertising in general. The brief 

nature of the dialogue was not expected by the researcher and this outcome seems to 
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support the position that the consumer / receiver is so indoctrinated by the distribution 

of propaganda and advertising communications that no results show any issue with it. 

	  

	  
 

Figure 4.9: The multi-dimensional positioning ‘footprint’ for Case 8 mapped against the 
three categories and consumer / receiver dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis. 
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Categorisation       
Dimension 

Findings/insights 
 
 

MB1 A strong (S) underlying motivation to buy was perceived. 
The consumer / receiver was willing to disclose to the researcher. 
Consciousness of campaigns appeared minimal. 

MB2 A weak (W) to medium (M) effect of suppression within the 
consumer / receiver. 
The consumer / receiver did not seem unwilling to divulge to the 
researcher although issues around body shape were an underlying 
motivator to buy. 
 

MB3 A strong (S) influence on the consumer / receiver was noted. 
 
The general brevity of response of the consumer / receiver in 
relation to the advertiser / sender thus far interviewed surprised the 
researcher. It seems that in this instance the consumer / receiver has 
little awareness of the process of advertising exerted on him, or any 
of the issues that may surround this.  
 
This is perhaps a singular event, however As an insight this moved 
the researchers thinking forward to begin to formulate a position 
where the manufacturing consent / motivational behaviour 
theoretical positions are dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
This thinking was taken to the next interview for further 
exploration. 
 

 
Table 4.8: Case 8. Key findings/insights 
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4.11 Detail analysis of AM (Case 9)  
	  

4.11.1 Case history: AM. Student. 
 

	  
AM is a 1st year undergraduate on the BA (Hons) Advertising Design programme at the 

University of Wales, Newport. 

4.11.2 Research history 
	  
An initial meeting took place in the Faculty of Arts and Business, University of Wales, 

Newport on 19th October 2011 at 14:10; a recorded interview was undertaken and lasted 

approximately 30 minutes. The interview took place in an interview room, conversation 

was flowing and there were no interruptions during the interview. 

4.11.3 The consumer / receiver categories and dimensions in context 
	  
	  
i) MB1: Motivation - Underlying motivation 
Motivational indicators were strong (S) during the conversation. Much of the dialogue 

was interesting in terms of the character and personality of the interviewee. AM is a 

person that uses humour in all dialogue and is consciously aware of this. The underlying 

motivation to buy and a willing to disclose is a mixed response. Positive notes were 

highlighted in the ideas in regards to social consumer experiences and the network of 

purchasers that surround Internet shopping as opposed to the more confrontational 

aspects of the value exchange process in face-to-face shopping. Advertising is 

considered as showing ‘people at their best’. 
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ii) MB2: Suppression – Tell me about yourself? 

Much of the subtext and hermeneutic inference (HI) of the conversation was laced with 

references to issues that appear to dominate AM’s purchasing life. Weight issues, 

although discussed freely, were a predominant theme in the conversation and a central 

issue in regards to the ideas of purchasing. AM appears to be a conflicted shopper, some 

retail experiences as both a consumer / receiver and shop assistant at Marks & Spencer 

reflect some of the poorer attitudes consumer / receivers have to shopping. It could be 

suggested that the consumer / receiver has been drawn to the Internet and its social 

networking aspects, as it is a less conflicted experience. This emerging approach to the 

consumer / receiver experience can perhaps be related to the general approach to 

purchasing that is occurring with all consumer / receivers and is an aspect of the data 

that will be pursued through the research process. 

 

iii) MB3: Influence – Underlying influence 
The consumer / receiver in this instance seems to be unaware of any underlying 

influences and seems to accept advertising and purchasing as natural and socially 

acceptable elements of life, as noted in the coding of the conversation and in follow up 

conversations over a period of 3 years it was a consistent position. Again this emerging 

approach to the consumer / receiver experience can perhaps be related to the general 

approach to purchasing that is occurring with all consumer / receivers and is an aspect 

of the data, in relation to total conditioning and acceptance, which will be pursued 

through the research process. 

 

4.11.4 Summary of analysis for AM 
	  
The analysis of the language use in context would suggest that AM is aware of some of 

the processes affecting her behaviour in relation to her purchase decisions. 



	   	  

 

228 

There was little to no evidence of any resistance to advertising in general. The dialogue 

is ‘open’ in relation to the subject and the conversational informal discussion probes are 

clear and concise. The research is again surprised that the subject self-referential 

conversation seems to support the position that the consumer / receiver is so 

indoctrinated by the distribution of propaganda and advertising communications that no 

results show any issue with it. The students’ development and participation in the 

longitudinal study continued for three years, concluding with an exit conversation. The 

student was also included in data collection during their second year as part of an 

embedded experience. It is also important to note that students interviewed the 

researcher as part of the research process to retain the position of ‘inquiry from the 

inside’ as outlined in Chapter 3. The research process was opened up to debate and 

study by 2 consecutive years of students and Level 5 (second years) in order to 

interrogate the research during the key iterations outlined (Chapter 3). This approach 

was undertaken in order to retain the philosophical and practical underpinnings of the 

research design strategy and to demonstrate and support the rigour and robustness of the 

research design. 
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Figure 4.10: The multi-dimensional positioning ‘footprint’ for Case 9 mapped against 
the three categories and consumer / receiver dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

MB1 A strong (S) underlying motivation to buy was perceived. 
The consumer / receiver was willing to disclose to the researcher. 
Consciousness of campaigns appeared minimal. 

MB2 A medium (M) effect of suppression within the consumer / receiver. 
The consumer / receiver discussed issues with researcher. Issues 
around body shape were an underlying motivator to buy and this 
should be noted in relation to the previous conversation and is a 
dimension of the dialogue that will be monitored in future dialogues 
with other subjects. 

MB3 A strong (S) influence on the consumer / receiver was noted. 
 
The general brevity of response of the consumer / receiver in 
relation to the advertiser / sender thus far interviewed surprised the 
researcher. It seems that in this instance the consumer / receiver has 
an awareness of the process of advertising exerted on her. It appears 
a positive in her life.  
 
This is perhaps a singular event, however.  As an insight this moved 
the researcher’s thinking forward to begin to formulate a position 
where the manufacturing consent / motivational behaviour 
theoretical positions are dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
It is also interesting to note that of two interviewees, both have 
commented on body shape as a matter of concern. This may be due 
to a number of other factors and will be noted for future possible 
resonance in conversations. 
 
This thinking was taken to the next interview for further 
exploration. 

 
Table 4.9: Case 9. Key findings/insights 
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4.12 Detail analysis of LH (Case 10)  
	  

4.12.1 Case history: LH. Student. 
 

AM is a 1st year undergraduate on the BA (Hons) Advertising Design programme at the 

University of Wales, Newport. 

4.12.2 Research history 
	  
An initial meeting took place in the Faculty of Arts and Business, University of Wales, 

Newport on 24th October 2011 at 13:37; a recorded interview was undertaken and lasted 

approximately 30 minutes. The interview took place in an interview room, conversation 

was flowing and there were no interruptions during the interview.  

 

4.12.3 The consumer / receiver categories and dimensions in context 
	  
	  
i) MB1: Motivation - Underlying motivation 
Motivational indicators were broad across the spectrum during the conversation.  

The interviewee was ‘closed’ during the interview and the researcher felt that much of 

the dialogue was reflective of the questioning to some extent. LH is a person that 

appears to mirror the conversation in all dialogue and is unconscious of this. The 

underlying motivation to buy and the willingness to disclose is mixed.  

Much of the conversation was concerned with the issues of aspirational products such  

as ‘Audi’ and ‘Apple’ where modern associations and the idea of objects being ‘sleek’ 

are important. 
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ii) MB2: Suppression – Tell me about yourself? 

Much of the subtext and hermeneutic inference (HI) of the conversation was laced with 

references to issues that appear in LHs purchasing life. Ideas of ‘self’, although 

discussed freely, were a predominant theme in the conversation and a central issue in 

regards to the ideas of purchasing. LH appears to be an aspirational shopper with a 

desire to purchase ‘modern’ items. ‘Sexualisation’ occurs as a theme that suggests a 

further sub-text and further discussion. Words such as ‘weird’, ‘respect’ and the phrase 

‘not wearing enough’ suggest a certain view towards the depiction of the body with a 

rapid turn in the conversation away from this to the discussion of sports. A follow-up 

conversation would help clarify this train of thought. 

This emerging approach to the consumer / receiver experience in relation to body image 

can perhaps be related to the general approach to purchasing that is occurring with all 

consumer / receivers and is an aspect of the data that will be pursued through the 

research process. 

 

iii) MB3: Influence – Underlying influence 
The consumer / receiver in this instance seems to be aware of any underlying influences 

and seems to accept advertising and purchasing as natural and socially acceptable 

elements of life. Again this emerging approach to the consumer / receiver experience 

can perhaps be related to the general approach to purchasing that is occurring with all 

consumer / receivers and is an aspect of the data, in relation to total conditioning and 

acceptance that will be pursued through the research process. There is no resistance to 

the idea of advertising. 
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4.12.4 Summary of analysis for LH 
	  
The analysis of the language use in context would suggest that LH is aware of some of 

the processes affecting her behaviour in relation to her purchase decisions. 

There was little to no evidence of any resistance to advertising in general. The dialogue 

is ‘open’ in relation to the subject and the conversational informal discussion probes are 

clear and concise. The researcher is again surprised that the subject self-referential 

conversation seems to support the position that the consumer / receiver is so 

indoctrinated by the distribution of propaganda and advertising communications that no 

results show any issue with it. The students’ development and participation in the 

longitudinal study continued for three years, concluding with an exit. The student was 

also included in data collection during their second year as part of an embedded 

experience. It is also important to note that students interviewed the researcher as part of 

the research process to retain the position of ‘inquiry from the inside’ as outlined in 

Chapter 3. The research process was opened up to debate and study by 2 consecutive 

years of students and Level 5 (second years) in order to interrogate the research during 

the key iterations outlined (Chapter 3). This approach was undertaken in order to retain 

the philosophical and practical underpinnings of the research design strategy and to 

demonstrate and support the rigour and robustness of the research design. 
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Figure 4.11: The multi-dimensional positioning ‘footprint’ for Case 10 mapped against 
the three categories and consumer / receiver dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  



	   	  

 

235 

	  
	  
	  
	  
	  
Categorisation       
Dimension 

Findings/insights 
 
 

MB1 A broad underlying motivation to buy was perceived that does not 
allow for simple categorisation. 
The consumer / receiver was willing to disclose to the researcher. 
Consciousness of campaigns appeared strong (S). 

MB2 A medium (M) effect of suppression within the consumer / receiver. 
The consumer / receiver discussed issues with researcher. Issues 
around the representation of the body were an underlying issue and 
this should be noted in relation to the previous conversation and is a 
dimension of the dialogue that will be monitored in future dialogues 
with other subjects. This appears to be a recurring theme. 

MB3 A medium (M) influence on the consumer / receiver was noted. 
 
External influence appears to stem from family ties and upbringing. 
The father is mentioned as an influence and it is possible that there 
is a dominant male influence or masculine awareness that is 
preferred. 
 
This is perhaps a singular event, however LH’s insight has moved 
the researcher’s thinking forward to begin to formulate a position 
where the manufacturing consent / motivational behaviour 
theoretical positions are dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
It is also interesting to note that of three interviewees, all have 
commented on the body or its representation as a matter of concern. 
This may be due to a number of other factors and will be noted for 
future possible resonance in conversations. 
 
This thinking was taken to the next interview for further 
exploration. 

 
Table 4.10: Case 10. Key findings/insights 
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4.13 Detail analysis of AS7 (Case 11)  
	  

4.13.1 Case history: AS7 – JP 
 

 

AS7 is a digital engagement agency reaching over 10 million people in the  

last 17 years. 

AS7 offices are in London EC2A, United Kingdom, in what is now considered a very 

fashionable area that is noted for its focus on design and media. JP obtained a degree  

in Advertising Design at the University of Wales and then worked at a similar creative 

agency as part of a creative team before moving to AS7 to pursue a solo graphic  

design career. 

 

4.13.2 Research history 
	  
An initial meeting took place at a restaurant near to the offices of AS7 on 26th October 

2011 at 13:48; a recorded interview was undertaken and lasted approximately one  

hour. Arrangements were made for follow-up observational work and this has  

occurred at several events via the Internet, socially and at various other formal and 

informal occasions.  

 

4.13.3 The advertiser / sender categories and dimensions in context 

 
i) MC1: Ownership (Who is the client?) 

JP in conversation demonstrated a weak (W) underlying understanding of the issues 

surrounding ownership and the domination of the concentration of ownership.  
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ii) MC2: Income source (What is the cost of the campaign?) 

JP showed a medium (M) to weak (W) understanding of the ideas around the income 

source in regards to the cost of the campaign. It is interesting to note that career choices 

have moved the interviewee further away from this area of responsibility. 

 
iii) MC3: Experts (What research has been carried out?) 

Indoctrination as part of the hermeneutic inference (HI) of the conversation ran as a 

strong (S) strand in the subtext of the meeting. This was the most defined area of the 

conversation and appeared to be a predominant concern of the interviewee.  

The responses required of consumer / receivers from the experts were made explicit at 

all times. 

 

iv) MC4: Flak (Have their been any creative issues with the client?) 
When examining the conversation for Flak (MC4) it was interesting to note that the 

concerns of the interviewer were not reflected in the conversational analysis. An 

example of a client (Morrisons) understanding the limitations of a campaign was noted, 

however the emphasis on failure was interestingly due to the ‘bad idea’ and not any of 

the other factors that the researcher would consider (such as issues with MC1, MC2, 

MC3 and manufacturing consent areas). 

 

v)	  MC5:	  Anti-‐us	  (Who	  are	  the	  key	  competitors?)	  
 
Anti-us ideas are not drawn out within this dialogue. In terms of the sub-text of 

meaning, no indicators where identifiable when mapping the conversation through the 

use of the multi-dimensional map and coded script (Figure 4.12). 
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4.13.4 Summary of analysis for AS7 (JP) 
	  
JP’s direct approach to the research question demonstrated a low depth of knowledge in 

relation to the key issues being discussed. When debating the logic of the research, he 

was quick to point out that he had now become a ‘graphic designer’ and no longer 

considered himself a ‘creative’, or someone associated with the larger and more 

complex issues of the advertising process. 

The conversation was flowing and did not demonstrate any reserve on the behalf of  

the interviewee. 

Fear as an indicator of behaviour was not evident, but the overt control of the  

consumer / receiver was demonstrated in the approach of Morrisons and the in-store 

work carried out to imbue the store with paraphernalia that adheres to the idea of a 

‘shopping village’. 
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Figure 4.12: The multi-dimensional positioning ‘footprint’ for Case 11 mapped against 
the five categories and advertiser / sender dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A weak (W) understanding of the client (consumer	  /	  receiver). 
A weak (W) attitude towards the client 
Dominance / Power issues not defined. 

MC2 A weak (W) understanding regards to the understanding of costs. 

MC3 A strong (S) understanding of research. 
Research goals are clearly identified. 

MC4 A strong (S) to medium (M) understanding of creative issues. 
Creative issues were not discussed at length. 
Flak was not clearly defined. 

MC5 A blank understanding of competitors with no insight. 
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominant to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
 

 
Table 4.11: Case 11. Key findings/insights 
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4.14 Detail analysis of AS9 (Case 12)  
 

	  

4.14.1 Case history: AS9 – TL 
 

AS9 is the integrated creative agency founded by TL and a colleague, specialising in 

advertising, branding, design and content for fashion and luxury brands. 

Bringing together over 20 years of fashion art direction, design and brand marketing 

expertise, AS9 promotes itself as a company that combines strategy with artistic 

intelligence to deliver creative campaigns that enhance its clients’ businesses. 

	  
AS9’s offices are in London, W1. In a well-known ‘cut-through’ in Soho, London –  

a pedestrian alley that is full of doors leading off to company offices. AS9 share an 

office with a fashion public relations agency and a sense of a symbiotic relationship was 

felt. TL is the creative partner in the company. Previous to this, he was part of the 

original creative team at the Ministry of Sound, working the brand up from conception 

in the 1990s. 

 

4.14.2 Research history 
	  
An initial meeting took place at a restaurant near to the offices of AS9 before moving 

on to the private members club ‘Soho House’ on 26th October 2011 at 18:18; a recorded 

interview was undertaken and lasted approximately one hour. Arrangements were made 

for follow-up observational work and this has occurred at several events via the 

Internet, socially and at various other formal and informal occasions.  
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4.14.3 The advertiser / sender categories and dimensions in context 
	  
	  
i) MC1: Ownership (Who is the client?) 

TL expressed a weak (W) to medium (M) understanding of the ideas around ownership. 

Client ownership issues were not a part of the overall discussion.  

 

ii) MC2: Income source (What is the cost of the campaign?) 
TL focused much of the conversation around the ideas around income source with much 

of the dialogue concentrated on obtaining value for money for the client.  

 

iii) MC3: Experts (What research has been carried out?) 

Indoctrination as part of the hermeneutic inference (HI) of the conversation was ill- 

defined and expert knowledge did not appear to be a factor in the motivations of AS9. 

 

iv) MC4: Flak (Have their been any creative issues with the client?) 
Ideas of flak or creative issues were not defined clearly in the conversation and 

therefore are registered as weak (W) factors in the hermeneutic inference (HI) of  

the data. 

 

v) MC5: Anti-us (Who are the key competitors?) 
Anti-us ideas are not drawn out within this dialogue. In terms of the sub-text of 

meaning, no indicators where identifiable when mapping the conversation through the 

use of the multi-dimensional map and coded script (Figure 13). 
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4.14.4 Summary of analysis for AS9 (TL) 
	  
TL’s direct approach to the research question demonstrated a low depth of knowledge in 

relation to the key issues being discussed. TL seemed to wish to be at a remove from the 

complex issues of the advertising process. This is of interest to the researcher when the 

company positions itself as having ‘20 years of fashion art direction, design and brand 

marketing expertise, AS9 promotes itself as a company that combines strategy with 

artistic intelligence to deliver creative campaigns that enhance its clients’ businesses’. 

The conversation was flowing and did not demonstrate any reserve on the behalf of  

the interviewee. 

	  

	  
 

Figure 4.13: The multi-dimensional positioning ‘footprint’ for Case 12 mapped against 
the five categories and advertiser / sender dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis. 
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A weak (W) to medium (M) understanding of the client (consumer	  
/	  receiver). 
A weak (W) attitude towards the client 
Dominance / power issues not defined. 

MC2 A medium (M) understanding regards to the understanding of costs. 

MC3 A weak (W) to medium (M) understanding of research. 
Research goals are not clearly identified. 

MC4 A weak (W) to medium (M) understanding of creative issues. 
Creative issues were not discussed at length. 
Flak was not clearly defined. 

MC5 A blank understanding of competitors with no insight. 
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominate to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 

 
Table 4.12: Case 12. Key findings/insights 
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4.15 Detail analysis of CN (Case 13)  
	  

4.15.1 Case history: CN. Student. 
	  
CN is a 1st year Undergraduate on the BA (Hons) Advertising Design programme at the 

University of Wales, Newport. 

Age: 39. Home: Newport, South Wales 

4.15.2 Research history 
	  
An initial meeting took place in the Faculty of Arts and Business, University of Wales, 

Newport on 4th November 2011 at 15:38; a recorded interview was undertaken and 

lasted approximately 30 minutes. The interview took place in an interview room, 

conversation was flowing and there were no interruptions during the interview.  

4.15.3 The consumer / receiver categories and dimensions in context 
 

i) MB1: Motivation - Underlying motivation 

Motivational indicators were strong (S) during the conversation. Much of the dialogue 

was interesting in terms of the character and personality of the interviewee. The 

underlying motivation to buy and the interviewee is willing to disclose is strong.  

 

ii) MB2: Suppression – Tell me about yourself? 
Much of the subtext and hermeneutic inference (HI) of the conversation were laced  

with references to issues that appear to dominate CN’s purchasing life. Cost issues  

were paramount and conflicting statements in the conversation detected some  

internal dialogue.  

This emerging approach to the consumer / receiver experience can perhaps be related to 

the general approach to purchasing that is occurring with all consumer / receivers and is 

an aspect of the data that will be pursued through the research process. 
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iii) MB3: Influence – Underlying influence 

The consumer / receiver in this instance seems to be unaware of any underlying 

influences and seems to accept advertising and purchasing as natural and socially 

acceptable elements of life. Again this emerging approach to the consumer / receiver 

experience can perhaps be related to the general approach to purchasing that is 

occurring with all consumer / receivers and is an aspect of the data, in relation to total 

conditioning and acceptance that is being pursued through the research process. 

 

4.15.4 Summary of analysis for CN 
	  
The analysis of the language use in context would suggest that CN is not aware of the 

processes affecting her behaviour in relation to her purchase decisions. 

There was little to no evidence of any resistance to advertising in general. The dialogue 

is ‘open’ in relation to the subject and the conversational informal discussion probes are 

clear and concise. The researcher is again surprised that the subject self-referential 

conversation seems to support the position that the consumer / receiver is so 

indoctrinated by the distribution of propaganda and advertising communications that no 

results show any issue with it. It appears to be a positive in their life. 
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Figure 4.14: The multi-dimensional positioning ‘footprint’ for Case 13 mapped against 
the three categories and consumer / receiver dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

MB1 A strong (S) underlying motivation to buy was perceived. 
The consumer / receiver was willing to disclose to the researcher. 
Consciousness of campaigns appeared minimal. 

MB2 A strong (S) to weak (W) effect of suppression within the consumer 
/ receiver. 
The consumer / receiver discussed issues with researcher. Issues 
around costs and the idea of the self were an underlying motivator 
to buy and this should be noted in relation to the previous 
conversation and is a dimension of the dialogue that will be 
monitored in future dialogues with other subjects. 

MB3 A strong (S) influence on the consumer / receiver was noted. 
 
The general brevity of response of the consumer / receiver in 
relation to the advertiser / sender thus far interviewed surprised the 
researcher. It seems that in this instance the consumer / receiver has 
an awareness of the process of advertising exerted on her. It appears 
a positive in her life.  
 
This is perhaps a singular event; however as an insight this moved 
the researcher’s thinking forward to begin to formulate a position 
where the manufacturing consent / motivational behaviour 
theoretical positions are dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
It is also interesting to note that of three interviewees, all have 
commented on the projection of self-image as a matter of concern. 
This may be due to a number of other factors and will be noted for 
future possible resonance in conversations. 
 
This thinking was taken to the next interview for further 
exploration. 

 
Table 4.13: Case 13. Key findings/insights 
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4.16 Detail analysis of HB (Case 14)  
	  

4.16.1 Case history: HB. Student. 
	  
HB is a 1st year Undergraduate on the BA (Hons) Advertising Design programme at the 

University of Wales, Newport. 

Age: 19. Home: Pontypool, South Wales 

4.16.2 Research history 
	  
An initial meeting took place in the Faculty of Arts and Business, University of Wales, 

Newport on 5th November 2011 at 15:52; a recorded interview was undertaken and 

lasted approximately 30 minutes. The interview took place in an interview room, 

conversation was flowing and there were no interruptions during the interview.  

	  

4.16.3 The consumer / receiver categories and dimensions in context 
	  
	  
i) MB1: Motivation – Underlying motivation 

Motivational indicators were strong (S) during the conversation but occurrences were 

few. Much of the dialogue was interesting in terms of the character and personality of 

the interviewee. The underlying motivation to buy and the interviewee is willing to 

disclose is strong.  

 

ii) MB2: Suppression – Tell me about yourself 
Much of the subtext and hermeneutic inference (HI) of the conversation was laced with 

references to issues that appear to dominate HB’s purchasing life. Self-image was of 

importance and ideas around expression were of concern to the interviewee. 

This emerging approach to the consumer / receiver experience can perhaps be related to 

the general approach to purchasing that is occurring with all consumer / receivers and is 

an aspect of the data that will be pursued through the research process. 
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iii) MB3: Influence – Underlying influence 

The consumer / receiver in this instance seems to be unaware of any underlying 

influences and seems to accept advertising and purchasing as natural and socially 

acceptable elements of life.  

Particularly in relation to Apple products, words such as ‘desirable’, ‘sleek’ and ‘cool’ 

are recurring ways for females to describe the brand. The idea that you can have an 

‘Apple’ as a computer in any form that it is produced whereas other machines are 

‘laptops’ is another emerging theme that comes as a surprise to the author. 

Again this emerging approach to the consumer / receiver experience can perhaps be 

related to the general approach to purchasing that is occurring with all consumer / 

receivers and is an aspect of the data, in relation to total conditioning and acceptance 

that is being pursued through the research process. 

 

4.16.4 Summary of analysis for HB 
	  
The analysis of the language use in context would suggest that HB is not aware of the 

processes affecting her behaviour in relation to her purchase decisions. 

There was little to no evidence of any resistance to advertising in general. The dialogue 

is ‘open’ in relation to the subject and the conversational informal discussion probes are 

clear and concise. The researcher is again surprised that the subject self-referential 

conversation seems to support the position that the consumer / receiver is so 

indoctrinated by the distribution of propaganda and advertising communications that no 

results show any issue with it.  
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Figure 4.15: The multi-dimensional positioning ‘footprint’ for Case 14 mapped against 
the three categories and consumer / receiver dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

MB1 A strong (S) underlying motivation to buy was perceived. 
The consumer / receiver was willing to disclose to the researcher. 
Although strong (S) it was be noted that the occurrences of this 
factor were minimal throughout the dialogue. 

MB2 A predominantly medium (M) suppression within the consumer / 
receiver. 
The consumer / receiver discussed issues with researcher. Issues 
around costs and the idea of the self were an underlying motivator 
to buy and this should be noted in relation to the previous 
conversation and is a dimension of the dialogue that will be 
monitored in future dialogues with other subjects. 

MB3 A strong (S) influence on the consumer / receiver was noted. 
 
The general brevity of response of the consumer / receiver in 
relation to the advertiser / sender thus far interviewed surprised the 
researcher. It seems that in this instance the consumer / receiver has 
an awareness of the process of advertising exerted on her. It appears 
a positive in her life.  
 
This is perhaps a singular event; however, as an insight this moved 
the researcher’s thinking forward to begin to formulate a position 
where the manufacturing consent / motivational behaviour 
theoretical positions are dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
It is also interesting to note that of the interviewees in the consumer 
/ receiver group, all have commented on the projection of self-
image as a matter of concern. This may be due to a number of other 
factors and will be noted for future possible resonance in 
conversations. 
 
This thinking was taken to the next interview for further 
exploration. 

 
Table 4.14: Case 14. Key findings/insights 
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4.17 Detail analysis of PV (Case 15)  
	  

4.17.1 Case history: PV. Student. 
	  
PV is a 1st year Undergraduate on the BA (Hons) Advertising Design programme at the 

University of Wales, Newport. 

Age: 21. Home: Caerleon, South Wales 

 

4.17.2 Research history 
	  
An initial meeting took place in the Faculty of Arts and Business, University of Wales, 

Newport on 28th November 2011 at 12:14; a recorded interview was undertaken and 

lasted approximately 10 minutes. The interview took place in an interview room, 

conversation was flowing and there were no interruptions during the interview.  

4.17.3 The consumer / receiver categories and dimensions in context 
	  
	  
i) MB1: Motivation – Underlying motivation 
Motivational indicators were strong (S) during the conversation but occurrences were 

few. Much of the dialogue was interesting in terms of the character and personality of 

the interviewee. The underlying motivation was to buy, and the interviewee was willing 

to underlying motivation to disclose is strong but within a narrow focus. 

 

ii) MB2: Suppression – Tell me about yourself? 

Much of the subtext and hermeneutic inference (HI) of the conversation was laced with 

references to issues that appear to dominate PVs purchasing life. Self-image was of 

importance and ideas around expression were of concern to the interviewee.  Ideas 

around the ‘soul’, ‘trust’, brands being ‘flawless’ and ‘perfection’ seemed predominant. 

This perhaps reflects an idealized notion of the self and the aspirational values instilled 

in the consumer / receiver. 
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This emerging approach to the consumer / receiver experience can perhaps be related to 

the general approach to purchasing that is occurring with all consumer / receivers and is 

an aspect of the data that will be pursued through the research process. 

 

iii) MB3: Influence – Underlying influence 

The consumer / receiver in this instance seems to be aware of the underlying influences 

and seems to accept advertising and purchasing as natural and socially acceptable 

elements of life. Again, the products of choice for the third time relate to Apple, words 

such as ‘desirable’, ‘sleek’ and ‘cool’ are recurring ways for all participants to describe 

the brand. The idea that you can have an ‘Apple’ as a computer in any form and is more 

functional than any other competitor is interesting to note. 

Again this emerging approach to the consumer / receiver experience can perhaps be 

related to the general approach to purchasing that is occurring with all consumer / 

receivers and is an aspect of the data, in relation to total conditioning and acceptance 

that is being pursued through the research process. 

 

4.17.4 Summary of analysis for PV 
	  
The analysis of the language use in context would suggest that PV is not aware of the 

processes affecting her behaviour in relation to her purchase decisions. 

There was little to no evidence of any resistance to advertising in general. The dialogue 

is ‘open’ in relation to the subject and the conversational informal discussion probes are 

clear and concise. The researcher is again surprised that the subject self-referential 

conversation seems to support the position that the consumer / receiver is so 

indoctrinated by the distribution of propaganda and advertising communications that no 

results show any issue with it. It appears to be a positive in their life. 
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Figure 4.16: The multi-dimensional positioning ‘footprint’ for Case 15 mapped against 
the three categories and consumer / receiver dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

MB1 A strong (S) underlying motivation to buy was perceived. 
The consumer / receiver was willing to disclose to the researcher. 
Although strong (S) it was be noted that the occurrences of this 
factor were minimal throughout the dialogue. 

MB2 A predominantly medium (M) suppression within the consumer / 
receiver. 
The consumer / receiver discussed issues with researcher. Issues 
around the idea of the self were an underlying motivator to buy and 
this should be noted in relation to the previous conversation and is a 
dimension of the dialogue that will be monitored in future dialogues 
with other subjects. 

MB3 A strong (S) influence on the consumer / receiver was noted. 
 
The general brevity of response of the consumer / receiver in 
relation to the advertiser / sender thus far interviewed surprised the 
researcher. It seems that in this instance the consumer / receiver has 
an awareness of the process of advertising exerted on him. WOM 
(word of mouth) was not considered a form of advertising by the 
consumer / receiver in this instance. 
 
This is perhaps a singular event; however, as an insight this moved 
the researcher’s thinking forward to begin to formulate a position 
where the manufacturing consent / motivational behaviour 
theoretical positions are dominant to the extent that it is all 
encompassing to advertiser / sender and consumer / receiver alike. 
It is also interesting to note that of interviewees in the consumer / 
receiver group, all have commented on the projection of self-image 
as a matter of concern. This may be due to a number of other factors 
and will be noted for future possible resonance in conversations. 
 
It appears that saturation is occurring and that the answers provided 
by consumer / receivers (See Chapter 3, Section 3.2.1) were 
reaching a saturation point. At this stage of the research a second 
level of analysis was proposed that was undertaken by students on 
the undergraduate Advertising Design Programme at the University 
of Wales, Newport in order to allow the researcher a broader 
spectrum of data collected within the confines of the time allocated. 
This approach was adopted to monitor the analysis process and to 
have a larger volume of secondary data to reflect upon. This data 
gives the research a unique tool to validate the process and gain 
insight into secondary data at this stage (see Chapter 3). 
 

 
Table 4.15: Case 15. Key findings/insights 
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4.18 Detail analysis of AS10 (Case 16)  
	  

4.18.1 Case history: AS10 – RG 
 
 

AS10 is a communications company. It has branded itself with the following statement 

made available from their website: 

‘We cannot simply call ourselves a marketing, a branding, or a digital agency. At AS10 

we work together combining these disciplines to forge the most effective 

communications for you. Our marketing strategists generate ideas with our digital 

experts; our talented designers work alongside our branding specialists. It's about great 

people working in a team to produce the best for your brand. 

We are also connected by our concern for the environment. AS10 has pioneered an 

agency arm dedicated to sustainability. The aim is simple. To create powerful and 

persuasive communications which help secure the future for our children.’ (AS10 

website, 2012).  

AS10 offices are in an affluent town that is approximately 33 miles (45 minutes) from 

Central London. The area is noted for its high standard of living and is often associated 

with the idea of the ‘stockbroker belt’, a series of wealthy residential areas around 

London. The Creative Director, RG, studied design at UWIC in Wales; he then started 

his own creative agency with support from the Prince’s Youth Business Trust. After just 

one year, RG he sold his business to MWD, a leading Welsh agency. He remained as 

creative director until 1997, when he started another agency. The Brand Consultancy 

was born and grew to a team of 26, which RG owned until 2005. RG worked as a 

creative director in London before becoming a managing partner in a branding agency, 

he joined AS10 in February 2010. 
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4.18.2 Research history 
	  
An initial meeting took place at the offices of AS10 on 19th January 2012 at 15:44; a 

recorded interview was undertaken and lasted approximately one hour. Arrangements 

were made for follow-up observational work and this has occurred at several events via 

the Internet, socially and at various other formal and informal occasions.  

 

4.18.3 The advertiser / sender categories and dimensions in context 
	  
i) MC1: Ownership (Who is the client?) 

RG in conversation demonstrated a strong (S) underlining understanding of the issues 

surrounding ownership and the domination of the concentration of ownership, much of 

the dialogue contained sequences of data that could be positioned with their 

hermeneutic inference (HI) clearly along the multi-dimensional map (Figure 17). 

 

ii) MC2: Income source (What is the cost of the campaign?) 
Whilst the discussion around income source was not explicit in the dialogue, when 

mentioned it was focused and to the point in terms of a reference to other key factors in 

the process.  

 

iii) MC3: Experts (What research has been carried out?) 

Indoctrination as part of the hermeneutic inference (HI) of the conversation ran as a 

strong overt part of the conversation. 

The following quotes demonstrate some of the more visible HI instances that run 

through the conversation; 

‘ we’ve changed their model from being product-centric to consumer-
centric’ 
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‘…so we’ve influenced one thing that has actually had a lot more influence 
than we ever imagined that we had’ 
 

‘We can do market research and we can do all of the good insight that you 
would expect, but in fact you get so much more from ‘What does he want to 
achieve?’ ‘How does he live?’ ‘What does he like?’ ‘How does he translate 
himself?’ and all of those things about him and then convey that back 
through the brand.’ 
 
 

iv) MC4: Flak (Have their been any creative issues with the client?) 

Analysis of the content of the dialogue shows an evenly distributed (with an emphasis 

on strong (S) tendencies) understanding of flak.  

 

v) MC5: Anti-us (Who are the key competitors?) 
Anti-us ideas are not drawn out within this context as clearly as in other dialogues. 

Again, in terms of the sub-text of meaning, indicators were identifiable when mapping 

the conversation through the use of the multi-dimensional map and coded script. 

	  

4.18.4 Summary of analysis for AS10 (RG) 
	  
RG’s discursive approach to the research question demonstrated a great depth of 

knowledge in relation to the key issues being discussed.  

The conversation was flowing. The default statement for most, if not all, of the 

interviewees thus far has contained a similar statement as the following (as in Case 7 

PB), 

‘A good idea, a good strategic idea, which is most important – that’s 80% 
and then the 20% of having Grace Kelly made a difference for some 
inexplicable reason, right, so they do work, but how do you do it? Nobody 
knows that and you’re lucky when this happens’. 
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RG supported this in his own dialogue, 

RG: ‘So I try to get these guys.  So you take a web design; that notion, that 
brand proposition; in order to connect emotively, it’s as much about how 
that website behaves, how you talk about what you’re doing, the image, the 
look and feel, the way it’s structured and designed – they all work hand in 
hand – don’t think of one in isolation.  There will always be a dominant one, 
so from Dyson’s point of view it’s probably design–led on an emotive level.  
From Versace it’s probably image-led on an emotive level, from language 
it’s probably Conservative party, would be language – behaviour would 
probably be the police force, but they still rely on design, image and 
language to support them’. 
 

DP: ‘How interesting’. 
 

RG:‘But I try and get them to think, so when I’ve got a solution that they 
think is going to emotively connect…’ 

 
Fear as an indicator of behaviour is evident, 

‘X has done a lot of the insight, but we’re looking at – say for example – the 
reasons why somebody would drive rather than get the train, so it might be 
they’re out of a train route or it might be that they just don’t think of riding 
on the train or it might be in fact that there’s a certain sense of security in 
driving in your own car, because you know when you get off the plane it’s 
there in the car park.’ 
 

The understanding of consumer / receiver behaviour in this case is developed by the 

individual characteristics of the CEO and the conceptual approach is very defined.  
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Figure 4.17: The multi-dimensional positioning ‘footprint’ for Case 16 mapped against 
the five categories and advertiser / sender dimensions discussed in Section 3.6.13.1 – 

3.6.13.2, the criteria for analysis.  
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Categorisation       
Dimension 

Findings/insights 
 
 

 MC1 A strong (S) understanding of the client (consumer	  /	  receiver). 
A strong (S) attitude towards the client 
Dominance / Power issues defined. 

MC2 A strong (S) understanding regards to the understanding of costs. 

MC3 A strong (S) understanding of research. 
Research goals are clearly identified. 

MC4 A strong (S) understanding of creative issues. 
Flak was clearly defined. 

MC5 A strong (S) understanding of competitors but with little insight. 
 
This was a surprise as the researcher had assumed that the advertiser 
/ sender would be in control of the idea of ‘anti-us’ but instead 
demonstrated behaviour that could be viewed as inherently part of 
the system as opposed to outside the system in a way that would 
view the advertiser / sender as a form of deus ex machina actor. 
 
As an insight this moved the researcher’s thinking forward and is 
becoming an idea that allows for the formulation of a position 
where the manufacturing consent theoretical position is dominate to 
the extent that it is all encompassing to advertiser / sender and 
consumer / receiver alike. 
Advertising in general was a predominant concern in relation to 
general research issues this corresponds well to the subjects 
background as a planner. 
 

 
Table 4.16: Case 16. Key findings/insights 
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4.19 Summary 
	  
Chapter 4 has explored, through a case study design incorporating data generation 

methods of in-depth interview and longitudinal observation, the personal and individual 

views of the understanding of consumer / receiver behaviour as outlined (Tables 3.10, 

3.12 and 3.14, Chapter 3). This chapter has then reported back the individual constructs 

via a framework of analysis as discussed in Section 3.6 of Chapter 3. 

The outcome of this analysis has been plotted onto a multi-dimensional map for each 

community (Section 0 – 4.18). The construction of the unifying maps (Figure 4.27, 

Figure 4.28) has been created to capture and enable both groups to have a free flowing 

dialogue with the researcher without constraint (Chapter 3, Section 3.6.12). These 

separate data capture sessions have their own categories and dimensions (Chapter 3, 

Section 3.6.14) but have been carefully constructed to allow the researcher a precise and 

clear cross-case analysis (Chapter 5) by ensuring that the hermeneutic inference (HI) of 

each conversation is relevant across the two mapping processes carried out, ensuring 

parity and consistency throughout (Chapter 3, Section 3.6 – 3.6.16).  

Each conversation was transcribed and then coded with an indication of a strong, 

medium or weak hermeneutic inference (HI) against the categorisation. For example, 

MB1(S), MB2(M), MB3 (W), MB4(S), MB5(M) or MC1(W), MC2(S), MC3(M). Each 

coding was mapped onto a multi-dimensional map for the MB or MC pattern in context. 

Both categorisations were positioned across the multi-dimensional map in order to 

facilitate a cross case mapping by ensuring that the out-lying hermeneutic inference 

(HI) mapping was related across categories.  

Each individual case gives key insights in relation to the research question posed and 

demonstrates a summation of highlighted commonalities and variances found by 

‘listening to the data’ (Chapter 3, Section 3.6). 
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Whilst the individual cases provide an insight and therefore an interest to the 

development of knowledge within the study of the factors that influence persuasion 

from both an advertiser / senders and consumer / receivers position, a consolidation of 

cases considered within the research can develop further value and meaning. These 

composite outcomes can be achieved by presenting the individual	  constituents of the 

Tables 17 – 24 and the positions of all data transposed onto the two multi-dimensional 

maps for comparative contextual analysis within their own groups as derived from 

Figure 4.19 and Figure 4.20. This analysis will give two groups of data that relate to the 

key questions posed in the Chapter 2, reflecting the concepts of, 

1. A macro theoretical position as reflected in the capture, analysis and 
presentation of data from the advertiser / sender interventions (Chapter 2, 
Section 2.2.1). 
 

2. A micro theoretical position as reflected in the capture, analysis and 
presentation of data from the consumer / receiver interventions (Chapter 2, 
Section 2.2.3).  
 

 
Table 4.19 is an overview of the analysis of categorisations from both individual 

groups. The categorisations are as follows: 

Advertisers / senders 
MC1 – Ownership (Section 4.19.1.) 
MC2 – Income Source (Section 4.19.2) 
MC3 – Experts (Section 4.19.3) 
MC4 – Flak (Section 4.19.4)  
MC5 – Anti-Us (Section 4.19.5) 
Consumers / receivers 
MB1 – Underlying Motivation (Section 4.19.6) 
MB2 – Suppression (Section 4.19.7) 
MB3 – Underlying Influence (Section 4.19.8) 

Figure 4.18 
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4.19.1 The advertisers / senders MC1 – Ownership categorisation 
	  
Table 4.17 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the advertisers / senders MC1 – ownership categorisation. 

	  

	  
Table 4.17 A composite array of the individual categorisation of MC1 Ownership 

demonstrated throughout the research in relation to the 10 advertisers / senders 
considered part of the research. 

	  
	  
Commonalities	  	  
	  
A generic position can be seen to emerge where the array of composite positions 

indicate that the responses from within the dialogue were mixed and no clear 

differentiation or focused position can be ascribed to the data. Ideas of (MC1) 

ownership and the hermeneutic inference (HI) (A dominance / power) was not clearly 

defined overall. 

	  
	  
Variances 
	  
There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of the idea of (MC1) ownership. 

	  
	  

Dimension	  	  
	  
	  
Catagorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Herman	  /	  Chomsky	  
conceptual	  position	  

Redefinition	  

	  MC1	   Lack	  of	  
direction	  on	  /	  
from	  client	  

Understanding	  
of	  who	  client	  is	  

Defined	  
Client	  

A 

Dominance	  /	  
Power	  

The	  size,	  
concentrated	  
ownership,	  owner	  
wealth	  and	  profit	  
orientation	  of	  the	  
dominant	  mass	  
media	  firms.	  

Ownership	  

	  
Cases:	  
1,2,5,11,12,	  

Cases:	  1,5,6,12	   Cases:	  
3,4,6,7,16	   	   	   	  
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Figure 4.19: The multi-dimensional positioning ‘footprint’ for advertiser / senders 

mapped against the MC1 category discussed as a visual representation of commonalties 
and variances as discussed in Section 4.19.1. 

	  
	  

4.19.2 The advertisers / senders MC2 – Income source categorisation 
	  
Table 4.18 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the advertisers / senders MC2 – income source categorisation. 

	  
Table 4.18 A composite array of the individual categorisation of MC2 Income Source 

demonstrated throughout the research in relation to the 10 advertisers / senders 
considered part of the research. 

Dimension	  	  
	  
	  
Catagorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Herman	  /	  Chomsky	  
conceptual	  position	  

Redefinition	  

MC2	   Lack	  of	  
defined	  cost	  
of	  campaign	  

Understand
ing	  of	  cost	  
of	  campaign	  

Defined	  
cost	  of	  

campaign	  

B 

Propaganda	  
/	  Influence	  

Advertising	  as	  
the	  primary	  
income	  source	  of	  
the	  mass	  media	  

Income	  
Source	  

	  
Cases:	  1,2,3,11	   Cases:	  5,6,12,	   Cases:	  4,7,16	  
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Commonalities	  	  
	  
A generic position can be seen to emerge where the array of composite positions 

indicate that the responses from within the dialogue were mixed, however, a slight bias 

towards the weak (W) dimension in terms of differentiation can be seen in the data. An 

understanding of (MC2) income source and the hermeneutic inference (HI) (B 

Propaganda / influence) was not clearly defined overall but can be positioned as  

weak (W). 

	  
	  
Variances 
	  
There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of the (MC2) income source, however some 

experienced advertisers / senders (as opposed to higher ranking) did not demonstrate  

a clear understanding of income source or the hermeneutic inference (HI)  

(B Propaganda / influence). 
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Figure 4.20: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MC2 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
	  
	  

4.19.3 The advertisers / senders MC3 – Experts categorisation 
 

Table 4.19 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the advertisers / senders MC3 – experts categorisation. 
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Table 4.19 A composite array of the individual categorisation of MC3 Experts 
demonstrated throughout the research in relation to the 10 advertisers / senders 

considered part of the research. 

	  
Commonalities	  	  
	  
A polarised position can be seen to emerge where the array of composite positions 

indicate that the responses from within the dialogue were set between weak (W) and 

strong (S) with only one data set indicating a medium (M) response. An understanding 

of (MC3) experts and the hermeneutic inference (HI) (C Indoctrination) was not clearly 

defined overall but an almost equal weighting in terms of dialogue on the subject at two 

opposing ends of the spectrum can be seen from the multi-dimensional mapping). 

	  
	  
Variances 
	  
There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of the inclusion of (MC3) experts, however  

some experienced advertisers / senders (as opposed to higher ranking) did not 

demonstrate a clear understanding of (MC3) experts or the hermeneutic inference  

(HI) (C Indoctrination). 

Dimension	  	  
	  
	  
Categorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Herman	  /	  
Chomsky	  
conceptual	  
position	  

Redefinition	  

MC3 Lack of 
research 
goal 

Understandi
ng of 
research 
goal 

Defined 
research 
goal 

C 

Indoctrination 

The reliance 
of the media 
on information 
provided by 
governments, 
business and 
‘experts’ 
funded and 
approved by 
these primary 
sources and 
agents of 
power. 

Experts 

	  
Cases:	  1,	  2,	  3,	  6,	  
12,	  	  

Cases:	  5	   Cases:	  4,	  7,	  
11,	  16	   	   	   	  
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Figure 4.21: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MC3 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
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4.19.4 The advertisers / senders MC4 – Flak categorisation 
	  
Table 4.20 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the advertisers / senders MC4 – flak categorisation. 

	  

	  
Table 4.20 A composite array of the individual categorisation of MC4 Flak 

demonstrated throughout the research in relation to the 10 advertisers / senders 
considered part of the research. 

	  
Commonalities	  	  
	  
A medium (M) to strong (S) position can be seen to emerge where the array of 

composite positions indicate that advertiser / senders were aware of the issues in this 

dimension to a greater degree than the proceeding categorisations. An understanding of 

(MC4) flak and the hermeneutic inference (HI) (D disciplining and exerting pressure to 

change (choice)) was clearly defined overall but an almost equal weighting in terms of 

dialogue on the subject in the medium (M) and strong (S) spectrum can be seen from 

the multi-dimensional mapping. 

	  
	  
Variances 
	  
There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

Dimension	  	  
	  
	  
Categorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Herman	  /	  
Chomsky	  
conceptual	  
position	  

Redefinition	  

MC4 Lack of 
understanding 
of creative 
issues 

Understanding 
of creative 
issues 

Defined 
creative 
issues 

D 

Disciplining 
and exerting 
pressure to 
change 
(Choice). 

 

 

‘Flak’ as a 
means of 
disciplining 
the media 

Flak 

	  
Cases:	  2,	  12,	   Cases:	  3,	  5,	  11,	  	   Cases:	  1,	  4,	  

6,	  7,	  16	   	   	   	  
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express a more focused understanding of (MC4) flak meaning (D disciplining and 

exerting pressure to change (choice)). Within individual cases there was an array of 

responses to this dimension and in some instances the response was negligible. 

 

	  

	  
	  

Figure 4.22: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MC4 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
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4.19.5 The advertisers / senders MC5 – Anti-us categorisation 
	  
Table 4.21 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the advertisers / senders MC5 – anti-us categorisation. 

	  

	  
Table 4.21 A composite array of the individual categorisations of MC5 Anti Us 
demonstrated throughout the research in relation to the 10 advertisers / senders 

considered part of the research. 

	  
Commonalities  
	  
A strong (S) position can be seen to emerge where the array of composite positions 

indicate that advertiser / senders were aware of the issues in this dimension to a greater 

degree. An understanding of (MC5) anti-us and the hermeneutic inference (HI) (E 

control of the masses and the individual) was defined overall but two cases (11) and 

(12) demonstrated no response to this dimension. 

	  
	  
Variances 
	  
There are some significant embedded variances within the individuals based on their 

position within the industry (higher ranking and more senior figures), where the 

individuals express a more focused understanding of (MC5) anti-us meaning (E control 

of the masses and the individual). Within individual cases there was an array of 

responses to this dimension and in some instances the response was negligible or 

Dimension	  	  
	  
	  
Categorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Herman	  /	  Chomsky	  
conceptual	  position	  

Redefinition	  

MC5 Weak 
understanding 
of key 
competitors 

Medium 
understanding 
of key 
competitors 

Strong 
understanding 
of key 
competitors 

E 

Control of 
the masses 
and the 
individual 
(by fear?) 

‘Anti-us 
[anticommunist 
in the original 
work]’ as a 
national religion 
and control 
mechanism. 

Anti-us 

	  
Cases:	  2,	  	   Cases:	  1,	  5,	  	   Cases:	  3,	  4,	  5,	  6,	  

7,	  16	   	   	   	  
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entirely absent. Based on this data capture it poses a significant variation from the norm 

in all cases with weak responses generally and a potential lack of understanding from all 

participants specifically. 

 

 

	  

	  
 

Figure 4.23: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MC5 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
 
  



	   	  

 

275 

4.19.6 The consumer / receiver MB1 – Underlying Motivation categorisation 
	  
 

Table 4.22 illustrates the outcome of the analysis of the individual cases considered  

in this chapter in relation to the consumer / receiver MB1 – underlying  

motivation categorisation. 

	   	  
 

Table 4.22 A composite array of the individual categorisation of MB1 Underlying 
Motivation demonstrated throughout the research in relation to the 10 consumer / 

receivers considered part of the research. 

	  
Commonalities	  	  
	  
A strong (S) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers were very motivated in regards to their responses to 

brands, the conversation became more intense and animated when discussing brands in 

general. This gives the hermeneutic inference (HI) (B power of advertising exerted on 

the individual) a distinct outline in relation to the consumer / receivers conscious 

awareness of motivational behaviour is influenced in the value exchange process. 

	  
 
 

Dimension	  	  
	  
	  
Categorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Tadajewski	  
conceptual	  
position	  

Redefinition	  

MB1  Weak 
underlying 
motivation 
to buy 

Medium 
underlying 
motivation 
to buy 

Strong 
underlying 
motivation 
to buy 

B 

Power of 
Advertising 
exerted on 
the 
individual 

Those of 
which the 
consumer is 
consciously 
aware and 
willing  
to disclose to 
the researcher 

 

Underlying 
Motivation 

 

• 	  
Cases:	  31	   Cases:	  19,	  

22,	  30	  
Cases:	  8,	  
9,	  13,	  15,	  
17,	  20,	  21,	  
23,	  24,	  25,	  
26,	  28,	  29,	  
32,	  33,	  34	  
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Variances 
	  
There are little embedded variances within the individuals with little to no 

differentiation between age, sex or cultural position. Within individual cases there was a 

focus of responses to this dimension and in some instances the response was negligible 

or entirely absent. Based on this data capture the consumer / receiver has little or no 

conscious awareness of advertising influence on them even (and significantly) when the 

conversation is focused on the subject of advertising. 

	  

	  
	  

Figure 4.24: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MB1 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
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4.19.7 The consumer / receiver MB2 – Suppression categorisation 
	  
Table 4.23 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the consumer / receiver MB2 – Suppression categorisation. 

	  
Table 4.23 A composite array of the individual categorisation of MB2 Suppression 

demonstrated throughout the research in relation to the 10 advertisers / senders 
considered part of the research. 

	  
Commonalities	  	  
	  	  
	  
A weak (W) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers were very open in regards to their responses to 

brands. This gives the hermeneutic inference (HI) (E suppression of information / 

subtext) a distinct outline in relation to how the consumer / receivers conscious 

awareness of motivational behaviour is influenced in the value exchange process. 

(MB2) suppression of information is generally absent. 

	  
	  
Variances 
	  
There are little embedded variances within the individuals with little to no 

differentiation between age, sex or cultural position. Within individual cases there was a 

focus of responses to this dimension and in some instances the response was negligible 

Dimension	  	  
	  
	  
Categorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Tadajewski	  
conceptual	  
position	  

Redefinition	  

MB2 No conflict 
in dialogue 

Some 
conflict of 
dialogue 

Clear 
conflict of 
interest in 
dialogue 

E 

Suppression of 
information / 
Subtext 

Those of 
which they are 
aware but are 
unwilling to 
divulge  
to the 
researcher 

 

Suppression 

	   Cases:	  8,	  13,	  
17,	  20,	  23,	  
24,	  26,	  27,	  
28,	  29,	  30,	  
31,	  32,	  33,	  34	  

Cases:	  8,	  9,	  
10,	  15,	  18,	  
19,	  21,	  22	  

Cases:	  13,	  25	   	   	   	  



	   	  

 

278 

or entirely absent. Based on this data capture the consumer / receiver has little or no 

conscious need to suppress their understanding of advertising influence on them even 

(and significantly) when the conversation is focused on the subject of advertising. 

 

 

	  

	  
 

Figure 4.25: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MB2 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
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4.19.8 The consumer / receiver MB3 – Underlying Influence categorisation 
	  
Table 4.24 illustrates the outcome of the analysis of the individual cases considered in 

this chapter in relation to the consumer / receiver MB3 – Underlying Influence 

categorisation. 

	  
	  

Table 4.24 A composite array of the individual categorisation of MB3 Influence 
demonstrated throughout the research in relation to the 10 advertisers / senders 

considered part of the research. 

	  
Commonalities	  	  
	  
A strong (S) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers had been influenced by motives to their responses to 

brands to which they were unaware. This gives the hermeneutic inference (HI) (A B 

C D Influence on) an outline in relation to how the consumer / receivers unconscious 

awareness of motivational behaviour is influential in the value exchange process.  

	  
	  
Variances 
	  
There are little embedded variances within the individuals with little to no 

differentiation between age, sex or cultural position. Based on this data capture the 

consumer / receiver is unconsciously reacting to advertising influence on them even 

Dimension	  	  
	  
	  
Categorisation	  

	  
Weak	  

	  
Medium	  

	  
Strong	  

Hermeneutic	  
Inference	  (HI)	  

Tadajewski	  
conceptual	  
position	  

Redefinition	  

MB3 Weak 
influence 
of 
advertising 
on 
individual 

 

Medium 
influence 
of 
advertising 
on 
individual 

 

Strong 
influence of 
advertising 
on 
individual 

 

A B 

C D 

Influence on 

 

Those 
motives of 
which the 
consumer / 
receiver is 
unaware 

 

 

 

Underlying 
Influence 

Note:	  	  
No	  26,	  27,	  28	  

Cases:	  17,	  25,	  
30,	  32,	  33,	  

Cases:	  10,	  18,	  
19,	  29,	  34,	  	  

Cases:	  8,	  9,	  13,	  
15,	  20,	  21,	  22,	  
23,	  24,	  31,	  	  
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(and significantly) when the conversation is focused on the subject of advertising and to 

some extent the consumer / receiver would perhaps be more aware of extra  

external influences. 

 

 

	  

	  
	  

Figure 4.26: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
mapped against the MB3 category discussed as a visual representation of commonalties 

and variances as discussed in Section 4.19.1. 
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4.19.9 The composite multi-dimensional positioning maps.  
	  
Given the discussions within Sections 4.19.1 – 4.19.8, two composite multi-dimensional 

positioning maps (Figure 4.27 and Figure 4.28) can be derived that illustrate the 

aggregate ‘footprint’ of the cases in relation to the eight categorisations and three 

dimensions considered within Chapter 3, Section 3.5, and further refined through the 

key insights reported in this chapter via Table 4.1 through Table 4.16. Such a view 

further confirms the areas of commonality and equally the areas of variance found with 

manufacturing consent and motivational behaviour within the case studies. 

	  

	  
	  

Figure 4.27 The composite multi-dimensional positioning ‘footprint’ for the 
manufacturing consent cases (1,2,3,4,5,6,7,11,12,16) discussed, mapped against the 5 

categories and 3 dimensions discussed in Section 3.3.16 the  
criteria for analysis. 
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Figure 4.28 The composite multi-dimensional positioning ‘footprint’ for the 
motivational behaviour cases (8.9.10,13,14,15) discussed, mapped against the 3 

categories and 3 dimensions discussed in Section 3.6.13.1 the criteria for analysis. 

	  

4.20 Conclusion 
	  
This chapter has reported the findings and discussed those considered relevant to the 

objectives of this study as stated in Chapter 1. These were to explore the factors that 

influence persuasion from both and advertiser / senders and consumer / receivers 

position, gaining an insight into the plausibility of manufacturing consent to 

motivational behaviour in relationship to brands, to extend our understanding behaviour 

in the value exchange process, to delineate concepts of the emergent theoretical model, 

implementation of an aligning composite model of data analysis and to seek to  
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identify commonalities and variances of dialogue in relation to the macro and micro 

theories advanced: 

1. A macro theoretical position as reflected in the capture, analysis and 
presentation of data from the advertiser / sender interventions 
(manufacturing consent) (1,2,3,4,5,6,7,11,12,16). 

 
In particular (but not exclusively), the flak (MC4) and anti-us (MC5) 
categorisation and dimensions are the dominant commonalties and the 
categorisations in terms of the variant dimension were uniform overall with 
significant variance occurring within the anti –us (MC5) dimension based 
on higher ranking and more senior figures in the industry. 

 
It is important to note feeding forward with the cross-case analysis to  
come that the area least understood or with a significant conflicting sets  
of meanings ascribed to it, is the anti-us (MC5) dimension and, 
significantly, the area ascribed to a hermeneutic inference (HI) of E control 
of the masses. 
 

2. A micro theoretical position as reflected in the capture, analysis and 
presentation of data from the consumer / receiver interventions  
(8, 9, 10, 13, 14, 15).  
 

The underlying motivation (MB1) and underlying influence (MB3) 
categorisations are dominant commonalties and the variance categorisations 
were uniform overall with the Suppression (MB2) categorisation 
highlighting the most significant responses in relation to the consumer being 
affected by underlying suppressed behaviour, significantly the area ascribed 
to a hermeneutic inference (HI) of E control of the masses. 

 
Chapter 5 will build upon the abstract of each case analysis and seek to develop cross-

case insight into the factors that influence persuasion from both an advertiser / senders 

and consumer / receivers position, building upon the commonalities and variances 

identified across the groups outlined within this chapter. 
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5 Chapter 5 – Parallel cross-case QUANT analysis 
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5.1 Introduction 

 

Chapter 4, Section 4.1 introduced a common framework to assist in the analysis within 

the case studies, Chapter 4, Sections 4.3 – 4.18. The framework was predicated upon the 

derived criteria for analysis outlined in Chapter 3 and adapts and combines the work of 

Deacon (2008), Carson et al (2001), Patton (1980) (Chapter 2). As such, each case was 

reported via: 

1. A case history 

2. A research history 

3. The eight categories and six dimensions in context – comprising the 

following categories, dimensionally positioned as defined in Chapter 3: 

 
4.  Weak 

(W) 
Medium 

(M) 
Strong 

(S) 
Hermeneutic 

Inference 
(HI) 

Herman / 
Chomsky 

conceptual 
position 

Redefinition 

MC1 x x x x x x 
MC2 x x x x x x 
MC3 x x x x x x 
MC4 x x x x x x 
MC5 x x x x x x 
MB1 x x x x x x 
MB2 x x x x x x 
MB3 x x x x x x 

Table 5.1: Condensed view of tables for clarification of design 

 

 

Chapter 5 has taken the outcome of the summation of each case analysis and developed 

cross-case insights into the process of persuasion for advertising in context towards a 

meso dominant logic model, building upon the commonalities and variances identified 

within Chapter 4, and illustrated in Section 4.19.9, the implications of which, will be 

considered and discussed within Chapter 6. 
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As demonstrated in Chapter 3 and re-presented here (Figure 5.1, Figure 5.2 and Figure 

5.3) for reference, the cross-case analysis process will furnish an emergent set of 

overlapping points to present data ‘hot spots’ that form the basis of a potential ‘meso’ 

level conceptual model that links the macro and micro level models outlined so far 

(Figure 5.4). 

 
 

Figure 5.1: Multi-dimensional positioning map for comparative contextual advertiser / 
sender meaning  

 
Figure 5.1 presents the multidimensional map in relation to the macro theoretical 

position of manufacturing consent. The categorisations as described (Chapter 3, Section 

3.10) are positioned in relation to the sub-textual hermeneutic inference (HI) 

categorisations (Chapter 3, Section 3.7.2), and are presented throughout the data 

collection process within all multi-dimensional maps (Table 5.2). 
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MC1 A Dominance / Power 
MC2 B Propaganda / Influence 
MC3 C Indoctrination 
MC4 D Discipline and exerting pressure to change (choice) 
MC5 E Control of the masses and the individual 

Table 5.2: manufacturing consent categorisations 

 
 
 
 
 
 

 
Figure 5.2: Multi-dimensional positioning map for comparative contextual  

consumer / receiver meaning  



   288 

Table 5.3: Motivational behaviour categorisations 

Figure 5.3 presents the multidimensional map in relation to the micro theoretical 

position of motivational behaviour. The categorisations as described (Chapter 3, Section 

3.10) are positioned in relation to the sub-textual hermeneutic inference (HI) 

categorisations (Chapter 3, Section 3.7.2), and are presented throughout the data 

collection process within all multi-dimensional maps (Table 5.2).  

 

Figure 5.3: Diagram of multi-dimensional positioning map with  
manufacturing consent and motivational behaviour layers visible 

MB1 B Propaganda / Influence 
MB2 E Control of the masses and the individual 
MB3 A 

C 
D 

Dominance / Power 
Indoctrination 
Discipline and exerting pressure to change (choice)    
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Figure 5.3 presents the multidimensional map in relation to the combined macro 

(manufacturing consent) and micro (motivational behaviour) theoretical positions to 

view in relation to the cross case analysis. The categorisations as described (Chapter 3, 

Section 3.10) are positioned in relation to the sub-textual hermeneutic inference (HI) 

categorisations (Chapter 3, Section 3.7.2), and are presented throughout the data 

collection process within all multi-dimensional maps (Tables 5.4 and 5.5).  

MC1 A Dominance / Power 
MC2 B Propaganda / Influence 
MC3 C Indoctrination 
MC4 D Discipline and exerting pressure to change (choice) 

MC5 E Control of the masses and the individual 

Table 5.4: Manufacturing consent catagorisations 

 
MB1 B Propaganda / Influence 
MB2 E Control of the masses and the individual 
MB3 A 

C 
D 

Dominance / Power 
Indoctrination 
Discipline and exerting pressure to change (choice) 

Table 5.5: Motivational behaviour catagorisations 

 

MB3 categorisations A C D are reflective of the alignment to the hermeneutic 

inference (HI) mapped between the two participating groups (advertiser / sender and 

consumer / receiver) where significant parallel conceptual relationships occur; 

 
MC1  A Dominance / Power A MB3 
MC3 	   C Indoctrination C MB3 
MC4 	   D Discipline and exerting pressure to change (choice) D MB3 

Table 5.6: MB3 categorisations mapping to manufacturing consent  
hermeneutic inference (HI) 

 

The additionality (Table 5.7) in terms of the hermeneutic inference (HI) mapping can be 

further described in Figure 5.4 relation to the redefinitions in Chapter 3, Section 3.12; 
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Ownership MC1  A Dominance / Power A MB3 Underlying 
Influence 

Experts MC3  C Indoctrination C MB3 Underlying 
Influence 

Flak	   MC4  D Discipline and exerting  
pressure to change (choice) 

D MB3 Underlying 
Influence 

Table 5.7: Relational redefinitions reference 

 

The redefinition across all categorisations gives the cross-case analysis a structure for 

the mapping process to follow. Both manufacturing consent and motivational behaviour 

multi-dimensional maps and the combined manufacturing consent / motivational 

behaviour multi-dimensional maps can be described visually in terms of an overlaying 

of data in Figure 5.4. This convergence has allowed cross-community mapping based 

on the underpinning hermeneutic inference (HI) as a continuum through the reporting 

process. Chapter 5 reports back the cross-case analysis findings based on this model. 

 
 

Figure 5.4: Cross case mapping 

 

Therefore the hermeneutic inference (HI) ‘sign posts’ throughout the analysis of the 
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case studies serve as a revision and interpretation of the structural process found in the 

conceptual model  where the hermeneutic inference (HI) and the related multi-

dimensional mapping that followed gives the potential for further and deeper 

contextualisation via cross-case analysis (Table 5.8). 

 

A Dominance / Power  MC1  MB3 
B Propaganda / Influence MC2 MB1 
C Indoctrination MC3 MB3 
D Discipline and exerting 

pressure to change (choice) 
MC4 MB3 

E Control of the masses and 
the individual 

MC5 MB2 

Table 5.8: Cross-case categories and dimensions 
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5.2 CC1 A  Dominance / power – MC1 + MB3 cross-case categorisation  

 Table 5.9 illustrates the outcome of the analysis of the cross cases considered in this 

chapter in relation to the advertisers / senders MC1 – Ownership and consumers / 

receivers MB3 – Influence categorisations. 

 
Table 5.9: A composite array of the cross-case categorisations of MC1 ownership and 
MB3 influence demonstrated throughout the research in relation to the 10 advertisers / 

senders and 34 consumers / receivers considered part of the research. 

 
 

Dimension  
 
 
Categorisation 

 
Weak 

 
Medium 

 
Strong 

Hermeneutic 
Inference 
(HI) 

Herman / 
Chomsky 
conceptual 
position 

Redefinition 

MC1 Lack of 
direction 
on / from 
client 

Understanding 
of who client 
is 

Defined 
Client 

A 

Dominance / 
Power 

The size, 
concentrated 
ownership, 
owner 
wealth and 
profit 
orientation 
of the 
dominant 
mass media 
firms. 

Ownership 

 
Cases: 
1,2,5,11,12
, 

Cases: 
1,5,6,12 

Cases: 
3,4,6,7,16    

 
   

 Tadajewski 
conceptual 
position 

 

MB3 Weak 
influence 
of 
advertising 
on 
individual 

Medium 
influence of 
advertising on 
individual 

Strong 
influence 
of 
advertising 
on 
individual 

A 

Influence on 

 

Those 
motives of 
which the 
consumer / 
receiver is 
unaware 

 

 

Underlying 
Influence 

Note:  
No 26, 27, 28 

Cases: 17, 
25, 30, 32, 
33, 

Cases: 10, 18, 
19, 29, 34,  

Cases: 8, 
9, 13, 15, 
20, 21, 22, 
23, 24, 31,  
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Figure 5.5: Bar chart visualisation of composite array in Table 5.9 with representation 
of the two cross-case categorisations combined as median values shown in right hand 

(MC1+MB3) values. 

 

 

 

5.2.1 A  Dominance / power – MC1 + MB3 cross-case categorisation 

commonalities and variances from Chapter 4 

 
MC1 Commonalities  

A generic position can be seen to emerge where the array of composite positions 

indicate that the responses from within the dialogue were mixed and no clear 

differentiation or focused position can be ascribed to the data. Ideas of (MC1) 

ownership and the hermeneutic inference (HI) (A dominance / power) was not clearly 

defined overall. 

 
MB3 Commonalities  

A strong (S) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers had been influenced by motives to their responses to 

brands to which they were unaware. This gives the hermeneutic inference (HI) (A B 

0	  

2	  

4	  

6	  

8	  

10	  

12	  

14	  

16	  
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C D Influence on) an outline in relation to how the consumer’s unconscious awareness 

of motivational behaviour is influential in the value exchange process.  

 
MC1 Variances 

There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of the idea of (MC1) ownership. 

 
MB3 Variances 

There are few embedded variances within the individuals with little to no differentiation 

between age, sex or cultural position. Based on this data capture the consumer / receiver 

is unconsciously reacting to advertising influence on them even (and significantly) 

when the conversation is focused on the subject of advertising and to some extent the 

consumer / receiver would perhaps be more aware of extra external influences. 

 

5.2.2 A  Dominance / power – MC1 + MB3 cross-case categorisation 

commonalities and variances summary 

 

As stated in 5.2.1, a significant variance in the MB3 dimension in relation to outcomes 

is that the consumer / receiver is unconsciously reacting to advertising influence on 

them even (and significantly) when the conversation is focused on the subject of 

advertising and to some extent it is felt that the consumer / receiver would perhaps be 

more aware of extra external influences. The decline in reaction and limited duration of 

conversations with the consumers / receivers throughout the study was a key concern of 

the researcher. Of note is the duration of conversations. Advertiser / senders 

conversations ran from 35 minutes to over an hour, whereas consumer / receiver 

conversations reached a conclusion after approximately 20 minutes. With this reduced 
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response time the researcher then instigated an extension of the research with secondary 

interviews (as outlined in Chapter 3) in order to explore this phenomena and the lack of 

data that was occurring. 

 

Further to this, the advertiser / sender group conversations were generic in their 

responses and the hermeneutic inference (HI) and the array of composite positions 

indicate that the responses from within the dialogue were mixed and no clear 

differentiation or focused position can be ascribed to the data. Ideas of (MC1) 

ownership and the hermeneutic inference (HI) (A dominance / power) was not clearly 

defined overall. 

 
The data suggests that in both groups in the separate and cross-case positions that an 

insight into how the MC1 and MB3 groups have a marginally strong understanding of 

the hermeneutic inference (HI) of A dominance / power Further analysis and reflection 

on the dialogues undertaken in this longitudinal study suggest few embedded variances 

in groups with mixed and no clear differentiation or focused positions ascribed to the 

data. 

 

In ‘listening to the data’ it can be concluded that both groups are subject to the same 

forces in terms of A dominance / power. Although the advertiser / sender community is 

assumed to have a deeper and more self-aware relationship with brand persuasion 

techniques, this has not emerged from the research data. 
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Figure 5.6: The multi-dimensional positioning ‘footprint’ for advertiser / senders and 

consumer / receivers mapped against the MC1 and MB3 categories discussed as a visual 
representation of commonalties and variances as discussed in Section 3.6.13.1 the 

criteria for analysis. 
 
 
  



   297 

5.3 CC2 B  Propaganda / influence – MC2 + MB1 cross-case categorisation  

 
Table 5.10 illustrates the outcome of the analysis of the cross cases considered in this 

chapter in relation to the advertisers / senders MC2 – income source and consumers / 

receivers MB1 – underlying motivation. 

 
Table 5.10: A composite array of the cross-case categorisations of MC2 income source 
and MB1 underlying motivation demonstrated throughout the research in relation to the 

10 advertisers / senders and 34 consumers / receivers considered part of the research. 

 
 

Dimension  
 
 
Categorisation 

 
Weak 

 
Medium 

 
Strong 

Hermeneutic 
Inference 
(HI) 

Herman / 
Chomsky 
conceptual 
position 

Redefinition 

MC2 Lack of 
defined 
cost of 
campaign 

Understanding 
of cost of 
campaign 

Defined 
cost of 
campaign 

B 

Propaganda / 
Influence 

Advertising 
as the 
primary 
income 
source of 
the mass 
media 

Income 
Source 

 
Cases: 
1,2,3,11 

Cases: 5,6,12, Cases: 
4,7,16    

 
   

 Tadajewski 
conceptual 
position 

 

MB1  Weak 
underlying 
motivation 
to buy 

Medium 
underlying 
motivation to 
buy 

Strong 
underlying 
motivation 
to buy 

B 

Power of 
advertising 
exerted on the 
individual 

Those of 
which the 
consumer / 
receiver is 
consciously 
aware and 
willing  
to disclose to 
the 
researcher 

 

Underlying 
Motivation 

 

 
Cases: 31 Cases: 19, 22, 

30 
Cases: 8, 
9, 13, 15, 
17, 20, 21, 
23, 24, 25, 
26, 28, 29, 
32, 33, 34 
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Figure 5.7: Bar chart visualisation of composite array in Table 5.10 with representation 
of the two cross-case categorisations combined as median values shown in right hand 

(MC2+MB1) values. 

 
 
5.3.1 B  Propaganda / influence – MC2 + MB1 cross-case categorisation 

commonalities and variances from Chapter 4 

 
MC2 Commonalities  

A generic position can be seen to emerge where the array of composite positions 

indicate that the responses from within the dialogue were mixed however a slight bias 

towards the weak (W) dimension in terms of differentiation can be seen in the data.  

An understanding of (MC2) income source and the hermeneutic inference (HI)  

(B Propaganda / influence) was not clearly defined overall but can be positioned  

as weak (W). 
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MB1 Commonalities  

A strong (S) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers were very motivated in regards to their responses to 

brands. This gives the hermeneutic inference (HI) (B power of advertising exerted on 

the individual) a distinct outline in relation to the consumer / receiver conscious 

awareness of motivational behaviour is influenced in the value exchange process. 

 
MC2 Variances 

There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of the (MC2) income source, however some 

experienced advertisers / senders (as opposed to higher ranking) did not demonstrate  

a clear understanding of income source or the hermeneutic inference (HI)  

(B Propaganda / influence). 

 
MB1 Variances 

There are little embedded variances within the individuals with little to no 

differentiation between age, sex or cultural position. Within individual cases there was a 

focus of responses to this dimension and in some instances the response was negligible 

or entirely absent. Based on this data capture the consumer / receiver has little or no 

conscious awareness of advertising influence on them even (and significantly) when the 

conversation is focused on the subject of advertising. 
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5.3.2 B  Propaganda / influence – MC2 + MB1 cross-case categorisation 

commonalities and variances summary 

 
Again, additional interviews 17 – 34 give a further array of insights that altered the 

researcher’s view of the consumer influence by propaganda. The extension of the 

ethnographic longitudinal study at the QUAL point of interface (conversational 

analysis) enabled the researcher to translate the QUANT data points into the multi-

dimensional mapping with a richer and deeper set of results aiding the understanding of 

the commonalities and variances across the range of results. The generic position of the 

advertiser / senders data suggests that a singular issue arises where the advertiser / 

sender is again part of the system, as opposed to creating the system (in contrast to the 

Herman and Chomsky (1988) view). Being ‘part of the system’ can be seen in the 

insights gained from the sub-text and hermeneutic inference (HI) across the range of 

dialogues (Chapter 4). 

Further data obtained from the additional conversations showed a strong (S) underlying 

motivation to buy within the consumer / receiver community. Conversations were still 

limited in their duration.  

 

In relation to the MC2 dimension in relation to the defined cost of the campaign, and the 

hermeneutic inference (HI) of B Propaganda / influence the advertiser / sender 

community was weak (W). 

 
With the discrepancies outlined above and the variance in perception, it is significant to 

note that this divergence suggests an underlying commonality that can be misinterpreted 

in the early stages of the research process. Only the cross-case comparison gives the 

researcher the opportunity to reflect on the data in terms of an investigation of the 
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resonances and oscillations that can be detected in the reading of the data (Chapter 3, 

Section 3.5.1). 

 

The overt informal discussion probes capture the conversations in both groups, with a 

deflection of themes that allow the research data hermeneutic inference (HI) to emerge 

through the cross-case process, where control and B Propaganda / influence is looked 

for in relation to the macro and micro theoretical positions. Both groups are unaware of 

the underlying sub-textual meaning of the discussion probes. The macro to micro ‘top 

down’ approach to the exploration of the factors that influence brand persuasion from 

an advertiser / senders and consumer / receivers position will need to be repositioned, 

we appear to be ‘looking down the wrong end of the telescope’ (McIntyre-Bhatty and 

Parker, 2011) as discussed in Chapter 6. 
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Figure 5.8: The multi-dimensional positioning ‘footprint’ for advertiser / senders and 
consumer / receivers mapped against the MC2 and MB1 categories discussed as a visual 

representation of commonalties and variances as discussed in Section 3.6.13.1 the 
criteria for analysis. 

 

5.4 CC3 C  Indoctrination – MC3 + MB3 cross-case categorisation  

 
 

Table 5.11 illustrates the outcome of the analysis of the cross cases considered in this 

chapter in relation to the advertisers / senders MC3 – Experts and consumers / receivers 

MB3 – underlying Influence. 

 



   303 

 
Table 5.11: A composite array of the cross case categorisations of MC3 experts and 

MB3 underlying influence demonstrated throughout the research in relation to the 10 
advertisers / senders and 34 consumers / receivers considered part of the research. 

 
 

Dimension  
 
 
Categorisation 

 
Weak 

 
Medium 

 
Strong 

Hermeneutic 
Inference (HI)	  

Herman / 
Chomsky 
conceptual 
position	  

Redefinition 

MC3 Lack of 
research 
goal	  

Understanding 
of research 
goal	  

Defined 
research 
goal	  

C 

Indoctrination	  
The reliance 
of the media 
on information 
provided by 
governments, 
business and 
‘experts’ 
funded and 
approved by 
these primary 
sources and 
agents of 
power.	  

Experts 

 
Cases: 1, 2, 
3, 6, 12, 	  

Cases: 5	   Cases: 4, 
7, 11, 16	      

 
   

 Tadajewski 
conceptual 
position 

 

MB3 Weak 
influence of 
advertising 
on 
individual 

 

Medium 
influence of 
advertising on 
individual 

 

Strong 
influence 
of 
advertising 
on 
individual 

 

A B C D 

Influence on 

 

Those motives 
of which the 
consumer / 
receiver is 
unaware 

 

 

 

Underlying 
Influence 

Note:  
No 26, 27, 28 

Cases: 17, 
25, 30, 32, 
33, 

Cases: 10, 18, 
19, 29, 34,  

Cases: 8, 
9, 13, 15, 
20, 21, 22, 
23, 24, 31,  
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Figure 5.9: Bar chart visualisation of composite array in  
Table 5.11 with representation of the two cross-case categorisations combined as 

median values shown in right hand (MC3+MB3) values. 

 
 

 

5.4.1 C  Indoctrination – MC3 + MB3 cross-case categorisation commonalities 

and variances from Chapter 4 

 
MC3 Commonalities  

A polarised position can be seen to emerge where the array of composite positions 

indicate that the responses from within the dialogue were set between weak (W) and 

strong (S) with only one data set indicating a weak (W) response. An understanding of 

(MC3) experts and the hermeneutic inference (HI) (C indoctrination) was not clearly 

defined overall, but an almost equal weighting in terms of dialogue on the subject at two 

opposing ends of the spectrum can be seen from the multi-dimensional mapping. 

 

MB3 Commonalities  

A strong (S) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers had been influenced by motives to their responses to 

brands to which they were unaware. This gives the hermeneutic inference (HI) (A B 
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C D Influence on) an outline in relation to how the consumer / receivers unconscious 

awareness of motivational behaviour is influential in the value exchange process.  

 
MC3 Variances 

There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of the inclusion of (MC3) experts, however  

some experienced advertisers / senders (as opposed to higher ranking) did not 

demonstrate a clear understanding of (MC3) experts or the hermeneutic inference (HI) 

(C Indoctrination). 

 
MB3 Variances 

There are few embedded variances within the individuals with little to no differentiation 

between age, sex or cultural position. Based on this data capture the consumer / receiver 

is unconsciously reacting to advertising influence on them even (and significantly) 

when the conversation is focused on the subject of advertising and to some extent the 

consumer / receiver would perhaps be more aware of extra external influences. 
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5.4.2 C  Indoctrination – MC3 + MB3 cross-case categorisation commonalities 

and variances summary 

 
The combined MC3MB3 commonalties and variances offer a paradoxical view of the 

data, where conflicting outcomes are reflected in the polarised positions demonstrated. 

An emerging theme of total indoctrination across both groups is reflected in the data, 

although the advertiser / sender community is better equipped with the language of 

brand persuasion and an understanding of the value exchange process, this knowledge is 

not passing ‘down’ to the consumer / receiver transactionally. A strong (S) pattern of 

behaviour in relation to the underlying influence on the consumer / receiver is present 

and is, to some extent, to be expected. The dispersed overall data array in terms of 

dialogue in regards to the advertiser / sender appears to support the developing 

conceptual idea that the macro to micro distribution of ideas in the value exchange 

process is non-linear, and is in fact, more closely aligned to the non-linear histories 

patterning ascribed to the literature review (Chapter 2) where the social construct and 

development of ideas can be viewed without historical or temporal progression. This 

mapping and diagrammatic interpretation is further developed in Chapter 6 as a 

development of the convergent parallel design described and outlined in Chapter 3. 
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Figure 5.10: The multi-dimensional positioning ‘footprint’ for advertiser / senders and 
consumer / receivers mapped against the MC3 and MB3 categories discussed as a visual 

representation of commonalties and variances as discussed in Section 3.6.13.1 the 
criteria for analysis. 
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5.5 CC4 D  Disciplining and exerting pressure to change (choice) –  

MC4 + MB3 cross-case categorisation  

 
 

Table 5.11 illustrates the outcome of the analysis of the cross cases considered in this 

chapter in relation to the advertisers / senders MC4 – flak and consumers / receivers 

MB3 – underlying influence. 

 
Table 5.12: A composite array of the cross case categorisations of MC4 flak and MB3 

underlying influence demonstrated throughout the research in relation to the 10 
advertisers / senders and 34 consumers / receivers considered part of the research. 

 

Dimension  
 
 
Categorisation 

 
Weak 

 
Medium 

 
Strong 

Hermeneutic 
Inference 
(HI) 

Herman / 
Chomsky 
conceptual 
position 

Redefinition 

MC4 Lack of 
understanding 
of creative 
issues 

Understanding 
of creative 
issues 

Defined 
creative 
issues 

D 

Disciplining 
and exerting 
pressure to 
change 
(Choice). 
 
 

‘Flak’ as a 
means of 
disciplining 
the media 

Flak 

 Cases: 2, 12, Cases: 3, 5, 
11,  

Cases: 1, 
4, 6, 7, 16 

   

     Tadajewski 
conceptual 
position 

 

MB3 Weak 
influence of 
advertising on 
individual 
 

Medium 
influence of 
advertising on 
individual 
 

Strong 
influence 
of 
advertising 
on 
individual 
 

A B C D 

Influence on 
 

Those 
motives of 
which the 
consumer / 
receiver is 
unaware 
 
 
 

Underlying 
Influence 

Note:  
No 26, 27, 28 

Cases: 17, 25, 
30, 32, 33, 

Cases: 10, 18, 
19, 29, 34,  

Cases: 8, 
9, 13, 15, 
20, 21, 22, 
23, 24, 31,  
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Figure 5.11: Bar chart visualisation of composite array in  Table 5.12 with 
representation of the two cross-case categorisations combined as median  

values shown in right hand (MC4+MB3) values. 

 
 
 
5.5.1 D  Disciplining and exerting pressure to change (choice) –  

MC4 + MB3 cross-case categorisation commonalities and variances  

from Chapter 4 

 
MC4 Commonalities  

A medium (M) to strong (S) position can be seen to emerge where the array of 

composite positions indicate that advertiser / senders were aware of the issues in this 

dimension to a greater degree than the proceeding categorisations. An understanding of 

(MC4) flak and the hermeneutic inference (HI) (D disciplining and exerting pressure to 

change (choice)) was clearly defined overall but an almost equal weighting in terms of 

dialogue on the subject in the medium (M) and strong (S) spectrum can be seen from 

the multi-dimensional mapping. 
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MB3 Commonalities  

A strong (S) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers had been influenced by motives to their responses to 

brands to which they were unaware. This gives the hermeneutic inference (HI) (A B 

C D Influence on) an outline in relation to how the consumer / receivers unconscious 

awareness of motivational behaviour is influential in the value exchange process.  

 
MC4 Variances 

There are some embedded variances within the individuals based on their position 

within the industry (higher ranking and more senior figures), where the individuals 

express a more focused understanding of (MC4) flak meaning (D disciplining and 

exerting pressure to change (choice)). Within individual cases there was an array of 

responses to this dimension and in some instances the response was negligible. 

 
MB3 Variances 

There are few embedded variances within the individuals with little to no differentiation 

between age, sex or cultural position. Based on this data capture the consumer / receiver 

is unconsciously reacting to advertising influence on them, even (and significantly) 

when the conversation is focused on the subject of advertising and to some extent the 

consumer / receiver would perhaps be more aware of extra external influences. 
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5.5.2 D  Disciplining and exerting pressure to change (choice) –  

MC4 + MB3 cross-case categorisation commonalities and  

variances summary 

 
 
The combined MC4MB3 commonalties and variances is a cross-case opportunity to 

gain an insight into the relationship between the advertiser / sender response to the  

D disciplining and exerting pressure to change (choice) and the consumer / receiver 

response to this underlying influence. The advertiser / senders were aware of the issues 

in this dimension to a greater degree than the proceeding categorisations. At the same 

time the consumer / receiver was seen to be heavily influenced by this part of the 

process. This correlation is in keeping with the linear process of influencing brand 

persuasion from the advertiser / sender to consumer / receiver. 

Of note are the 3 MB3 Cases (26, 27 and 28) that did not conform to the informal 

decision probes and fall outside of the limitations of this study. 
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Figure 5.12: The multi-dimensional positioning ‘footprint’ for advertiser / senders and 
consumer / receivers mapped against the MC4 and MB3 categories discussed as a visual 

representation of commonalties and variances as discussed in Section 3.6.13.1 the 
criteria for analysis. 
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5.6 CC5 E  Control of the masses and the individual  –  

MC5 + MB2 cross-case categorisation  

 
Table 5.13 illustrates the outcome of the analysis of the cross cases considered in this 

chapter in relation to the advertisers / senders MC5 – Anti-us and consumers / receivers 

MB2 – Suppression. 

 
Table 5.13: A composite array of the cross-case categorisations of MC5 anti-us and 

MB2 suppression demonstrated throughout the research in relation to the 10 advertisers 
/ senders and 34 consumers / receivers considered part of the research. 

 

Dimension  
 
 
Categorisation 

 
Weak 

 
Medium 

 
Strong 

Hermeneutic 
Inference 
(HI) 

Herman / 
Chomsky 
conceptual 
position 

Redefinition 

MC5 Weak 
understanding 
of key 
competitors 

Medium 
understandi
ng of key 
competitors 

Strong 
understanding 
of key 
competitors 

E 

Control of the 
masses and the 
individual  

‘Anti-us’ Anti-us 

 
Cases: 2,  Cases: 1, 5,  Cases: 3, 4, 5, 

6, 7, 16    

 
   

 Tadajewski 
conceptual 
position 

 

MB2 No conflict in 
dialogue 

Some 
conflict of 
dialogue 

Clear conflict 
of interest in 
dialogue 

E 

Suppression of 
information / 
Subtext 

Those of which 
they are aware 
but are 
unwilling to 
divulge  
to the researcher 

 

Suppression 

 
Cases: 8, 13, 
17, 20, 23, 24, 
26, 27, 28, 29, 
30, 31, 32, 33, 
34 

Cases: 8, 9, 
10, 15, 18, 
19, 21, 22 

Cases: 13, 25 
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Figure 5.13: Bar chart visualisation of composite array in Table 5.13 with representation 
of the two cross-case categorisations combined as median values shown in right hand 

(MC5+MB2) values. 

 
 

 

5.6.1 E  Control of the masses and the individual  –  

MC5 + MB2 cross-case categorisation commonalities and variances from 

Chapter 4 

 
MC5 Commonalities  

A strong (S) position can be seen to emerge where the array of composite positions 

indicate that advertiser / senders were aware of the issues in this dimension to a greater 

degree. An understanding of (MC5) anti-us and the hermeneutic inference (HI) (E 

control of the masses and the individual) was defined overall but two cases (11) and 

(12) demonstrated no response to this dimension. 

 

MB2 Commonalities  

A weak (W) position can be seen to emerge where the array of composite positions 

indicate that consumer / receivers were very open in regards to their responses to 

brands. This gives the hermeneutic inference (HI) (E suppression of information / sub-
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text) a distinct outline in relation to how the consumer / receivers conscious awareness 

of motivational behaviour is influenced in the value exchange process. (MB2) 

Suppression of information is generally absent. 

 
MC5 Variances 

There are some significant embedded variances within the individuals based on their 

position within the industry (higher ranking and more senior figures), where the 

individuals express a more focused understanding of (MC5) anti-us meaning (E control 

of the masses and the individual). Within individual cases there was an array of 

responses to this dimension and in some instances the response was negligible or 

entirely absent. Based on this data capture it poses a significant variation from the norm 

in all cases with weak responses generally and a potential lack of understanding from all 

participants specifically. 

 
MB2 Variances 

There are few embedded variances within the individuals with little to no differentiation 

between age, sex or cultural position. Within individual cases there was a focus of 

responses to this dimension and in some instances the response was negligible or 

entirely absent. Based on this data capture the consumer / receiver has little or no 

conscious need to suppress their understanding of advertising influence on them even 

(and significantly) when the conversation is focused on the subject of advertising. 
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5.6.2 E  Control of the masses and the individual –  

MC5 + MB2 cross-case categorisation commonalities and variances 

summary 

 
The inverse reflection of dimensions in the separate groups (Figure 5.13 presents a 

‘stepped’ aggregate sampling with MC5 moving towards a strong (S) emphasis whereas 

MB2 data favours a weak (S) emphasis) would suggest that variances in position are 

strong. However, the cross-case analysis overview and comparisons (Table 5.13 and 

Figure 5.13) demonstrate that overall the insight taken from conversations in relation to 

E control of the masses and the individual is that both groups were unaware of the 

controls upon them. Although an understanding of (MC5) anti-us and the hermeneutic 

inference (HI) (E control of the masses and the individual) was defined overall for the 

advertiser / sender community, two cases (11) and (12) demonstrated no response to this 

dimension. Whereas this is not reflected in the data at a significant level, in relation to 

the nuances of language perceived during the conversations that ‘self-awareness’ was 

not a part of the process for the advertiser / sender community. 
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Figure 5.14: The multi-dimensional positioning ‘footprint’ for advertiser / senders 
and consumer / receivers mapped against the MC5 and MB2 categories discussed 
as a visual representation of commonalties and variances as discussed in Section 

3.6.13.1 the criteria for analysis. 
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5.7 Individual conclusions from the research 

 
5.7.1 The key insights – first iteration 

 

 
Section Categorisations / dimension Redefinition 
5.7.2 MC1  Ownership 
5.7.3 MC2 Income Source 
5.7.4 MC3 Experts 
5.7.5 MC4 Flak 
5.7.6 MC5 Anti-us 
5.7.7 MB1 Underlying Motivation 
5.7.8 MB2 Suppression 
5.7.9 MB3 Underlying 

Influence 
 

Table 5.14: Conceptual position categorisations / dimension 

 
 
 
5.7.2 The Advertiser / senders MC1  – ownership categorisation 

 
The MC1 categorisation (Chapter 4, Section 4.19.1) gave an insight into the individual 

understanding of the relationship between the advertiser / senders and the idea of 

ownership. The sub-textual hermeneutic inference (HI) of this, within the transcribed 

conversations, was ascribed the A dominance / power hermeneutic inference (HI) 

dimension (Chapter 3, Section 3.11) in order to gain an insight into an understanding of 

the relationship of the concepts of ownership mapped onto the macro level conceptual 

model of manufacturing consent (Chapter 2, Section 2.3). As a reminder, the 

conversational informal discussion probes (triggers) were linked to the theme of ‘client’ 

as a symbol of the size, concentrated ownership, owner wealth and profit orientation of 

the dominant mass media firms (Herman and Chomsky (1998), Chapter 2, Section 

2.3.1), giving the researcher the opportunity to explore the sub-text of the conversation 

in line with Rubin and Rubin (2005), Chapter 3, Section 3.2.7 and the needs of data 
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analysis, and in turn, the meaning and insight into ownership on an individual and 

personal level was obtained (Chapter 3, Section 3.12.1). 

The key insight being that the cases demonstrated that there were no clear ideas of  

A dominance / power at a deeper level of understanding in the majority of cases. 

However, there were observable variances based upon the societal factors of the 

individual. These variances were to some extent to be expected where senior and more 

experienced advertiser / sender participants had reflected on the process of attempting to 

alter consumer behaviour at a deeper and more meaningful level. 

 

 
 
5.7.3 The advertiser / senders MC2 categorisation - income source 

 
The MC2 categorisation (Section 4.19.2) allowed insight into the individual 

understanding of the relationship between the advertiser / senders and the idea of 

income source. The sub-textual hermeneutic inference (HI) of this within the transcribed 

Insight 1 (derived from Section 4.19.1):  

Variance – a group and generic relationship with A dominance / power: 

When an advertiser / sender is in a relationship with the client in order to pursue an 

outcome there were no significant indicators of a dominant approach to the consumer / 

receiver. Transactionally it appears that the advertiser / sender values the relationship 

with the consumer / receiver in order to gain understanding rather than forcing the 

consumer / receiver to accept a ‘truth’ or outcome by force. Although this can  

be accepted tacitly in classical marketing concepts, the manifestation here is  

supportive of the conceptual model in terms of exploring the relationships at a  

deeper emotional level. 
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conversations was ascribed the B propaganda / influence hermeneutic inference (HI) 

dimension (Chapter 3, Table 3.16 and Table 3.17) in order to gain an insight into an 

understanding of the relationship of the concepts of income source mapped onto the 

macro level conceptual model of manufacturing consent (Chapter 2, Section 2.3). 

Conversational informal discussion probes (triggers) were linked to the theme of ‘cost 

of campaign’ as a symbol of advertising as the primary income source of the mass 

media (Herman and Chomsky (1998), giving the researcher the opportunity to explore 

the sub-text of the conversation in line with the processual needs of data analysis and in 

turn an unconscious meaning and insight into this, on an individual and personal level, 

was obtained, Chapter 3, Section 3.12.1. 

The key insight was that the cases demonstrated that there were no clear ideas of  

B propaganda / influence at a deeper level of understanding in the majority of cases 

with a marginal bias towards a weak response. 

There were no significant observable variances based upon the societal factors of the 

individual variances or a clear understanding of the significance of the idea of income 

source in relation to B propaganda / influence. 

Insight 2 (derived from Section 4.19.2): 

Variance – a group and generic relationship with B propaganda / influence: 

When an advertiser / sender factors in the cost of a campaign no significant 

indicators of a dominant approached to the consumer / receiver were detected. 

Transactionally it appears that the advertiser / sender values the relationship with the 

consumer / receiver in order to gain understanding rather than forcing the consumer 

/ receiver to accept a ‘truth’ or outcome by force. In terms of the development of the 

thesis the significance of this insight is important in relation to the concept of a 

macro theory with dominant ideas in a ‘top down’ universe. Both MC1 and MC2 
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give an insight into the process and with a suggestion that the advertiser / sender is 

part of the value exchange at a shared level rather than a dominant level. It should 

be noted here that during the process of conversation, the researcher oscillated 

between conversations of an advertiser / sender and consumer / receiver nature in 

order to continually reflect on the data (Chapter 3, Section 3.5.1) and ascribe 

meaning harmonically – the research questions, categorisations and methodology 

informing the analysis on a continuing basis. The conversations transcribed and the 

notes taken during the process (Chapter 4 and Appendices 2 and 4) longitudinally, 

allowed for reflection at all points in the process. Conceptually ideas on the nature 

of the relationships began to emerge at an early stage of the data capture process 

leading to close scrutiny of the conversational transactions. The insights at this point 

in the research (MC1 and MC2) on a surface level suppose a lack of response that 

could appear to void the conversation prompts (Herman and Chomsky (1998), 

Chapter 3, 3.5.1). However, the methodology supports the iterative and reflective 

nature of the data capture (Chapter 3, Section 3.6) and the oscillation and resonances 

between the advertiser / sender – consumer / receiver groups suggests a symbiosis 

that would not be clear, and also be too subtle to detect, in other forms of analysis. 

For want of a better term, the ‘Elephant in the Room’ is the lack of defined approach 

from the advertiser / sender community in terms of a power exchange, and as will be 

seen in relation to the consumer / receiver community a surface level ‘lack of 

interest’ in the questioning confirms the latent apathy of both groups. The research 

therefore moves towards a conceptual model of relationships where both groups are 

subject to similar forces and neither is dominant.  

Later in this chapter it will be shown how this new conceptual model relates to 

changes theoretically, in practice and in relation to policy in the socially constructed 
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world which we inhabit, giving the research an unexpected and welcome 

additionality that aids the description of the new socio-political map of consumer 

culture theory, and consumer processes on a larger conceptual bases than was 

imagined at the beginning of this study. 

 

 
5.7.4 The Advertiser / senders MC3 categorisation – experts 

 
The MC3 categorisation (Chapter 4, Section 4.19.3) allowed insight into the individual 

understanding of the relationship between the advertiser / senders and the idea of 

experts. The sub-textual hermeneutic inference (HI) of this, within the transcribed 

conversations, was ascribed the C indoctrination hermeneutic inference (HI) dimension 

(Chapter 3, Table 3.16 and Table 3.17) in order to gain an insight into an understanding 

of the relationship of the concepts of how the understanding of experts mapped onto the 

macro level conceptual model of manufacturing consent (Chapter 2, Section 2.3). 

Conversational informal discussion probes (triggers) were linked to the theme of 

‘research goals’ as a symbol of the reliance of the media on information provided by 

governments, business and ‘experts’ funded and approved by these primary sources and 

agents of power, and thus gain an insight into the issues of C indoctrination in the 

system of power exchanges from the macro level (advertiser / sender) to the micro level 

(consumer / receiver), giving the researcher the opportunity to explore the sub-text of 

the conversation in line with processual needs of data analysis (Chapter 3, Section 3.6) 

and, in turn, the meaning and insights gained on an individual and personal level.  

The key insight gained demonstrated that ideas of C indoctrination were polarised. As 

has already been stated (Chapter 5), an understanding of (MC3) experts and the 

hermeneutic inference (HI) (C indoctrination) was not clearly defined overall but an 
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almost equal weighting in terms of dialogue on the subject at two opposing ends of the 

spectrum can be seen from the multi-dimensional mapping. 

Insight 3 (derived from Chapter 4, Section 4.19.3):  

Variance – a split relationship with C indoctrination: 

When an advertiser / sender is in a relationship with an expert, or professes to have 

an expert opinion, there were split indicators of an understanding of C 

Indoctrination. Transactionally it appears that the advertiser / sender values the 

relationship with the consumer / receiver in order to gain understanding rather than 

forcing the consumer / receiver to accept a ‘truth’ or outcome by indoctrination. 

 

 

 
 
5.7.5 The advertiser / senders MC4 categorisation – flak 

 
The MC4 categorisation (Chapter 4, Section 4.19.4) allowed insight into the individual 

understanding of the relationship between the advertiser / senders and the idea of flak. 

The sub-textual hermeneutic inference (HI) of this within the transcribed conversations 

was ascribed the D disciplining and exerting pressure to change (choice) dimension 

(Chapter 3, Table 3.19 and Table 3.20) in order to gain an insight into an understanding 

of the relationship of the concepts of flak mapped onto the macro level conceptual 

model of manufacturing consent (Chapter 2, Section 2.3). Conversational informal 

discussion probes (triggers) were linked to the theme of ‘creative issues’ as symbol of 

the ‘flak’ as a means of disciplining the media ((Herman and Chomsky (1998), see 

Chapter 2, Section 2.3), giving the researcher the opportunity to explore the sub-text of 

the conversation in line with the processual needs of data analysis and in turn an 

unconscious meaning and insight into this, on an individual and personal level, was 

obtained. See Chapter 3, Section 3.11. 
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The key insight was that the cases demonstrated a clear definition of D disciplining  

and exerting pressure to change (choice) was understood across the advertiser /  

sender community.  

 

Insight 4 (derived from Chapter 4, Section 4.19.4):  

Variance – The advertiser / sender community recognises D disciplining and exerting 

pressure to change (choice) in their processes. The advertiser / sender was also subject 

to this pressure in a much stronger way than was previously understood. 

 
 
 
 
5.7.6 The advertiser / senders MC5 categorisation – anti-us 

 
The MC5 categorisation (Chapter 4, Section 4.19.5) allowed insight into the individual 

understanding of the relationship between the advertiser / senders and the idea of ‘anti-

us’. The sub-textual hermeneutic inference (HI) of this within the transcribed 

conversations was ascribed the E control of the masses and the individual dimension 

(Chapter 3, Table 3.19 and Table 3.20) in order to gain an insight into an understanding 

of the relationship of the concepts of ‘anti-us’ mapped onto the macro level conceptual 

model of manufacturing consent (Chapter 2, Section 2.3). Conversational informal 

discussion probes (triggers) were linked to the theme of ‘key competitors’ as symbol of 

‘anti-us [anti-communist in the original work]’ as a national religion and control 

mechanism ((Herman and Chomsky (1998), See Chapter 2, Section 2.3), giving the 

researcher the opportunity to explore the sub-text of the conversation in line with the 

processual needs of data analysis and in turn an unconscious meaning and insight into 

this, on an individual and personal level, was obtained. See Chapter 2, Section 3.5.1. 
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The key insight was that the cases demonstrated there is an awareness of E control of 

the masses and the individual. Therefore, based on this data capture, posing a significant 

variation from the norm in all cases with weak responses generally and a potential lack 

of understanding from all participants specifically. 

 

Insight 5 (derived from Chapter 4, Section 4.19.4):  

Variance – a group and generic awareness relationship with E control of the 

masses and the individual was present. When an advertiser / sender is in a 

relationship with the client in order to pursue an outcome there were no significant 

indication of an awareness of key competitors and in turn, flak. Transactionally it 

appears that the advertiser / sender does not take this into consideration during the 

exchange process, therefore the idea of persuasion by the advertiser / sender does 

not appear to occur. Both groups are equal and there is no reflection of the MB view 

of control in an ‘anti-us’ context. 

 

 

5.7.7 The Consumer / receiver MB1 categorisation – underlying motivation 

 
The MB1 categorisation (Chapter 4, Section 4.19.6) allowed insight into the individual 

understanding of the relationship between the consumer / receiver and the idea of the 

underlying motivation to engage. The sub-textual hermeneutic inference (HI) of this 

within the transcribed conversations was ascribed the B Power of advertising exerted 

on the individual dimension (Chapter 3, Table 3.16 and Table 3.17) in order to gain an 

insight into an understanding of the relationship of the concepts of underlying 

motivation mapped onto the micro level conceptual model of motivational behaviour. 

Conversational informal discussion probes (triggers) were linked to the theme of 

‘motivation’ as a symbol of those factors of which the consumer is consciously aware 
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and willing to disclose to the researcher (Tadajewski, 2006 Chapter 2, Section 2.4), 

giving the researcher the opportunity to explore the sub-text of the conversation  

in line with the processual needs of data analysis and in turn an unconscious meaning 

and insight into this, on an individual and personal level, was obtained (Chapter 3, 

Section 3.11). 

The key insight was that the cases demonstrated there was a strong (S) position 

emerging from the data where the array of composite positions indicated that consumer 

/ receivers were very motivated in regards to their responses to brands. This gives the 

hermeneutic inference (HI) (B power of advertising exerted on the individual) a distinct 

outline in relation to the consumer / receivers conscious awareness of motivational 

behaviour is influenced in the value exchange process. 

The consumer / receiver had little or no conscious awareness of advertising influence  

on them even (and significantly) when the conversation is focused on the subject  

of advertising. 

Insight 6 (derived from Chapter 4, Section 4.19.6):  

Commonality – a dominant relationship with B power of advertising exerted on the 

individual was outlined by the data: When a consumer / receiver is in a relationship 

with the advertiser / sender the consumer / receiver can be seen to accept this 

relationship in all, if not most, situations. Transactionally it appears that the 

consumer / receiver values the transactions that occur and is defined to an extent in 

their relationship with the process (see Key insight Chapter 6, Section 6.5.10 in 

relation to Indoctrination for further supportive evidence of the reciprocal nature of 

the process). 
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5.7.8 The Consumer / receiver MB2 categorisation – suppression 

 
The MB2 categorisation (Chapter 4, Section 4.19.7) allowed insight into the individual 

understanding of the relationship between the consumer / receiver and the idea of 

suppression. The sub-textual hermeneutic inference (HI) of this within the transcribed 

conversations was ascribed the E suppression of information / sub-text dimension 

(Chapter 3, Table 3.19 and Table 3.20) in order to gain an insight into an understanding 

of the relationship of the concepts of suppression mapped onto the micro level 

conceptual model of motivational behaviour (Chapter 2, Table 2.2). As discussed in 

Chapter 3, conversational informal discussion probes (triggers) were linked to the theme 

of a conflict of interest in the dialogue (Tadajewski (2006) Chapter 2, Section 2.6), 

giving the researcher the opportunity to explore the sub-text of the conversation in  

line with the processual needs of data analysis and in turn an unconscious meaning  

and insight into this, on an individual and personal level, was obtained (Chapter 3, 

Section 3.11). 

The key insight was that the cases demonstrated that there were no clear ideas of  

A dominance / power at a deeper level of understanding in the majority of cases. 

However, there were observable variances based upon the experiential factors 

surrounding the individual. These variances were to some extent to be expected where 

senior and more experienced advertiser / sender participants had reflected on the process 

of attempting to alter consumer behaviour at a deeper and more meaningful level. 
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Insight 7 (derived from Chapter 4, Section 4.19.7): 

Commonality – consumer / receiver’s do not demonstrate suppression of response to 

their relationship with the exchange process to a significant level. This position 

supports the view that in relation to the micro theory, the consumer / receiver is 

completely immersed in the process and is inextricably embedded in the value 

exchange process. 

 
 
 
5.7.9 The consumer / receiver MB3 categorisation –  

underlying influence 

  
The MB3 categorisation (Chapter 4, Section 4.19.8) allowed insight into the individual 

understanding of the relationship between the consumer / receiver and the idea of 

underlying influence. The sub-textual hermeneutic inference (HI) of this within the 

transcribed conversations was ascribed the A B C D influence on (the consumer / 

receiver), (Chapter 3, Table 3.19 and Table 3.20) in order to gain an insight into an 

understanding of the relationship of the concepts of underlying influence mapped onto 

the micro level conceptual model of motivational behaviour (Chapter 2, Table 2.2) 

Conversational informal discussion probes (triggers) were linked to the theme of a 

conflict of interest in the dialogue (Tadajewski (2006) Chapter 2, Section 2.6), giving 

the researcher the opportunity to explore the sub-text of the conversation in line with the 

processual needs of data analysis and in turn an unconscious meaning and insight into 

this, on an individual and personal level, was obtained. See Chapter 3, Section 3.11. 

Relationally, in regards to MB2 the underlying influence (MB3) occurred but not 

necessarily with any suppression of the responses (MB2) 

The key insight was that the cases demonstrated that there were strong indicators of A 

B C D influence on (the consumer / receiver) at a deeper level of understanding in 
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the majority of cases, giving support for the theoretical position that the consumer / 

receiver is influenced by motives outside of their ability to effect in relation to their 

responses to brands to which they were unaware.  

Significantly for the research, it was also of note in the dialogues with the advertiser / 

sender community leading to the emergence of a new conceptual model in relation to 

the phenomena (Chapter 6, Section 6.4.4). 

 

Insight 8 (derived from Chapter 4, Section 4.19.8):  

Commonality – a predominantly strong group response to A B C D  

Influence on (the consumer / receiver) can be perceived: In relation to the sub- 

textual referencing the consumer / receiver was not attempting to withhold data 

throughout the research. This insight can be seen to be significant later in the 

findings in relation to the outcome of the cross case analysis (Sections 5.2 – 5.6) 

where the advertiser / sender is equally ‘within’ the process (Chapter 6, Sections 

6.5.1 – 6.5.13). A position, it can be argued, that can only be understood within the 

research method outlined (Chapter 3, Section 3.3) where the data oscillation and 

resonances are detected as part of the iterative process (Chapter 3, Section 3.5). 
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5.7.10 Summary of first iteration 

 
Table 5.15 
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Table 5.15 summarises the key insights of Chapter 4 - the first iteration of the generated 

data. The first iteration focused upon the insights gained at an individual level within 

the two separate groups of advertiser / sender and consumer / receiver. Chapter 4, 

Sections 4.19.1 – 4.19.9 were discussed presenting the scope of insight within the 

individual cases highlighting the commonalties and variances found. The outcome of 

this first iteration thus forms the basis for the second analytical iteration.  

 
5.8 Cross-case conclusions from the research 

 
5.8.1 The key insights – second iteration 

 

Section Hermeneutic Inference (HI) 
dimension 

Redefinition 

5.8.2 A  Dominance / Power 
 

5.8.3 B Propaganda / Influence 
 

5.8.4 C Indoctrination 
5.8.5 D Disciplining and exerting pressure to 

change (Choice) 
 

5.8.6 E Control of the masses and the individual 
 

Table 5.16: Hermeneutic inference (HI) dimensions 

 
5.8.2 The CC1 A  dominance / power hermeneutic inference (HI) dimension – 

MC1  + MB3 

 
The cross-case A dominance / power hermeneutic inference (HI) dimension analysis 

(Section 5.2) confirmed the outcome of the analysis contained in Section Chapter 4, 

Section 4.20, that, throughout all cases, there was an interpretation of an underlying 

conformity of behaviour in the two groups that had not been expected in the original 

research and design of the research question. The emergent theory, as a direct result of 

the data analysis, is complex in construct as it is predicated upon the interplay of data 
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and the analysis of the complexities of the dialogues and results in the acceptance of an 

alternative conceptual paradigm within the real world landscape explored. The iteration 

allowed for the identification of situation specific commonalties found within the 

advertiser / sender + consumer / receiver = consumer behaviour experiential social 

construct and have been delineated as insights within this study as: A dominance / 

power hermeneutic inference (HI) dimension, B propaganda / influence, C 

indoctrination, D disciplining and exerting pressure to change (choice) and E control of 

the masses and the individual (Sections 5.2 – 5.6). 

Insight 9 (derived from Section 5.2):  

Commonality – As previously stated (Section 5.2), the data suggests that in both 

groups, in the separate and cross case positions, an insight into how the MC1 and 

MB3 groups have a marginally strong understanding of the hermeneutic inference 

(HI) of A dominance / power. Further analysis and reflection on the dialogues 

undertaken in this longitudinal study suggest few embedded variances in groups 

with mixed and no clear differentiation or focused positions ascribed to the data. In 

‘listening to the data’ it can be concluded that both groups are subject to the same 

forces in terms of A dominance / power. The advertiser / sender community is 

assumed to have a deeper and more self-aware relationship with brand persuasion 

techniques, this has not emerged from the research data. 

The data suggests that advertiser / sender + consumer / receiver are equally affected 

by A dominance / power (Chapter 2, invisible government and control), section, 

this is not explicit in the literature (Chapter 2) and therefore it can be asserted that 

the hermeneutic inference (HI) dimension contributes to a new theoretical paradigm 

in relation to this and the following categorisations. 
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5.8.3 The CC2 B  propaganda / influence hermeneutic inference (HI) 

dimension – MC2 + MB1 

  
The cross-case B propaganda / influence hermeneutic inference (HI) dimension 

analysis (Section 5.3) confirmed the outcome of the analysis contained in Chapter 4, 

Section 4.20, that, throughout all cases, there was an interpretation of an underlying 

conformity of behaviour in the two groups that had not been expected in the original 

research and design of the research question. The emergent theory, as a direct result of 

the data analysis, is complex in construct as it is predicated upon the interplay of data 

and the analysis of the complexities of the dialogues and results in the acceptance of an 

alternative conceptual paradigm within the real world landscape explored. The iteration 

allowed for the identification of situation specific commonalties found within the 

advertiser / sender + consumer / receiver = consumer behaviour experiential social 

construct and have been delineated as insights within this study as: A dominance / 

power hermeneutic inference (HI) dimension, B propaganda / influence, C 

indoctrination, D disciplining and exerting pressure to change (choice) and E control of 

the masses and the individual (Sections 5.2 – 5.6). 

Insight 10 (derived from Section 5.2):  

Variance – with the discrepancies outlined (Section 5.2) and the variance in 

perception, it is significant to note that this shared divergence suggests an 

underlying reciprocity that can be misinterpreted in the early stages of the research 

process. Only the cross-case comparison gives the researcher the opportunity to 

reflect on the data in terms of an investigation of the resonances and oscillations that 

can be detected in the reading of the data. 

The emerging theoretical position in relation to the research question, literature and 
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the conceptual ‘meso’ level conceptualisation provides the researcher with an 

altered position where the macro to micro ‘top down’ approach to the exploration of 

the factors that influence brand persuasion from an advertiser / senders and 

consumer / receivers position will need to be repositioned. 

 
 

5.8.4 The CC3 C  indoctrination hermeneutic inference (HI) dimension 

 

The cross-case C indoctrination hermeneutic inference (HI) dimension analysis 

(Section 5.4) confirmed the outcome of the analysis contained in Chapter 4, Section 

4.20 that, throughout all cases, there was an interpretation of an underlying conformity 

of behaviour in the two groups that had not been expected in the original research and 

design of the research question. The emergent theory as a direct result of the data 

analysis is complex in construct as it is predicated upon the interplay of data and the 

analysis of the complexities of the dialogues and results in the acceptance of an 

alternative conceptual paradigm within the real world landscape explored. The iteration 

allowed for the identification of situation specific commonalties found within the 

advertiser / sender + consumer / receiver = consumer behaviour experiential social 

construct and have been delineated as insights within this study as: A dominance / 

power hermeneutic inference (HI) dimension, B propaganda / influence, C 

indoctrination, D disciplining and exerting pressure to change (choice) and E control of 

the masses and the individual (Sections 5.2 – 5.6). 

Insight 11 (derived from Section 5.2):  

Variance – As already stated (Section 5.2) the combined MC3MB3 commonalties 

and variances offer a paradoxical view of the data in relation to the literature 
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(Chapter 2) where conflicting outcomes are reflected in the polarised positions 

demonstrated. An emerging theme of total indoctrination across both groups is 

reflected in the data, although the advertiser / sender community is  

better equipped with the language of brand persuasion and an understanding of the 

value exchange process, this knowledge is not passing ‘down’ to the consumer / 

receiver transactionally.  

A strong (S) pattern of behaviour in relation to the underlying influence on the 

consumer / receiver is present and is to some extent to be expected in relation to the 

transactional process that the consumer / receiver is in receipt of by the nature of the 

intrinsic process. However as stated (Section 5.4.2), ‘the dispersed overall data array 

in terms of dialogue in regards to the advertiser / sender appears to support the 

developing conceptual idea that the macro to micro distribution of ideas in the value 

exchange process is non-linear and is in fact more closely aligned to the non-linear 

histories patterning ascribed to the literature review (Chapter 2) where the 

experiential social construct and development of ideas can be viewed without 

historical or temporal (linear) progression’. 

 
 

 

5.8.5 The CC4 D  disciplining and exerting pressure to change (choice) 

hermeneutic inference (HI) dimension 

  
The cross-case D disciplining and exerting pressure to change (choice) hermeneutic 

inference (HI) dimension analysis (Section 5) confirmed the outcome of the analysis 

contained in Chapter 4, Section 4.20 that, throughout all cases, there was an 

interpretation of an underlying conformity of behaviour in the two groups that had not 

been expected in the original research and design of the research question. The 
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emergent theory, as a direct result of the data analysis, is complex in construct as it is 

predicated upon the interplay of data and the analysis of the complexities of the 

dialogues and results in the acceptance of an alternative conceptual paradigm within the 

real world landscape explored. The iteration allowed for the identification of situation-

specific commonalties found within the advertiser / sender + consumer / receiver = 

consumer behaviour experiential social construct and have been delineated as insights 

within this study as: A dominance / power hermeneutic inference (HI) dimension, B 

propaganda / influence, C indoctrination, D disciplining and exerting pressure to 

change (choice) and E control of the masses and the individual (Sections 5.2 – 5.6). 

 

Insight 12 (derived from Section 5.2):  

Commonality – The advertiser / senders were aware of the issues in this dimension 

to a greater degree than the proceeding categorisations. At the same time the 

consumer / receivers were seen to be heavily influenced by this part of the process. 

This correlation is in keeping with the linear process of influencing brand persuasion 

from the advertiser  / sender to consumer / receiver. Of note are the 3 MB3 Cases 

(26, 27 and 28) that did not conform to the informal decision probes and fall outside 

of the limitations of this study. 

 
 

5.8.6 The CC5 E  control of the masses and the individual hermeneutic 

inference (HI) dimension 

 
The cross-case E control of the masses and the individual hermeneutic inference (HI) 

dimension analysis (Section 5.6) confirmed the outcome of the analysis contained in 

Chapter 4, Section 4.20 that, throughout all cases, there was an interpretation of an 
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underlying conformity of behaviour in the two groups that had not been expected in the 

original research and design of the research question. The emergent theory, as a direct 

result of the data analysis, is complex in construct as it is predicated upon the interplay 

of data and the analysis of the complexities of the dialogues and results in the 

acceptance of an alternative conceptual paradigm within the real world landscape 

explored. The iteration allowed for the identification of situation specific commonalties 

found within the advertiser / sender + consumer / receiver = consumer behaviour 

experiential social construct and have been delineated as insights within this study as: A 

dominance / power hermeneutic inference (HI) dimension, B propaganda / influence, C 

indoctrination, D disciplining and exerting pressure to change (choice) and E control of 

the masses and the individual (Sections 5.2 – 5.6). 

Insight 13 (derived from Section 5.2):  

Variance – The cross-case analysis overview and comparisons demonstrate that, 

overall, the insight taken from conversations in relation to E control of the masses 

and the individual is that both groups were unaware of the controls upon them.  

Although an understanding of (MC5) anti-us and the hermeneutic inference (HI) (E 

control of the masses and the individual) was defined overall for the advertiser / 

sender community, two cases (11) and (12) demonstrated no response to this 

dimension. Whereas this is not reflected in the data at a significant level, in relation 

to the nuances of language perceived during the conversations, ‘self-awareness’  

was not a part of the process for the advertiser / sender group, or the consumer / 

receiver group.	  
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5.8.7 Summary of second analytical iteration 

 
Section 5.8.2 5.8.3 5.8.4 5.8.5 5.8.6 

Insight 9 10 11 12 13 

Commonality / 
Variance 

Commonality Variance Variance Commonality Variance 

Chapter 5 source Section 5.2 Section 5.3 Section 5.4 Section 5.5 Section 5.6 

 

2nd iteration: 
Insights 

 

 

Both Groups 
subject to, and 
equally affected 
by, the 
categorisation.  

 

Not one affecting 
the other. 

 

Resonances and 
oscillations detect 
reciprocal 
response to the 
categorisation.  

 

The meso level 
concept becomes 
dominant. 

 

 

Paradox. 

Conflicted 
outcomes. 

 

Total 
Indoctrination. 

 

Linear 
progression. 

 

In keeping with 
original position 
but anomalies 
suggest 
divergence. 

 

Both groups 
unaware of 
controls 
upon them. 

 

‘Self-
awareness’ 
was not part 
of the 
process. 

 

Hermeneutic 
Inference (HI) 
Categorisation 

 

A Dominance / 
Power 

 

B Propaganda / 
Influence 

 

C Indoctrination 

 

D Disciplining 
and exerting 
pressure to 
change 

 

 

E Control of 
the masses 
and the 
individual 

 
Table 5.17: Summary of the key insights of the second iteration (Chapter 5) 

 
Table 5.17 summarises the key insights of Chapter 5 – the second iteration of the 

generated data. This second iteration (in line with the hermeneutic interpretive approach 

of the research design outlined in Section Chapter 3, Section 3.6) sought comparative 

insights at the cross-case level and developed commonality and variance detail of the 

advertiser / sender and consumer / receiver cases.  

The outcome of the second iteration thus enables identification of the commonalities, 

probes (triggers), variances and situation specifics and forms the basis for the 

development of the key insights of the thesis – the identification of the commonalities 

and variances needing ‘hermeneutical extraction’ (Pieranuzi, 1997) undertaken in 

Chapter 6 as part of the development of the conceptual model. 
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5.9 From cross case to emergent conceptual model 

 
5.9.1 Mapping outcomes 

 

Chapter 3 outlines and positioned the key themes of the research design in relation to 

the research question, aim and objectives. 

Here, the research finalises the mapping undertaken as a conclusion by repositioning the 

5 HI inferences A, B, C, D, and E in relation to the manufacturing consent and 

motivational behaviour macro to micro level areas of investigation in order to illustrate 

the cross case analysis. The repositioning also demonstrates that the analysis was robust 

and has matched the criteria of the parallel research design that is inclusive of the 

QUAL and QUANT parallel approach undertaken and outlined in Chapter 3. Once 

outlined the conclusion moves to present the results of the analysis mapped onto the 

emergent model (Chapter 6). 

The insights were then positioned on the emergent model in relation to the research 

design (Chapter 2) to establish if the mapping reflected the tacit belief of a ‘top down’ 

model of emotional behaviour. As will be shown, the repositioning of the data from the 

analysis presents a series of findings that suggest that the model needs to be redefined as 

the weight of insights and findings ‘bends’ the model to show that the meso level of 

meaning in context has more ‘weight’ than has previously been described (Chapter 2). 

The emphasis and clustering of insights to follow, (Section 5.10) at the meso level of 

interface can then be described in relation to the works of Vargo and Lusch (2004) with 

a discussion and mapping of the Foundational Principles in Chapter 6 against the 

motivational behaviour and manufacturing consent positions that have been interrogated 

throughout. This mapping and subsequent repositioning presents a new conceptual 



   340 

position and model that describes the theory outlined here and in Vargo and Lusch 

(2004) for this first time (Chapter 6). 

Figure 5.14 represents the initial conceptual position in relation to the literature 

described in Chapter 2 as the A/S (MC macro)  > C/R (MB micro) model where the 

center of the diagram is the position of interface and the area of inquiry at the meso 

level of behavior. 

Figure 5.16 presents the first position for the A Dominance / Power Hermeneutic 

Inference (HI) subtextual reference of MB3 as a C/R level point of reference. Figure 

5.17 adds the MC1 parallel sub textual reference for the Hermeneutic Inference (HI). 

Figures 5.18 – 5.25 continue the mapping process to outline the distribution of 

Hermeneutic Inferences (HI) as a lattice of meaning crossing both areas of inquiry at the 

macro and micro levels of investigation in preparation for the addition of the further 

overlay of information from the Insights gained in Chapter 5. 

5.9.2 Construct of a mapping from Macro and Micro positions to present 

Hermeneutic Inferences (HI) in relation to the cross case analysis 

 

 
Figure 5.15: Initial conceptual position Chapters, 1, 2, 3 and 4 
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Figure 5.16: Mapping of first MB reference in relation to A Dominance / Power ‘node’ 

 
Figure 5.17: Mapping of first MC reference in relation to A Dominance / Power ‘node’, 

described in Chapter 3 

 

Dominance / Power

Propaganda Influence

Indoctrination

Disciplining and
exerting pressure to

change (choice)

Control of the masses
and the individual

A

B

E

D

C

A/S

C/R

MB3

Dominance / Power
A

Dominance / Power

Propaganda Influence

Indoctrination

Disciplining and
exerting pressure to

change (choice)

Control of the masses
and the individual

A

B

E

D

C

A/S

C/R

MC1
Dominance / Power

A

MB3

Dominance / Power
A



   342 

 

 
Figure 5.18: Mapping of MB1 reference in relation to B Propaganda Influence ‘node’, 

described in Chapter 3 
 

 

 
Figure 5.19: Mapping of MC2 reference in relation to B Propaganda Influence ‘node’, 

described in Chapter 3 
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Figure 5.20: Mapping of MB3 reference in relation to C Indoctrination ‘node’, 

described in Chapter 3 

 

 
Figure 5.21: Mapping of MC3 reference in relation to C Indoctrination ‘node’, 

described in Chapter 3 
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Figure 5.22: Mapping of MB3 reference in relation to D Discipline ‘node’, described in 

Chapter 3 
 

 
Figure 5.23: Mapping of MC3 reference in relation to D Discipline ‘node’, described in 

Chapter 3 
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Figure 5.24: Mapping of MB2 reference in relation to E Control ‘node’, described in 

Chapter 3 

 
 

 
Figure 5.25: Mapping of MC5 reference in relation to E Control ‘node’, described in 

Chapter 3 
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5.10 Insights mapped onto emergent model 

Each Insight from 1 – 13 is mapped over the emergent conceptual model. Each Insight 

is positioned on the emergent conceptual model at the point of interface in relation to 

the data analysis and cross case analysis outcomes from Chapters 4 and 5. The 

following tables are a summary of the data analysis of Chapter 4 and the cross case 

analysis of Chapter 5. The 13 Insights were collected that relate to the commonalities of 

meaning in Insights 6, 7, 8, 9 and 12 in context and of the variances in Insights 1, 2, 3, 

4, 5, 10, 11 and 13 in relation to the original ‘top down’ model as originally presented.  

An outline prototype consumer behaviour model based in context identified from the 

commonalities and variances of use and meaning for advertiser / sender (Chapter 2, 

Section 2.2.1) and consumer / receiver (Chapter 2, Section 2.2.3) in relation to 

consumer behaviour is emergent and described (Figure 6.7 and Figure 6.8). 

The emergent behavioural framework evolves from the shared experience of the two 

groups within the research (Figure 6.4), presenting a position whereby both groups 

reflect each other rather than one group dominating the other. 
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5.10.1 Insight 1 – Variation 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.2 insight key 
insight. 

An understanding that there are no dominant forces acting 
upon the consumer / receiver 

QUAL + QUANT 
outcome 
The personal 
constructs of meaning 
in relation to 
manufacturing consent 
and motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) 
within individual 
specific context(s). 

Awareness and understanding were weak (W) in relation to 
this aspect and the sub textual hermeneutic inference (HI) 
supports this position. 

Table 5.18  
 

  

Dominance / Power

Propaganda Influence

Indoctrination

Disciplining and
exerting pressure to

change (choice)

Control of the masses
and the individual



�

�

�

�

A/S

C/R

MC1
Dominance / Power


MC2

Propaganda Influence
�

MC3

Indoctrination
�

MC4

Disciplining and
exerting pressure to

change (choice)

�

MC5

Control of the masses
and the individual

�
MB1

Propaganda Influence
�

MB2

Control of the masses
and the individual

�

MB3

Dominance / Power


Disciplining and
exerting pressure to

change (choice)

�

MB3
Disciplining and

exerting pressure to
change (choice)

�

MB3

INSIGHT 1
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5.10.2 Insight 2 – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.3 key insight key 
insight. 

An acceptance that there appears to be no significant 
influence of the advertiser / sender (Chapter 2, Section 
2.2.1) on consumer / receiver (Chapter 2, Section 2.2.3) and 
therefore reciprocal relationships with consumer / receiver 
(Chapter 2, Section 2.2.3) emerged. 

QUAL + QUANT 
outcome 
The personal constructs 
of meaning in relation 
to manufacturing 
consent and 
motivational behaviour 
(Chapter 2, Section 2.3 
– 2.4) within individual 
specific context(s). 

Within the personal constructs of meaning in relation to 
manufacturing consent and motivational behaviour (Chapter 
2, Section 2.3 – 2.4) within individual specific contexts both 
groups responded equally. 

Table 5.19  

  

Dominance / Power
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change (choice)
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and the individual

E
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B

MB2

Control of the masses
and the individual

E

MB3

Dominance / Power
A
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change (choice)

D

MB3
Disciplining and

exerting pressure to
change (choice)

D

MB3

INSIGHT 1

INSIGHT 2
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5.10.3 Insight 3 – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from 
Section 5.7.4 key 
insight. 

Relational values with consumer / receiver (Chapter 2, Section 
2.2.3) and advertiser / sender (Chapter 2, Section 2.2.1). There 
is little supportive evidence of indoctrination of but co-
participant in the process and the advertiser / sender (Chapter 
2, Section 2.2.1) is equally affected as the consumer / receiver. 

QUAL + QUANT 
outcome 

The personal 
constructs of 
meaning in relation 
to manufacturing 
consent and 
motivational 
behaviour (Chapter 
2, Section 2.3 – 2.4) 
within individual 
specific context(s). 

Supports the initial assumptions in relation to the data (Chapter 
4, Section 4.3 – 4.18, Chapter 5, Sections 5.2 – 5.6). 

Table 5.20  

Dominance / Power

Propaganda Influence

Indoctrination

Disciplining and
exerting pressure to

change (choice)

Control of the masses
and the individual
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and the individual
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�
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�
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exerting pressure to
change (choice)

�

MB3

INSIGHT 1

INSIGHT 2 INSIGHT 3
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5.10.4 Insight 4 – Variance 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.5 key insight 

An understanding that the advertiser / sender (Chapter 2, 
Section 2.2.1) is affected by the pressure and not affecting 
change on the consumer / receiver (Chapter 2, Section 2.2.3) 
and is contrary to the position of the original research 
question and related literature.  

QUAL + QUANT 
outcome 
The personal 
constructs of meaning 
in relation to 
manufacturing 
consent and 
motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) 
within individual 
specific context(s). 

Contradicts the initial assumptions (Chapter 2) research 
position (Chapter 3) and supports a revision of the theoretical 
model to be discussed in Chapter 6. 

Table 5.21  
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5.10.5 Insight 5 – Variance 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.6 key insight  

Evidence that there are no indications of control of the masses 
and no indication of awareness of the process outside of the 
process by the advertiser / sender (Chapter 2, Section 2.2.1) and 
therefore both groups are accepting of the process on the 
consumer / receiver, and in turn, the advertiser / sender (Chapter 
2, Section 2.2.1). 

QUAL + QUANT 
outcome 

The personal constructs of 
meaning in relation to 
manufacturing consent and 
motivational behaviour 
(Chapter 2, Section 2.3 – 
2.4) within individual 
specific context(s). 

Contradicts the initial assumptions (Chapter 2) research position 
(Chapter 3) and supports a revision of the theoretical model to 
be discussed in Chapter 6. 

Table 5.22 
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5.10.6  Insight 6 – Variance 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.7 key insight  

An understanding that the consumer / receiver (Chapter 2, 
Section 2.2.3) is completely immersed within the exchange 
process and dominated by the process. 

QUAL + QUANT 
outcome 
The personal constructs 
of meaning in relation to 
manufacturing consent 
and motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) within 
individual specific 
context(s). 

Contradicts the initial assumptions (Chapter 2) research 
position (Chapter 3) and supports a revision of the 
theoretical model to be discussed in Chapter 6. 

Table 5.23 
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5.10.7 Insight 7 – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.8 key insight 

No attempt to withhold information in the process by the 
consumer / receiver. The consumer / receiver (Chapter 2, 
Section 2.2.3) is influenced by the process. 

QUAL + QUANT 
outcome 
The personal 
constructs of meaning 
in relation to 
manufacturing 
consent and 
motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) 
within individual 
specific context(s). 

Contradicts the initial assumptions (Chapter 2) research 
position (Chapter 3) and supports a revision of the theoretical 
model to be discussed in Chapter 6. 

 

Table 5.24  
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INSIGHT 4 INSIGHT 5

INSIGHT 6

INSIGHT 7
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5.10.8  Insight 8 – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.7.9 key insight  

A predominantly strong group response to Influence on 
(the consumer / receiver) can be perceived: In relation to 
the sub- textual referencing the consumer / receiver was 
not attempting to withhold data throughout the research. A 
position, it can be argued, that can only be understood 
within the research method outlined where the data 
oscillation and resonances are detected as part of the 
iterative process. 

QUAL + QUANT 
outcome 

The personal constructs 
of meaning in relation to 
manufacturing consent 
and motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) within 
individual specific 
context(s). 

Supports the initial assumptions in relation to the data 
(Chapter 4, Section 4.3 – 4.18, Chapter 5, Sections 5.2 – 
5.6). 

Table 5.25 
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5.10.9  Insight 9 – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.8.2 

Groups being subject to, and equally affected by, the 
categorisation and not one affecting the other in a linear ‘top 
down’ structured model. 

QUAL + QUANT 
outcome 
The personal 
constructs of meaning 
in relation to 
manufacturing 
consent and 
motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) 
within individual 
specific context(s). 

Contradicts the initial assumptions (Chapter 2) research position 
(Chapter 3) and supports a revision of the theoretical model to 
be discussed in Chapter 6. 

Table 5.26 
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5.10.10 Insight 10 – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.8.3 key insight 

Resonances and oscillations detecting reciprocal responses 
to the categorisations. The meso level concept becomes 
dominant. 

QUAL + QUANT 
outcome 
The personal constructs 
of meaning in relation to 
manufacturing consent 
and motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) within 
individual specific 
context(s). 

Contradict the initial assumptions (Chapter 2) research 
position (Chapter 3) and supports a revision of the 
theoretical model to be discussed in Chapter 6. 

Table 5.27 
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5.10.11 Insight 11 – Variance 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.8.4 key insight 

Paradox. Conflicted outcomes. Total Indoctrination. 

QUAL + QUANT 
outcome 

The personal constructs 
of meaning in relation to 
manufacturing consent 
and motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) within 
individual specific 
context(s). 

Contradicts the initial assumptions (Chapter 2) research 
position (Chapter 3) and supports a revision of the theoretical 
model to be discussed in Chapter 6. 

Table 5.28 
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5.10.12 Insight 12  – Commonality 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from Section 
5.8.5 key insight 

Linear progression in keeping with the original position, but 
anomalies suggest divergence. 

 

QUAL + QUANT 
outcome 
The personal 
constructs of meaning 
in relation to 
manufacturing 
consent and 
motivational 
behaviour (Chapter 2, 
Section 2.3 – 2.4) 
within individual 
specific context(s). 

Contradict the initial assumptions (Chapter 2) research position 
(Chapter 3) and supports a revision of the theoretical model to 
be discussed in Chapter 6. 

Table 5.29  
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5.10.13 Insight 13 – Variance 

 

 
From the data Insight derived (below) and positioned (above) 

Derived from 
Section 5.8.6 

Both groups being unaware of controls upon them and that ‘self-
awareness’ was not part of the process. 
 

QUAL + QUANT 
outcome 

Contradicts the initial assumptions (Chapter 2) research position 
(Chapter 3) and supports a revision of the theoretical model to be 
discussed in Chapter 6. 

Table 5.30 
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5.11 Data described conceptual model to connectivity conceptual model 

The development of the 13 key insights of this thesis: connectivity in context from the 

data analysis (Section 5.10.1 – 5.10.13) can be mapped in Figure 5.26 as: 

 

 
Figure 5.26: The data described conceptual model towards an emergent conceptual 

model. 
 

 

Where the flow and focus of the data between concepts is described it emphasises  

the robust and detailed analysis and cross case analysis, and review undertaken.  

The 1 – 13 insights (Sections 5.10.1 – 5.10.13) derived from the empirical data analysis 

and subsequent cross-case analysis when mapped across the initial conceptual model 

(Chapter 2) present a more porous, and unexpected relationship between the advertiser / 

sender and consumer / receiver. Where the relationships are more reciprocal and in turn 
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shifting in emphasis to an equal and reciprocal relationship dominated by the meso level 

domain. 

 
5.11.1  Summary and articulation of the key insights of the thesis:  

Extracted variances of connectivity 

 
Given the discussions, observations and interpretations made within Section 5.10 and 

the derivation of insights as illustrated in (Figure 5.26), the following summary can be 

made which highlight the key insights for theory development. 
 

• The personal constructs of meaning in relation to manufacturing consent and 
motivational behaviour (Chapter 2) within individual specific contexts 
contradict the initial assumptions (Chapter 2) research position (Chapter 3) and 
support the emergent theoretical model to be discussed within Chapter 6 and 
specifically in relation to these insights. 

 

• The emergent behavioural framework that impacts upon the shared experience 
of the two groups within the research supports the reciprocal relationships model 
proposed and later described (Chapter 6). 

 

• An outline prototype consumer behaviour model based in context identified 
from the commonalities and variances of use and meaning for advertiser / sender 
and consumer / receiver in relation to consumer behaviour is emergent in 
description in Chapter 5 and described in Chapter 6. 

 

Chapter 5 locates the findings within the discussion of related meaning in the context of 

evolving dominant logic models of behaviour.  

Chapter 5 then presents the initial conceptual model in relation to the initial research 

position before moving to conclude the research findings in regards to a developmental 

emergent conceptual model in Chapter 6.  

The initial conceptual model has had to be redrawn as a conclusion to the research as 

the focus of insights at the meso level of investigation have forced the researcher to 

reconsider the model as the data presents a meso dominant model. As the meso 

dominant level is the focus then the final mapping of the Foundational Principles onto 
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the initial model causes the researcher to reconsidered the shape of the model and its 

meaning; and in so doing moves to a design that presents an emergent conceptual model 

of meso dominant behaviour is that finds supporting theory within the works of Vargo 

and Lusch. 

 
5.12 Conclusion 

The overriding interpretation that can be made from the collective data is that there is a 

frequent and strong recurring relationship of connection between the two groups in the 

study. The articulation of this is individually complex as it is based on the Crabtree and 

Miller (2008) and Gummeson (2003) proposal that the development of theory is a 

consequence of a reflexive ‘oscillation’ within and between the known and the 

unknown (Chapter 3), and simultaneously between the constituent parts of the study 

from the generated data – Chapter 4) and the whole (Chapters 3 and 5). This approach 

to the ‘development of theory’ is also keenly observed in the data and this reverberative 

effect creates a harmonic ‘resonance’ between the ‘parts’ and the ‘whole’ (Chapter 3, 

Section 3.7.2) is a representation of the reality of data generation at the interface 

between manufacturing consent and motivational behaviour. 

The resonance of the parts to the whole allows the data to emerge through a continuous 

‘filter’ of the data by revisiting the ideas discussed and also continuing to move the 

questioning and simultaneous data analysis on together rather than sequentially. Here, 

the data has given the research a clearer insight into the factors that influence brand 

persuasion by altering the early adoptive model of a ‘top down’ universe where the 

advertiser / sender is part of a ‘knowing’ manufacturing consent process and this is 

‘passed down’ to the consumer / receiver, forcing the redrafting of the conceptual model 

to a parallel and equal flow in terms of dialogue between participating groups. 
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Dialogues presented in this and proceeding chapters give the researcher a series  

of ‘sign-posts’ and cues to the internal dialogue that passes through the value  

exchange process. 

However, such an articulation would be expected within any social construct found in  

a westernised culture – therefore the activity of brand persuasion, as defined in this 

study, is a social construct that takes place at the human and individual level. 

Given the nature of the meta-narrative within the study – an underlying and  

unconscious collective total indoctrination – there are a number of situation specific 

commonalities also observed; such commonalities have a foundation in the individual’s 

attitude and behaviour to the world and people around them and are visible through 

concepts such as A dominance / power, B propaganda / influence, C indoctrination, D 

disciplining and exerting pressure to change (choice), and E control of the masses and 

the individual. 

 
Chapter 5 and the preceding Chapter 4 have reported the findings of the individual cases 

that have engaged with the study and analysed the generated data using the methods as 

detailed in Chapter 3. This chapter sought to arrive at a cross-case comparative analysis, 

seeking insight into the commonalities and variances within the separate and combined 

groups in relation to the exploration of the factors that influence brand persuasion from 

both an advertiser / senders and consumer / receivers position.  

There is clear indication that the plausibility of manufacturing consent and motivational 

behaviour in relation to brands in order to extend our understanding of behaviour in a 

value exchange process appears to be a highly personalised and intimate activity. 

Giving rise to ideas and hermeneutic inferences (HI) that share commonalties that are 
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linked to interpersonal behaviour and shared sub-textual meaning more than sector or 

perceived industry constructs (Chapter 2).  

Given the discussions within Chapter 5, a composite multi-dimensional positioning map 

(Figure 5.27) can be derived that illustrates the aggregate ‘footprint’ of all the cases in 

relation to the eight categorisations and six dimensions considered within Chapter 3, 

Table 3.19 and 3.20 and further refined through the key insights reported in composite. 

Chapter 5 outlines the insights gained through, and by, this study and mirrors the 

findings of the individual case analysis of Chapter 4 in that it confirms the areas of 

commonality and equally, the areas of variance found within the separate and combined 

groups in relation to the exploration of the factors that influence brand persuasion, from 

both an advertiser / senders and consumer / receivers position in the study. This chapter 

gains further insight on the commonalities found across the cases and suggests that 

commonalities themselves have distinct and complex variances, in line with the 

development of the methodology as defined in Chapter 3. ‘Such variances are thought 

to emerge from the personal characteristic of the subject’ (Deacon 2008) as opposed to 

the industry activity or that are situation specific.  
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Figure 5.27: The total composite multi-dimensional cross-case positioning map, mapped 
against the eight categories and six dimensions discussed. The heavy tones of overlaid 

points give a graphic representation of the convergence and divergence of 
categorisations and dimensions, sub-textual hermeneutic inferences (HI) and 

commonalities and variances across the research study. 
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This chapter explores an alternative methodology to consumer behaviour and the reality 

of the meaning of manufacturing consent and motivational behaviour within groups in 

the study. The ‘text book’ approach discussed in Chapter 2 is built upon tactic 

understandings, which create a reductivist model that, by definition, attempts to 

accommodate all, but fails to explore meaning for the individual in context. The reality 

of the meaning within the manufacturing consent and motivational behaviour groups 

within specific situations, and the focus of this study, has identified emergent themes in 

specific social constructs and has shown that the meanings ascribed, and the values 

assigned in context, are insightful and when examined in Chapter 6, will bring together 

these complex issues and present an outline conceptually based model to enable greater 

insight into the ‘meso’ level concept of ‘being part of the system’. 
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6 Chapter 6 – Conclusions and implications 
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6.1 Introduction 

Chapter 6 concludes the research process, where the implications of the investigation 

have aided the researcher in making meaning from the data described throughout the 

research process. The conclusions and implications in context of the theory within 

which the research issues are identified in relation to the initial conceptual and the 

emergent conceptual models described. 

 
 

6.2 Thesis flow and focus  

Figure 6.1 presents an outline of the flow and focus of the thesis, a study founded on a 

clear identification of the research issues facing the development of consumer behaviour 

theory at a macro and micro level (Chapter 1). The theoretical positions derived from 

the literature and initial conceptual model can be explored and solutions sought at the 

meso level for the first time, using the emergent conceptual model to be outlined in 

Chapter 6, Section 6.3.3. 

Chapter 5 expanded upon the explicit theme of the research's contributions to 

knowledge. Exploring two previously disparate areas of study considered by inter-

relating data (Chapter 2) for the first time. A new and original approach to the analysis 

and capture of data has progressed the research and, as shown in Chapter 3 with the use 

of a convergent parallel design with hermeneutic inferences.  

With a robust data analysis approach the conclusions and implications presents a new 

emergent conceptual model in regards to the relationships and their interdependence via 

a meso level connectivity. 

As Perry (2012) states ‘making a distinct contribution to knowledge `would not go 

beyond the goal of stretching the body of knowledge slightly' by using a relatively  

new methodology in a field, using a methodology in a country where it has not been 
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used before, or making a synthesis or interpretation that has not been made before’. 

Such a task has been undertaken and concluded during the research presented here  

with some significant insights gained, as described in Section 6.6 with an assertion that 

using a new methodology in this field in conjunction with a synthesis and interpretation 

that has not been made before. 

 
 

Figure 6.1: The flow and focus of the thesis. 
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6.2.1 The nature of the research problem and its justification 

The focus of the research was established in the aim and objectives (Chapter 1, Section 

1.3) and based on a background and rationale that identified that fundamentally the 

structure of consumer behaviour has changed (Chapter 1) – the way in which 

relationships are formed, why they formed and the changes in consumer behaviour that 

occur as a result of this change. 

Chapter 2 further identified the work of Herman and Chomsky (1989) and Tadajewski 

(2006) as being fundamental to the development of a detailed insight within this study, 

building on the concepts of ‘consumer behaviour’ in situation-specific contexts 

(Chapter 1). This thesis suggested that such an insight was absent from the 

‘mainstream’ of  consumer behaviour research. Chapter 2 concluded by confirming that 

there was an acknowledgement of a situation-specific phenomenon both as observed in 

use by advertiser / sender and the consumer / receivers at the meso level interface. 

Chapter 2 established the parental domains of the literature within the scope of the study 

and described an initial conceptual model as a theoretical foundation upon which the 

research issues could be identified. The review sought not only to identify the ‘gaps’ in 

the literature that were within the rationale of this study and had been overlooked by, or 

misinterpreted by, other researchers, but also to establish the best approach for this 

study based on existing, but incomplete, study within consumer behaviour research. 

This study has therefore been aware of the research studies that have been presented in 

papers and current research literature (Chapter 1 and Chapter 2). 

The body of research work identified that there was an evident disconnect between the 

meaning of manufacturing consent and motivational behaviour, as expressed by the two 

groups (advertisers / senders, consumers / receivers), and the meaning within academic 

study – particularly that which is propogated through the mainsteam ‘text books’ 

(Chapter 2). The literature outlined a divergence in the theory in opposing views on the 
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development of the subject on consumer behaviour and described the need to explore 

the dissimilar parts at the extremes of the macro to micro level that constitutes the 

manufacturing consent / motivational behaviour interface. 

Based on the assumption that consumer behaviour is a complex combination of 

disparate theoretical models previously disconnected, and that there are unidentified 

commonalities, variances at the interface. 

 

6.2.2 Initial conceptual model 

The conceptual issues were explored within Chapter 2, and a new theoretical position 

formed at the meso level interface between manufacturing consent and motivational 

behaviour to enable the research issues to emerge. An initial conceptual model was 

developed from the literature to illustrate the structure. 

Developing from the literature were clearly defined issues relating to the aim of the 

research in the form of manufacturing consent and motivational behaviour. The 

conceptual issues within the study were hermeneutic inferences (HI) derived from the 

advertiser / sender and consumer / receiver theoretical paradigms taken as a basis for 

investigation in the longitudinal study. Together, these observations became the 

foundation for the development of a set of constituent behaviours found within 

consumer behaviour research that such activity was: relational, context dependent,  

had a high degree of shared constructed meaning in isolation and were situation-specific 

(Chapter 1) – in contrast to the descriptions outlined within the dominant literature 

(Chapter 2).  

Chapter 2 explored the issues relating to and supporting dominant assumptions (Chapter 

2), the categories / dimensions of which were identified as: MC1 – MC 5 and MB1 – 

MB3 (Chapter 3). These 13 categories / dimensions having meaning that was 
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constructed in context. When interfacing manufacturing consent and motivational 

behaviour, a clear set of research design issues began to emerge that would form the 

basis for the empirical stage of the study and refer directly to the aim of the research 

(Chapter 1, Section 1.3).  

What was also identified within the literature developed the research issue: that to date, 

the investigation of relationships between specific macro to micro theories,  

although alluded to in the literature, had yet to be explored at the meso level of interface 

(Chapter 2). 

Therefore Chapter 2 concluded with a proposition that there were two forms of 

consumer behaviour: manufacturing consent and motivational behaviour. The 

importance of hermeneutic inferences (HI) derived from the inquiry in Chapter 3 was 

identified as a key constituent to emergent meaning and developing a new theoretical 

model. Therefore the conceptual model was developed (Section 6.3.2) defining the 

context of the literature in which the research took place and speculating on the 

connections made between manufacturing consent and motivational behaviour. The 

initial conceptual model suggests that any such meaning within and between the groups 

was emergent.  Based upon a ‘top down’ model of meaning between interconnected 

components at the meso level, as described in the cases and cross-case analysis outlined 

throughout the thesis – all of which can be seen to be influencing ‘consumer behaviour’ 

to a greater or lesser extent.  

The second part of the thesis presented the researcher with data that required a shift in 

focus to move the conceptual model forward in an unexpected and new way, where the 

model showed that the meso level area of inquiry presented a dominant position over 

the macro and micro levels of behaviour. The findings were then considered to be a 

reflection of the Service Dominant Logic conceptual approach presented by Vargo and 

Lusch (2004) and the data was then interrogated against this emergent conceptual 
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position. From this investigation it transpired that the emergent conceptual model as an 

outcome and conclusion of the thesis was a new and novel presentation of the meso 

dominant logic approach currently in academic discussion. 

 

6.2.3 The nature of the research enquiry and insights gained 

Chapter 3 considered the nature of research (Chapter 3, Section 3.2.3) and established 

the ontological (Chapter 3, Section 3.2.4) and epistemological (Chapter 3, Section 3.2.5) 

stance of the research and the researcher. Such a consideration led to a philosophical 

positioning that the research viewed multiple realities, was inductive, informal in style 

and hermeneutic in approach, this was justified by establishing the study focus. Central 

to the justification is the wider view of the mixed methods convergent parallel approach 

as proposed by Creswell (2009), Creswell and Plano Clark (2011), Deacon (2008) and 

Carson et al. (2001, p. 10). It was further considered that such an approach would lead 

to emergent theory building through naturalistic social interaction as it allowed for the 

reporting of the multiple realities that may exist within context. 

Chapter 3 considered the research design, the mixed methods QUAL / QUANT method 

was justified the type of case approach developed units for analysis within each case 

were considered, the selected cases and the number justified. The data generation 

methods were discussed in (responsive interviewing and participant observation) and 

the three iterations of the data generation protocol introduced. A criterion for analysis 

was developed that allowed the generated data to be interpreted, and the categories 

developed, to form a framework of interconnected dimensions, themselves derived from 

the work of Herman and Chomsky (1998) and Tadajewski (2006). 

The outcome of the design articulated in Chapter 3 was discussed and presented in 

Chapter 4. Each of the detailed cases were presented in a similar format: QUAL 
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longitudinal conversations were followed by a transcription and coding of the generated 

data – the generated data were then discussed in regard to the categorisations proposed 

in Chapter 3. Case findings were then mapped onto the QUANT developed dimensional 

model (Chapter 3) to enable individual relational dimensions in regard to strength or 

weakness ((S), (M), (W)) to be viewed comparatively across all the categories / 

dimensions in Chapter 4. 

Chapter 5 continued the analysis, and concluded with a cross-case comparative view. 

The conclusion of Chapter 5 presented a composite diagram of the cross-case analysis 

that showed the aggregate of all the cases in relation to the eight dimensions and six 

categorisations considered within Chapter 3. This composite diagram has been further 

refined through the inclusion of the key insights reported in the composite diagram in 

Chapter 5, Table 5.12, being a composite of Chapter 5, Insights 1 – 13. The 

identification of the commonalities and variances found within the cases therefore act as 

basis for the discussions within Chapter 5. 

 

6.2.4 Connectivity derived from the data and cross-case analysis  

(Chapters 4 and 5) 

Given the insights contained within Chapter 5, a further layer of meaning and detail 

emerged from the process of analysis that gives a richer insight into the research 

objectives (Chapter 1). Such ‘refinement’ of the insights highlighted earlier can be 

viewed as a deeper insight into the hermeneutic inference (HI) to the commonalities and 

variances summarised in Table 5.9 and 5.10. Thus Chapter 5 identified and detailed the 

key insights of this thesis in relation to the initial research position (Chapter 1): 
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1. The personal constructs of meaning in relation to manufacturing consent and 

motivational behaviour (Chapter 2) within individual specific contexts;  

 

2. The emergent behavioural framework that impacts upon the shared experience 

of the two groups within the research; 

 

3. An outline prototype consumer behaviour model based in context identified 

from the commonalities and variances of use and meaning for advertiser / sender 

and consumer / receiver in relation to consumer behaviour. 

 

Chapter 5 illustrated the development of the key insights of this thesis: connectivity in 

context through identifying the linkages and iterations between the insights derived 

from Chapter 4 (single case analysis) and Chapter 5, (comparitive cross-case analysis). 

 

6.3 Identification of the commonalities and variances 

The key insights are derived for the analysis of the generated data presented within 

Chapter 4, Section 4.3 – 4.18) and Chapter 5, Sections 5.2 – 5.6). Identifying the 

commonalities and variances (Chapter 5) by extraction from the data, or more simply 

put - the data is taken in isolation for review. They are outlined in Chapter 5 with a 

connectivity diagram for clarification and a demonstration of the linkages in relation to 

the research aims and objectives (Chapter 1) of the research. 

 
 

6.3.1 Mapping and diagrammatic interpretation 

Figure 6.2 describes the initial conceptual model in context. Figure 6.7 describes the 

emergent conceptual model in context. 
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Figure 6.2 presents the initial conceptual model as discussed in the early part of the 

thesis. A construction based on the literature review (Chapter 2), and supported by a 

research design (Chapter 3) and implemented in Chapters 4 and 5 as the dominant in the 

relationship between the parts of the model. 

6.3.2 The initial conceptual model 

 
 

Figure 6.2: Initial conceptual model of manufacturing consent informing motivational 
behaviour with meso level potential postion (Chapter 3).  
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6.3.3 The emergent conceptual model – description and explanation 

Figures 6.3 – 6.6 present an overview of the development of the analysis and cross case 

analysis in Chapters 4 and 5 with the addition of the mapping process in regards to the 

insights that emerged from the data in Chapter 6.  

 
 

Figure 6.3 

 

The emergent model presents a reciprocal model of emotional connection within the 

two groups studied that was unexpected and is a direct result of the mapping of the data. 

Here the data mapped as insights are clustered around the meso level of interface 

(Figure 6.3). 
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Figure 6.4 

In particular, Insight 10 gave the researcher the data that reflected the resonances and 

oscillations detected in the data and that presented reciprocal responses to the 

categorisations. Mapping this insight onto the conceptual model displayed the meso 

level concept as dominant, the diagram (Figure 6.4) showing the separate areas of 

inquiry and insight thus: 

 

 
Figure 6.5 
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model (Figure 6.5). The data suggests that the Meso (dominant logic) model of 

behaviour is the focus of the emergent and new conceptual model (Figure 6.6). 

 

 
Figure 6.6: A result of which is the emergent conceptual model presented in  

Section 6.3.4 (Figure 6.7) 
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Figure 6.7: Development of initial conceptual model to include the Vargo and Lush 
(2008) Foundational Premises 
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FP2 Indirect exchange masks the fundamental basis of 
exchange. 

FP3 Goods are a distribution mechanism for service 
provision. 

FP4 Operant resources are the fundamental source of 
competitive advantage. 

FP5 All economies are service economies. 

FP6 The customer is always a co-creator of value. 

FP7 The enterprise cannot deliver value, but only offer 
value propositions. 

FP8 A service-centred view is inherently customer 
oriented and relational. 

FP9 All social and economic actors are resource 
integrators. 

FP10 Value is always uniquely and phenomenologically 
determined by the beneficiary. 

MESO LEVEL UNKNOWN
THE EMPIRICAL

RESEARCH FOCUS 
/ GAP

(Macro) advertiser / sender 

Manufacturing Consent  
Macro theory 
categorisation 
(abbreviations by the 
author) 

Conceptual Position 

MC1 The size, concentrated ownership, owner 
wealth and profit orientation of the 
dominant mass media firms 

MC2 Advertising as the primary income 
source of the mass media 
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‘experts’ funded and approved by these 
primary sources and agents of power; 

MC4 ‘Flak’ as a means of disciplining the 
media 

MC5 ‘Anti-us [originally anti-communist in 
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the collapse of the Soviet bloc… and has 
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6.3.4 The emergent conceptual model 

The model in Figure 6.8 takes the journey of the research in the thesis to date and 

presents an emergent theoretical model in line with the development based upon the 

research design suggested by Creswell and Plano Clark (2011). The final addition of the 

Phase 3 analysis is shown in relation to the model as a whole where a parallel-data 

variant in regards to an holistic, iterative research design gave the researcher the means 

to implement a convergent parallel design (Chapter 3). Where both qualitative and 

quantative data was compared at the level of interface at the analysis level of the 

research. In turn an understanding of the interface between the macro and micro levels 

of interface between the two groups at the meso level emerged from the analysis of the 

‘unknown’. In summary a new position of a meso dominant logic model of consumer 

behaviour at an emotional level in context is presented. 
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6.4 Implications 

6.5 Conceptual clarification 

The key in describing and explaining the initial conceptual model and the move to the 

emergent conceptual model is that by the use of a parallel convergent mixed method 

research design approach (Chapter 3) to the data analysis after describing the literature 

and mapping the terrain, is that the emergent conceptual model was an unexpected 

outcome of the research. The intention of the research question was to interrogate the 

idea of a ‘top down’ model of behaviour with the understanding that the driving force 

on advertising and consumer behaviour for over 75 years (Chapter 2) was the belief that 

a series of controls at the macro (manufacturing consent) and micro (motivational 

behaviour) levels of behaviour were reinforced and reflected as social political, practical 

and research beliefs; 

 

 

 

 

       or 

 

 

 

Figure 6.9 
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However, the research here has mapped the QUAL and QUANT dialogues in context 

and a position of shared experience and reciprocity has emerged when ‘listening to the 

data’. With the open and conceptual approach to the research that is inherent in the 

research design at the interface between the two conceptual positions, and in this 

instance, the meso level of understanding is seen as dominant in the emotional 

relationships between Advertiser / Sender and Consumer / Receiver. Therefore in 

relation to the mapping undertaken the macro > micro relationship can be repositioned 

and described as; 

 

 
       or 

 
 

 
 

Figure 6.10 

 

Where the ‘unknown’ meso level (Figure 6.9) of interface is ‘dominant’, as the data 

described offers the researcher the conclusion that the research implications and focus 

of future research can be centered around the meso controls on both groups (Section 0). 

The shift in focus on Advertiser / Sender and Consumer / Receiver groups over a period 

from the mid-twentieth century onwards (Chapter 2) can be a result of the recent shift in 

emphasis in shared social communications via social media. The research herein reflects 

this position and has been an outcome of the research that has paralleled the ongoing 

progresses in marketing and advertising that have evolved in parallel to the 

development of this thesis The study itself being undertaken during a period of constant 

change in advertising and integrated marketing communications strategies. It is 
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interesting to note that the study commenced in late 2008. Twitter was 2 years old 

(founded 21st March, 2006), Facebook had only been global for 3 years (founded 4th 

February, 2004 with a worldwide launch in 2005), LinkedIn reached profitability in 

2006 (LinkedIn Corporate Communications Team, 2006) and Instagram (founded 6th 

October, 2010), Snapchat (founded 11th September, 2011), Vine (initial release 24th 

January, 2013 and other similar platforms did not exist. Much of the research 

undertaken herein reflects these ongoing changes at the emotional level of 

communication. Beginning to construct a method of research and a model of 

investigating patterns of behaviour at the macro and micro levels in parallel and 

simultaneously through a meso level social scientific lens (Chapter 3). Further study is 

required to more deeply explore the issues raised in this thesis and the impact on 

advertising and marketing strategies now that the connections are clearly visible and 

established in the emergent conceptual model presented (Figure 6.7). 

 

6.5.1 (S-D) Logic in relation to the research question, aim and objectives 

An exploratory study of the emotional responses and the sub-textural meanings of 

conversational exchanges between advertising creatives and consumers in practice is a 

sub-text to the research question. Following on from the two initial outlined concepts, 

linking themes described throughout the literature review, were described as the initial 

point of inquiry – towards a conceptual model of consumer behaviour at the meso level 

of interface. The meso level (S-D) logic model is a tertiary construct and additional 

exploratory tool at the level of connectivity and reflects the mixed methods approach to 

the data analysis in Chapters 4, 5 and 6. 
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6.5.2 (S-D) Logic Foundational Principles 

Of note, in terms of contemporary research issues at the interface, Vargo and Lush 

(2004) suggest a ‘service dominant logic’ model that ‘extend[s] beyond the discipline of 

marketing’ (Vargo and Lush, 2006, p. xviii) with the possibility of a ‘unification 

potential, through the simultaneous understanding of buyer behaviour, seller behaviour, 

institutional mechanisms that brings buyers and sellers together’. 

Whilst the possibility of a ‘service dominant logic model’ is appealing, there was the 

overriding need for empirical research that is absent from the current academic 

conversation. Therefore an understanding of emergent theoretical model constructed 

from data in context is necessary and required in order to then interrogate the issues 

surrounding ‘service dominant logic’ models, ‘dominant logic’ models or any other 

form of potential contextual or unification theory. 

 

6.5.3 (S-D) Logic key Foundational Principles 

Fundamentally the research herein and summarised in Chapter 6 supports the 

exploration of designing of ‘a general theory of marketing’ (Vargo and Lusch, 2008). 

The research can also be considered an exploration of controls and values via a 

phenomenological mixed methods research design, then moving towards the 

development of a conceptual model for debate, reflection and further exploration in the 

context of the macro, micro and meso level theoretical positions outlined in Chapter 2.  

Facilitating an open enquiry that contributes to the discussion and debate around the 

issues of developmental theory in regards to advertising and integrated marketing 

communications at the meso level of interface. 



     
 
 

   
 

387 

Chapter 3 therefore moved on to select the most pertinent foundational premises in 

relation to the macro and micro level theories and their interconnectivity in relation to 

the methodology.   

Vargo and Lusch (2004) proposed nine foundational premises. The proposals 

themselves are broad in scope with a series of wide-ranging debates associated with 

each (Vargo and Lusch, 2004b and Vargo and Lusch, 2006). Vargo and Lusch (2008) 

broaden the scope of the foundational premises (FPs) with a redefinition,  

Table 6.1. 

Foundational premises (FPs) of S-D Logic 2008 

FP1 Service is the fundamental basis of exchange. 
FP2 Indirect exchange masks the fundamental basis of exchange. 
FP3 Goods are a distribution mechanism for service provision. 
FP4 Operant resources are the fundamental source of competitive advantage. 
FP5 All economies are service economies. 
FP6 The customer is always a co-creator of value. 
FP7 The enterprise cannot deliver value, but only offer value propositions. 
FP8 A service-centred view is inherently customer oriented and relational. 
FP9 All social and economic actors are resource integrators. 

FP10 Value is always uniquely and phenomenologically determined by the beneficiary. 
 

Table 6.1: Source: Vargo and Lusch (2004), “Evolving to a New Dominant Logic for 
marketing” Journal of Marketing 68 (January), 1-17. Vargo and Lusch (2008), “Service-

Dominant Logic: Continuing the Evolution” Journal of the Academy of Marketing 
Science 36 (Spring), 1-10. 

 

Vargo and Lusch (2008) present the foundational premises with the hope of further 

research broadening the remit of the concept and moving towards an outline of ‘a 

general theory of marketing’ (Vargo and Lusch, 2008).  

The process can be described further in regards to the Vargo and Lusch (2008) proposal 

of a service dominant logic. The data reinforces the view of a meso dominant logic 

model in the context of the research aims and objectives (and relationally to the flow 

and focus of the thesis from manufacturing consent > motivational behaviour > Vargo 

and Lush (2008) foundational premises. 
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6.5.4 A mapping of insights with FPs 

 

Table 6.2 

A further mapping can be undertaken in order to locate the emergent conceptual model 

in relation to the Foundational Principles discussed within the current debate 

surrounding Vargo and Lusch’s (2008) [meso] service dominant logic. Table 6.2 

presents a mapping of the Insights gained in line with the Vargo and Lusch 

Foundational Principles, of the 9 FPs 6 relate to all 13 insights, specifically, FP1, FP2, 

FP6, FP8, FP8 and FP10, and therefore present commonalties of meaning in context as 

 
 
Insight 1  
 
 
Insight 2 
 
 
 
Insight 3 
 
 
 
 
Insight 4 
 
 
 
Insight 5  
 
 
 
 
Insight 6 
 
 
Insight 7 
 
 
Insight 8  
 
 
 
 
 
 
Insight 9 
 
 
Insight 10 
 
 
Insight 11 
 
Insight 12 
 
 
Insight 13  
 

Insight gained and mapped to the literature and QUAL / QUANT data 
 
An understanding that there are no dominant forces acting upon the 
consumer / receiver 
 
An acceptance that there appears to be no significant influence of the 
Advertiser / sender on consumer / receiver and therefore reciprocal 
relationships with consumer / receiver emerged. 
 
Relational values with consumer / receiver and advertiser / sender.  
There is little supportive evidence of indoctrination of but co-
participant in the process and the Advertiser / sender is equally affected 
as the consumer / receiver. 
 
An understanding that the advertiser / sender is affected by the pressure 
and not affecting change on the consumer / receiver and is contrary to 
the position of the original research question and related literature. 
 
Evidence that there are no indications of control of the masses and no 
indication of awareness of the process outside of the process by the 
advertiser / sender and therefore both communities are accepting of the 
process on the consumer / receiver, and in turn, the advertiser / sender. 
 
An understanding that the consumer / receiver is completely immersed 
within the exchange process and dominated by the process. 
 
No attempt to withhold information in the process by the consumer / 
receiver. The consumer / receiver is influenced by the process. 
 
A predominantly strong group response to Influence on (the consumer / 
receiver) can be perceived: In relation to the sub- textual referencing 
the consumer / receiver was not attempting to withhold data throughout 
the research. A position, it can be argued, that can only be understood 
within the research method outlined where the data oscillation and 
resonances are detected as part of the iterative process. 
 
Groups being subject to, and equally affected by, the categorisation and 
not one affecting the other in a linear ‘top down’ structured model. 
 
Resonances and oscillations detecting reciprocal responses to the 
categorisations.  The meso level concept becomes dominant. 
 
Conflicted outcomes. Total indoctrination. 
 
Linear progression in keeping with the original position but anomalies 
suggest divergence. 
 
Both communities being unaware of controls upon them 
and that ‘self-awareness’ was not part of the process.  
 

Insights relationship to FPs 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
 
 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
FP1, FP2, FP6, FP8, FP9, FP10 
 
 
FP1, FP2, FP6, FP8, FP9, FP10 
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has been discussed throughout the thesis and specifically in Chapters 4, 5 and 6, 

variances occur with 6 FPs, specifically, FP3, FP4, FP5, FP7, FP8 and FP9. Within the 

context of the research question, literature and data analysis the relational bonds of 

meaning are strong with 6 FPs. The 6 FPs that sit outside of the commonalties have 

potential with other aspects of research and meaning that can be derived with a different 

set of group participants, for example, substituting the advertiser / sender, consumer / 

receiver groups for Economist / Sender, Enterprise / Receiver or MP / Sender, 

Constituent / Receiver. 

Therefore it can be assumed that the 6 FPs and 13 insights are relational and support a 

move to a general theory of a [meso] service dominant logic and it is hoped that further 

data mapping and questions that are located in context for FP3, FP4, FP5, FP7, FP8 and 

FP9 will produce similar results. 

Vargo and Lusch (2008) make a statement that ‘finally, marketing has a theoretical 

basis that informs marketing action’ stating that customers are explicitly given equal 

importance in the firm as they are recognised as ‘co-creators of value and potentially of 

the firm’s entire marketing, strategy and programme’ (Vargo and Lusch (2008). The 

research undertaken in this thesis supports this view with empirical data and as such the 

contribution to knowledge is a new conceptual model of ‘[meso] service dominant 

logic’ derived from a longitudinal study for the first time. 

A model that can be seen as having reciprocality in separation, as the data has been 

collected within the two groups in isolation, and were considered separately. The 

reciprocality was demonstrated by an analysis of the data to describe a new [meso] 

service dominant logic model in line with developmental theoretical works of Vargo 

and Lusch (2008) specifically in regards to advertising, and in general to marketing 

theory for the first time. 



     
 
 

   
 

390 

As a discussion, observations and an inquiry from the inside became the foundation for 

the development of a set of constituent behaviours found within consumer behaviour 

research that such activity was:  

• Relational 

• Context dependent 

• Having a high degree of shared constructed meaning in isolation 

• Situation-specific 

• Presenting emergent theory built through naturalistic social interaction 

• Reporting multiple realities in context  

• Generating data interpreted to form a framework of interconnected 
dimensions 

And that; 

• The dimensional model enabled individual relational dimensions to be 
regarded comparatively 

• The composites from the modeling allowed for the identification of 
commonalties and variances with cases 

• 13 key insights are identified through linkages and connectivity in 
context 

• An emphasis on an equal reciprocal relationship dominated by the meso 
level domain emerges 

• Both groups are unaware of the controls upon them and that ‘self-
awareness’ was not part of the process 

 

Drawn from the points raised in this section and across the study, it is possible to see 

relevance and connectivity of theory and meaning in the interface of cross case analysis 

(Figure 6.9) where the Foundational Premises selected for discussion in Chapter 6 and 

the emergent insights presented in Chapter 6 have relationships of commonality of 

meaning at the meso dominant level  

The mapping exercise undertaken in Chapters 4 and 5 allows for a move towards 

‘unification’ where key aspects of consumer behaviour in context converge with 

simultaneous understanding within the research as a limited study of the controls and 
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values begins to locate the conceptual position of Vargo and Lusch (2008) in relation to 

the empirical values that emerge from the data sets presented. 

 

6.5.5 Implications of the emergent conceptual model for social policy makers 

In terms of the structure and nature of the research undertaken, and the impact of this 

research in relation to economic and social values, it has a deep and far-reaching 

resonance. Early research into consumer behaviour (Chapter 2), and by extension 

‘behaviour’ in the wider sense, has been defined by the design, application and 

interventions of research divided by the imaginary line of ‘macro’ and ‘micro’ view of 

behaviour. The large to the small were separate and considered in isolation for the most 

part. The ‘[meso] service dominant logic model offers a framework for data capture and 

interpretation in a complex milieu with applications and adaptations of the model across 

social, cultural, gender and political groups with substitutions of participants, actors and 

researchers (Section 6.5.4). In the process of doing so, it is hoped that the model is 

tested, refined and expanded from its simple and basic form.  

The current work has been designed to gain a further understanding and insight into 

emotional relationships in context when persuasion is a key motivator. In doing so, the 

outcomes have given potential for new forms of questioning; research designs and 

implications to further explore the self and the relationship with others in context (large 

and small simultaneously) of consumer behaviour. The meso level model proposed with 

this research is part of a new insight into viewing this change and bringing together 

disparate and previously unrelated views to capture the flow of meaning. Social policy 

makers can therefore use the model to input new forms of emotional behavioural data to 

gain an insight into the meso level of interface when emotional context is required. 
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6.5.6 Macro marketing and the societal role of marketing 

 
The societal purpose of marketing and the meaning of societal well-being that is 

informed by a goods-centered model point us in at least two directions, ‘Arguably, both 

of these conceptualizations are incomplete, if not inaccurate’ (Vargo and Lusch, 2008), 

this ‘incomplete’ view being the focus point of the thesis). As a form of unification of 

theory that has informed the thesis, there have been a number of logics or theories that 

could be considered as alternatives to (S-D) logic. Examples of these are Hunt’s (2004) 

“resource-advantage” (R-A) based theory of competition, various cultural based 

theories—for example, “sign systems” (e.g., Venkatesh et al. 2006) and “cultural 

resource” theory (e.g., Arnould and Thompson 2005; Arnould et al. 2006), “network” 

and “interaction-based” theories (e.g., Gronroos 2006; Gummesson 2006; Hakansson 

and Snehota 1995); and Holbrook’s (1999, 2006) “customer value” perspective. While 

not reviewing all these logics and theories here, it is argued that generally each is 

correct in important regards and each can inform S-D logic in ways that will lead to 

better theories of markets and marketing. 

It can be argued that in terms of connectivity of theory the macro conceptual position at 

a societal level, as stated in Vargo and Lusch (2008), 

‘…first points society in a questionable, a priori, normative direction: an 
emphasis on creating more and more operand resources, rather than creating 
higher-level operant resources. At a minimum, the G-D logic notion of societal 
well-being resulting from making and exporting more and more stuff is not in 
concert with contemporary notions of sustainability. 
 

Again, Vargo and Lusch (2008) state, 

The second contention, that the costs of marketing are negative with respect to 
societal well-being, implies the normative goal of lower marketing costs, which, 
likewise, may be questionable. If marketing functions and costs support a 
collaborative effort with customers and other entities in the value network to co-
create value, then why would one want to lower these costs, a priori?  
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The second contention can be viewed as a motivational behaviour position and in terms 

of its micro personal worldview; both combined are transformative at the meso level of 

behaviour as ‘the real issue becomes not the division of costs and their allocation to 

different business functions but the total benefits or experiences the customer obtains in 

the use of a firm’s offerings’ (Vargo and Lusch, 2008). 

 
The MSDL model in terms of a value creating and role-defining concept is in line with 

the view 

 
‘… at a societal level, S-D logic and its focus on value co-creation, not only with 
the customer but all entities in the value-creation network, performs an 
important macro-role. Although this role is not the fundamental purpose of 
marketing, it is an important positive externality or side effect of S-D logic’.  
(Vargo and Lusch, 2008) 
 

Again, it is this ‘side-effect’ or ‘external view’ that the thesis is concerned with, the 

focus on co-creative processes ‘allows the intermediaries of goods, money, 

organizations and networks that entities use to exchange service for service to be more 

collaboratively created by the customer and all stakeholders’ (Vargo and Lusch, 2008), 

which society attempts to enhance its social well-being.  

 
Taking the view that in this thesis the ‘intermediaries’ are the emotional connections 

between the macro to micro level of behaviour in context then it is not without reason to 

construct relationships between theories and in relation to the research question, 

research aim and research objectives and as outcomes of the thesis. 

 

6.5.7 The service-dominant logic meaning of “service” 

In S-D logic, service is defined as the application of specialized competences (operant 

resources—knowledge and skills), through deeds, processes, and performances for the 
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benefit of another entity or the entity itself. It is important to note that S-D logic uses 

the singular term, “service,” which reflects the process of doing something beneficial 

for and in conjunction with some entity, rather than units of output—immaterial 

goods—as implied by the plural “services.” Thus, in S-D logic, goods and service  

are not alternative forms of products. Goods are appliances (tools, distribution 

mechanisms), which serve as alternatives to direct service provision. Service, then, 

represents the general case, the common denominator, of the exchange process;  

service is what is always exchanged. Goods, when employed, are aids to the service-

provision process. 

This definition of exchange, and the plural views of value, permitted the researcher  

to move forward with the two groups (or two groups of actors), advertiser / senders  

and consumer / receivers exchange processes in context and with an interfacing 

conceptual model.  

In regard to the research question, the object of interface is not the focus but the 

emotional connections in the macro to micro level construct are key relational concepts.  

As Gummesson (1995, p. 250) has argued: 

Customers do not buy goods or services: they buy offerings which render 
services which create value.... The traditional division between goods and 
services is long outdated. It is not a matter of redefining services and seeing 
them from a customer perspective; activities render services, things render 
services. The shift in focus to services is a shift from the means and the producer 
perspective to the utilization and the customer perspective. 

 
Likewise, Hakansson and Prenkert (2004, pp. 91–92) elaborating on Penrose  
(1959) argue: 

 
Actors do business by performing boundary-crossing activities that generate 
business exchange. This business exchange is seen as stemming from the 
realization of potential services in resources, usually conceptualized as value 
(e.g., Snehota 1990). Hence, business exchange activity comprises engagement 
in the potential services inherent in resources and are coloured by the contextual 
situation in which the exchange occurs. 
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Even in the context of (G-D) logic driven marketing management, Kotler (1977, p. 8) 

notes the “importance of physical products lies not so much in owning them as in 

obtaining the services they render”. In short, there is both historical and contemporary 

support for the (S-D) logic thesis that service is the common denominator of all 

exchange phenomena. Thus, the service designation seems appropriate and  

well grounded. 

 

6.5.8 Implications of the emergent conceptual model for practice 

Social policy implications impact upon practice, within the literature there were many 

implications suggesting that consumer behaviour is controlled in a non-linear, 

qualitative and complex manner (Chapter 2). This study has extended that view and 

developed insights into the relationship between groups based on a new emergent 

conceptual model (Sections 6.3.3 – 6.3.4).  

The aspect of the research, which this work considers to have the greatest impact for 

practice, concerns the findings relating to the concept of total indoctrination (Chapter 5, 

Section 5.10.11 – Insight 11). A clear progression and relational move in the research 

outcomes positions the advertiser / sender and consumer / receiver in a reciprocal 

relationship that inform each other’s behaviour. As an insight and emergent conceptual 

model, Figure 6.6 gives the practioner a way of seeing the landscape of communications 

and power exchange in relation to the current and possible future dynamics of relational 

advertising. A theme of reciprocality that, as of writing, is of significant importance in 

the continuing development of social networks as a vehicle for the new power 

exchanges emerging within consumerism on a global stage (Chapter 1) and in particular 

those issues that are framing the debates around advertising and integrated marketing 

communications. The reciprocal nature of the interface presents practioners with a 
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shared responsibility and equal relationship supporting the Vargo and Lusch (2011), and 

Gummesson (2008) implications outlined across this thesis and the emerging plural 

view of a [meso] service dominant logic model of advertising and integrated marketing 

communications. With the implication for further research that data lead, empirical 

work as undertaken in this thesis give a practice based grounding to the theory that is 

being discussed at many levels in marketing and advertising.  The [meso] service 

dominant logic model bridging the gap between the two disciplines and focusing the 

discussion on research that is support by rich data in a mixed methods landscape. 

 

6.6 Implications for further research 

Chapter 3 set out the detail of the methodology used for this study, the design used has 

acted as a ‘road map’ for the journey of gaining insight and comprised a mixture of 

interpretivist data generation and analytical instruments. Chief amongst these were the 

instruments of responsive interview, participant observation and the use of an iterative 

approach to the data analysis. This design was justified through reference to extant 

literature and a ‘lived’ experience of the groups involved, acknowledging the nature of 

the relationship between advertiser / sender and consumer / receiver and the focus of the 

study (consumer behaviour), where data would be content and context rich – thus 

enabling insight into, and interpretation of, the ‘reality’ and extrapolation of meaning. 

Philosophically, the methodology operationalised throughout this study has proved to be 

of value for the development of insight into a social phenomenon and the resultant 

contributions to theory within the consumer behaviour domain. However, the author 

recognises the unique position that is afforded to him within the cases due to the length, 

depth and personal nature of the relationships with the individual groups. Far from 

being a potential drawback to the enquiry, the intimacy of the relationship is thought to 
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be essential in order to gain the trust required to allow for the observations to take place 

and the straightforward nature of the responses to be forthcoming – especially when 

considering the use and meaning of the influence of persuasion in context.  

The author therefore would advise fellow researchers not only to mix interpretive 

methods (Deacon (2008), Carson et al. (2001)) but to embrace ethnography and mixed 

methods approaches as their use is valid and valuable to the development of knowledge 

in the investigation of all experiential social constructs, including that found within the 

consumer behaviour. The associated hermeneutic analytical method is equally valid 

and builds upon the researcher’s experience and understanding of the context.  

Given the ‘lived experience’ of the researcher’s background (Chapter 3, Section 3.6.1), 

it would appear adverse to the study for this knowledge to be set aside, and fellow 

researchers are encouraged to acknowledge the inner data as much as the generated data 

in future investigations. 

 

6.6.1 Development of an emergent conceptual model   

The initial conceptual model is a result of an exploration of the literature within Chapter 

2, and is an accurate reflection of the research landscape described in this thesis, in that 

it illustrates the theoretical foundations that underpin the concept of ‘consumer 

behaviour’. These foundations are described within this study and therefore within the 

initial conceptual model as being aspects of: consumer behaviour, manufacturing 

consent and motivational behaviour. Further, the initial conceptual model acknowledges 

the importance of the non-linear historical implications and theory building prior to this 

research in relation to the operation of ‘consumer behaviour – identifying the similarity 

between the core components of both constructs and the emergent theoretical position 

described in this chapter. However, the limitation of the initial conceptual model was 
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that, whilst it recognised the interplay between manufacturing consent and motivational 

behaviour, it did not describe the interplay and reciprocal nature of the relationships 

between groups, and thus did not offer an insight into whether advertisers can control 

consumer’s emotional behaviour. 

Therefore, the emergent conceptual model (Figure 6.7) addresses this limitation by 

redrawing the relationship from the local initial conceptual model, transitionally via the 

data described model to the model from the research (Chapter 5, Figure 5.12) [italics for 

emphasis].  

The [meso] service dominant logic model presents the meso level position of reciprocity 

as the dominant area of focus in the research and therefore a description of relationships 

that differs significantly from the original research initial conceptual model. Here, the 

flow of transactions between groups in the exchange are equal in measure and the 

advertiser / sender (Chapter 2, Section 2.2.1) cannot be seen as dominant. The [meso] 

service dominant logic model therefore clarifies the issues found at the meso level of 

interface of the research question, aim and objectives and in the discussion of the 

literature in Chapter 2. 

 

6.6.2 Evolving dominant logic models  

The thesis acknowledges the concept of a ‘service dominant logic model’ as posited by 

Vargo and Lush (2004). Specifically, the conceptual position of the ‘new’ dominant 

logic concept, can be seen as a precursor of the emergent conceptual model presented 

(Figure 6.8) thereby extending the works of Deacon (2008), Carson, Gilmore et al 

(2001), and in particular Vargo and Lusch (2006) with their desires for outcomes that 

extend and support their theory in regards to ‘evolving to a new dominant logic for 

marketing’. 
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6.6.3 [Meso] Service Dominant Logic 

In their abstract for their first paper on the subject, Vargo and Lusch (2006), position 

marketing, and therefore by close association, advertising and integrated marketing 

communications, as inheriting, 

‘…a model of exchange from economics, which had a dominant logic based on 
the exchange of “goods,” which usually are manufactured output. The dominant 
logic focused on tangible resources, embedded value, and transactions. Over the 
past several decades, new perspectives have emerged that have a revised logic 
focused on intangible resources, the co-creation of value, and relationships. The 
authors believe that the new perspectives are converging to form a new 
dominant logic for marketing, one in which service provision rather than goods 
is fundamental to economic exchange. The authors explore this evolving logic 
and the corresponding shift in perspective for marketing scholars, marketing 
practitioners, and marketing educators’. (Vargo and Lusch, 2006a) 

 

(S-D) logic emerged from ‘the identification within marketing thought of what could be 

characterized by fragmented logics…all sharing a common thesis of responding to the 

inadequacies of the more conventional logic’ (Vargo and Lusch 2004).  

Initially identifying the conventional logic as ‘goods-dominant (G-D) logic’ (Vargo and 

Lusch 2004), or as others have referred to it as the ‘neoclassical economics research 

tradition’ (e.g., Hunt 2004), ‘manufacturing logic’ (e.g., Normann 2001), ‘old enterprise 

logic’ (Zuboff and Maxmin 2002) or, more specific to marketing, ‘product orientation’ 

(Keith 1960), ‘marketing myopia’ (Levitt 1960), ‘product marketing’ (Shostack 1977), 

and more recently, ‘marketing management’ (Webster 1992). Vargo and Lusch (2004), 

state that the ‘goods-dominant (G-D) logic’ is centered on ‘units of output, historically 

considered to be goods—and more recently, ‘products,’ to include both tangible (goods) 

and intangible (services) units of output—as prototypic of exchange’ Vargo and Lusch 

(2004). Therefore the idea of an emergent meso level theoretical position that has a 

potential to bridge the conceptual gap as outlined and mapped in Section 6.5.4 against 

the meso conceptual model described by Vargo and Lusch (2011) in Figure 6.10.  
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Figure 6.11: Adaptation of Vargo and Lusch, 2008 by the author 

 
In relation to the research question: ‘Can advertisers control consumer’s emotional 

behaviour?’, this thesis has gained an insight into the interface between two approaches 

that function on a macro (manufacturing consent) and micro (motivational behaviour) 

level, through case study, case analysis and cross-case analysis.  

Two previously disparate areas of inquiry have been discussed and explored – macro 

(manufacturing consent) and micro (motivational behaviour) and building upon the 

works of Deacon (2008), Carson, Gilmore et al. (2001) and Vargo and Lusch (2006) 

into developing a conceptual meso-level model of persuasion in the context of 

advertising and integrated marketing communications. 

Aspects of the emergent behavioural framework that impact upon the shared  

experience of the two groups within the research have been captured, reported  

and interpreted. The processes of emotional responses within the conversational 

exchanges between the two groups outlined have been explored. An identification of the 

commonalities and variances of use and meaning for advertiser / sender and consumer / 

receiver in relation to consumer behaviour has been presented leading to an outline of 

an emergent conceptual consumer behaviour model based in context. 
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The literature in reference to Herman and Chomsky (1998), Tadajewski (2006), 

Converse et al (1958), Deacon (2008), Carson et al (2002), Dichter (1971), Bernays 

(1928), Freud (1900), and Vargo and Lusch (2006) coming together, uniquely for the 

first time, to support the author’s new emergent conceptual model. 

Vargo and Lusch (2008) outline a ‘new’ area of marketing research theory that accepts 

the diversification and trans-disciplinary approach required and described in this thesis. 

In addition, the good dominant logic outlined by Converse (1930, p. vi; See Fisk, 

Brown and Bitner 1993 as outlined in Vargo and Lusch, 2004 and presented in Chapter 

2) singles out Converse (1930, 1936) for praise as ‘a proponent of intangibles in 

marketing theory at an early stage’ of the developing domain of service-dominant logic 

(Vargo and Lusch, 2006), and within the research presented in this thesis the data driven 

analysis makes visible those intangibles. 

It is therefore the proposition and a conclusion of the thesis that the conceptual model 

aids a development towards a new conceptual model of an ‘evolving a [meso] service 

dominant logic for consumer behaviour' in the context of advertising and integrated 

marketing communications supporting and developing in a new area for contemporary 

and parallel research domains.  
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8 Appendices 

  



 
 

8.1 Construction of methodology 

The researcher has constructed a methodology, or model of research,that captures this 

complex process by several methods, as outlined by Deacon (2008).  

This was done by, 

 
1. Undertaking a longitudinal ? series of conversations with advertisers. 

2. Simultaneously undertaking a longitudinal ? series of conversations 
with consumers. 

3. Analyzing the two longitudinal ?  series of conversations separately. 
4. Cross-analyzing the two series of conversations in order to examine 

commonalities and variances in the merged data sets of conversations 
to understand the underlying meaning of the dialogues, thereby, 
capturing the emotional responses consumers have to advertising 
campaigns. 

 

  



 
 

 

Controversies  Questions Being Raised  

1. The changing and expanding definitions of 
mixed methods research  

What is mixed methods research? How should 
it be defined? What shifts are being seen in its 
definition?  

2. The questionable use of qualitative and 
quantitative descriptors  

Are the terms “qualitative” and “quantitative” 
useful descriptors? What inferences are made 
when these terms are used? Is there a binary 
distinction being made that does not hold in 
practice?  

3. Is mixed methods a “new” approach to 
research?  

When did the conceptualization of mixed 
methods begin? Does mixed methods predate 
the period often associated with its beginning? 
What initiatives began prior to the late 1980s?  

4. What drives the interest in mixed methods?  How has interest grown in mixed methods? 
What is the role of funding agencies in its 
development?  

5. Is the paradigm debate still being discussed?  Can paradigms be mixed? What stances on 
paradigm use in mixed methods have 
developed? Should the paradigm for mixed 
methods be based on scholarly communities?  

6. Does mixed methods privilege 
postpositivism?  

In the privileging of postpositivism in mixed 
methods, does it marginalize qualitative, 
interpretive approaches and relegate them to 
secondary status?  

7. Is there a fixed discourse in mixed methods?  Who controls the discourse about mixed 
methods? Is mixed methods nearing a 
“metanarrative?”  

8. Should mixed methods adopt a bilingual 
language for its terms?  

What is the language of mixed methods 
research? Should the language be bilingual or 
reflect quantitative and qualitative terms?  

9. Are there too many confusing design 
possibilities for mixed methods procedures?  

What designs should mixed methods 
researchers use? Are the present designs 
complex enough to reflect practice? Should 
entirely new ways of thinking about designs be 
adopted?  

10. Is mixed methods research 
misappropriating designs and procedures from 
other approaches to research?  

Are the claims of mixed methods overstated 
(because of misappropriation of other 
approaches to research)? Can mixed methods 
be seen as an approach lodged within a larger 
framework (e.g., ethnography)?  

11. What value is added by mixed methods 
beyond the value gained through quantitative or 
qualitative research?  

Does mixed methods provide a better 
understanding of a research problem than either 
quantitative or qualitative research alone? How 
can the value of  



 
 

8.1.1 The Explanatory Sequential Design 

 
The Explanatory Design 

 
The researcher: 

Starts by collecting and analyzing quantitative data 
Collects and analyzes qualitative data in a second phase as a follow-up to the 
quantitative results 
Connects the phases by using the quantitative results to shape the qualitative research 
questions, sampling, and data collection 
 

Purposes for the Explanatory Design 
To use qualitative data to help explain quantitative results that need further exploration 

To use quantitative results to purposefully select best participants for qualitative study 
 

When to Use the Explanatory Design 
Choose this design if: 
Researcher and research problem are quantitatively oriented 

Know important variables and instruments are available 
Participants available for second data collection 

Have time to conduct two phases 
Have limited resources and need to collect and analyze one data type at a time 

New questions emerge from quantitative results 
 

Explanatory Design 
Philosophical assumptions: 

Begin from postpositivism for the quantitative phase  
Shift to constructivism for the qualitative phase 

Common variants: 
Follow-up explanations variant 

Participant-selection variant 
 

Strengths: Explanatory Design 
Appealing to quantitative researchers 

Straightforward to implement two phases 
Final report can be written in two phases  



 
 

Lends itself to emergent approaches 

 
Challenges: Explanatory Design 

Two phases require lengthy time to implement 
Difficult to secure IRB approval when second phase cannot be specified before first 
phase complete 
Need to decide what results to follow up 

Must decide criteria for selecting participants 
Need to contact participants for a second round of data collection 

 
 

8.1.2 The Exploratory Sequential Design 

 

The researcher: 
Collects and analyzes qualitative data first followed by quantitative data 

Analyzes the qualitative data and uses results to build to the subsequent quantitative 
phase 
Connects the phases by using the qualitative results to shape the quantitative phase by 
specifying research questions and variables, developing an instrument, and/or generating 
a typology 

 
Purposes for the Exploratory Design 

To first explore because variables, theories, hypotheses not known 
To develop an instrument or typology that is not available 

To assess whether qualitative themes generalize to a population 
 

When to Use the Exploratory Design 
Choose this design if: 

Researcher and research problem are qualitatively oriented 
Important variables not known and instruments not available 

Have time to conduct two phases 
Have limited resources and need to collect and analyze one data type at a time 

New questions have emerged from qualitative results 
 

Exploratory Design 
Philosophical assumptions: 



 
 

Begin from constructivism for the qualitative phase  

Shift to postpositivism for the quantitative phase 
Common variants: 

Theory-development variant 
Instrument-development variant 

 
Strengths: Exploratory Design 

Straightforward to design, implement, and report 
Quantitative component can make the qualitative approach more acceptable to 
quantitative-biased audiences 
Researcher produces a product, such as an instrument 

Lends itself to emergent approaches 
 

Challenges: Exploratory Design 
Two phases require lengthy time to implement 

Difficult to specify quantitative procedures when applying for initial IRB approval; may 
have to apply twice 

Deciding the qualitative findings to use for quantitative phase 
Procedures for developing a valid and reliable instrument 

 
 

8.1.3 The Embedded Design 

 
The researcher: 

Collects and analyzes quantitative and qualitative data within a quantitative research 
design, qualitative research design, or research procedure 

Collection and analysis of secondary data set occurs before, during, and/or after the 
primary methods 

 
Purposes for the Embedded Design 

To address different questions that call for different methods 
To enhance an experiment such as by  

improving recruitment procedures 
examining the intervention process 

explaining reactions to participation 
 



 
 

When to Use the Embedded Design 

Choose this design if: 
Have expertise with the primary design 

Are comfortable with the primary orientation 
Have little prior experience with the supplemental method 

Resources limit placing equal priority on both methods 
Need for a secondary data set emerges 

 
Embedded Design 

Philosophical assumptions: 
Worldview may reflect the primary approach, use pragmatism for a concurrent 
approach, or shift in a sequential approach 
Common variants: 

Embedded experiment 
Embedded correlational 

Embedded instrument development and validation 
Mixed methods case study 

Mixed methods narrative research 
Mixed methods ethnography 

 
Strengths: Embedded Design 

May require less time and fewer resources 
Improve the larger design with supplemental data 

Fits team approach well 
May be able to publish results separately 

Appealing to those accustomed to traditional designs 
Challenges: Embedded Design 

 
Need expertise in primary design and mixed methods 

Must specify purpose for collecting the supplemental data 
Must decide when to collect supplemental data 

Results are difficult to integrate 
Must consider treatment bias if qualitative data collected during experiment 

 
  



 
 

8.1.4 The Transformative Design 

The researcher: 
Uses a theoretical-based framework to advance needs of underrepresented or 
marginalized populations 
Collects and analyzes quantitative and qualitative data concurrently or sequentially 

 
Purpose for the Transformative Design 

To conduct research that is change oriented and seeks to advance social justice causes 
 

When to Use the Transformative Design 
Choose this design if: 

Seeking to address issues of social justice and call for change 
Focused on the needs of underrepresented or marginalized populations 

Have a good working knowledge of theoretical framework 
Can conduct the study without further marginalizing the population under study 

 
Transformative Design 
Philosophical assumptions: 

Transformative paradigm provides the overarching assumptions for using mixed 
methods 

Common variants: 
Feminist lens 

Disability lens 
Socioeconomic class lens 

 
Strengths: Transformative Design 

Study positioned within a transformative framework 
Help to empower individuals and bring about change 

Participants play a participatory role 
Produce results useful to community members and credible to stakeholders 

 
 

  



 
 

8.1.5 The Multiphase Design 

The researcher: 
Examines an overall objective 

Implements an iteration of connected quantitative and/or qualitative studies 
Builds each new study on what was learned previously 

 
Purpose for the Multiphase Design 

To address a set of incremental questions that advance one programmatic objective 
 

When to Use the Multiphase Design 
Choose this design if: 

Cannot fill long-term objective with a single mixed methods study 
Have experience in large-scale research 

Have sufficient resources and funding 
Have a team that includes practitioners and researchers 

Have emergent questions arise at different stages 
 
Multiphase Design 

Philosophical assumptions: 
Vary depending on project specifics 

Pragmatism for concurrent components 
Shifting worldviews for sequential components 

Common variants: 
Large-scale program development and evaluation projects 

Multilevel statewide studies 
Single mixed methods studies that combine both concurrent and sequential phases 

 
Strengths: Multiphase Design 

Flexibility to address interconnected questions 
Can publish individual results while contributing to objective 

Fits program evaluation and development well 
Provides a framework for multiple studies over years 

 
 

 



 
 

Challenges: Multiphase Design 

 
Must anticipate typical challenges with concurrent and sequential approaches 

Need sufficient resources, time, and effort 
Effectively collaborating on a team 

How to meaningfully connect individual studies 
May need to translate research into practice 

Requires multiple IRB applications or modifications 
 

MM 1 Is a basic definition of mixed methods research provided? 

MM 2 Is a reason given for using both quantitative and qualitative approaches (or data)? 

MM 3 Does the reader have a sense for the potential use of a mixed methods design? 

MM 4 Are the criteria identified for choosing a mixed methods strategy? 

MM 5 Is the strategy identified, and are its criteria for selection given? 

MM 6 Is a visual model presented that illustrates the research strategy? 

MM 7 Is a proper notation used in presenting the visual model? 

MM 8 Are procedures of data collection and analysis mentioned as they relate to the 
model? 

MM 9 Are the sampling strategies for both quantitative and qualitative data collection 
mentioned? Do they relate to the strategy? 

MM 
10 

Are the procedures for validating both quantitative and qualitative data 
discussed? 

MM 
11 

Is the narrative structure mentioned, and does it relate to the type of mixed 
methods strategy being used? 

  



 
 

8.2 Appendix 8.2 

The following is a full representation of 8 on going conversations in relation to the 

longitudinal research and present instances of the richness of mixed methods research in 

the thesis. 

The initial conversation was followed up with a further conversation 18 months later. 

Each participant was involved with more than 2 conversations; the examples presented 

here are part of a continuing dialogue. 

  



 
 

 

D
on

 P
ar

ke
r P

G
 C

er
t H

E 
B

A
 (H

on
s)

 D
es

ig
n!

Pr
og

ra
m

m
e 

Le
ad

er
 B

A
 (H

on
s)

 A
dv

er
tis

in
g 

D
es

ig
n!

Sc
ho

ol
 o

f A
rt,

 M
ed

ia
 a

nd
 D

es
ig

n!
U

ni
ve

rs
ity

 o
f W

al
es

 N
ew

po
rt,

 C
ity

 C
am

pu
s,!

U
sk

 W
ay

, N
ew

po
rt,

 S
ou

th
 W

al
es

 N
P2

0 
2B

P!
+4

4(
0)

16
33

 4
32

63
4!

 !
4th

 A
ug

us
t 2

01
1!  !

 ! D
ea

r N
M

,!
 ! I’

m
 D

on
 P

ar
ke

r, 
a 

re
se

ar
ch

er
 w

ho
 h

as
 b

ee
n 

st
ud

yi
ng

 a
nd

 w
rit

in
g 

ab
ou

t c
on

su
m

er
 

be
ha

vi
ou

r f
or

 q
ui

te
 so

m
e 

tim
e.

 I 
kn

ow
 w

e 
kn

ow
 e

ac
h 

ot
he

r p
re

tty
 w

el
l (

w
el

l, 
yo

u 
ar

e 
m

y 
si

st
er

-in
-la

w
!)

 b
ut

 I 
w

an
t t

o 
co

nt
ac

t y
ou

 ‘f
or

m
al

ly
’ i

n 
re

ga
rd

s t
o 

m
y 

cu
rr

en
t 

re
se

ar
ch

 p
la

n.
!

 ! I’
ve

 b
ee

n 
fo

llo
w

in
g 

yo
ur

 w
or

k 
cl

os
el

y,
 p

ar
tic

ul
ar

ly
 y

ou
r w

or
k 

in
 re

ga
rd

s t
o 

br
an

ds
.!

 ! C
ur

re
nt

ly
 I 

ha
ve

 b
ee

n 
st

ud
yi

ng
 fo

r m
y 

Ph
D

 a
nd

 a
m

 e
xa

m
in

in
g 

th
e 

qu
es

tio
ns

 
su

rr
ou

nd
in

g 
an

 e
xp

lo
ra

tio
n 

of
 th

e 
fa

ct
or

s t
ha

t i
nf

lu
en

ce
 b

ra
nd

 p
er

su
as

io
n 

fr
om

 b
ot

h 
an

 
ad

ve
rti

se
rs

 a
nd

 c
on

su
m

er
s p

os
iti

on
. T

hi
s e

xt
en

ds
 to

 th
e 

pl
au

si
bi

lit
y 

of
 m

an
uf

ac
tu

rin
g 

co
ns

en
t a

nd
 m

ot
iv

at
io

na
l b

eh
av

io
ur

 in
 re

la
tio

ns
hi

p 
to

 b
ra

nd
s t

o 
ex

te
nd

 o
ur

 
un

de
rs

ta
nd

in
g 

of
 b

eh
av

io
ur

 in
 a

 p
ur

ch
as

in
g 

co
nt

ex
t.!

 ! A
s t

he
 w

or
k 

st
an

ds
 I 

am
 a

sk
in

g 
so

m
e 

co
re

 q
ue

st
io

ns
 th

at
 re

la
te

 to
 ‘t

he
’ b

ra
nd

 a
nd

 th
e 

w
or

k 
cr

ea
te

d 
in

 re
sp

on
se

 to
 it

. I
 w

ill
 th

en
 in

te
rv

ie
w

 c
on

su
m

er
s o

f t
he

 b
ra

nd
s i

n 
qu

es
tio

n 
an

d 
try

 to
 a

sc
er

ta
in

 w
ha

t r
el

at
io

ns
hi

ps
 e

xi
st

 w
ith

in
 th

is
 p

ro
ce

ss
. T

he
 

qu
es

tio
ns

 a
t t

hi
s t

im
e 

ar
e:

 (1
) w

ha
t a

re
/w

er
e 

th
e 

ke
y 

dr
iv

er
s i

n 
pu

rs
ui

ng
 th

e 
ap

pr
oa

ch
 

to
 th

e 
br

an
di

ng
 e

xe
rc

is
e 

un
de

rta
ke

n?
 (2

) H
ow

 w
as

 th
is

 a
ct

io
ne

d?
 (3

) W
ha

t a
re

 / 
w

er
e 

th
e 

ex
pe

ct
ed

 o
ut

co
m

es
?!

 ! I a
m

 h
op

in
g 

to
 a

sk
 y

ou
a 

tw
o-

fo
ld

 fa
vo

ur
 in

 re
la

tio
n 

to
 th

is
.!

! Fi
rs

t, 
I a

m
 w

on
de

rin
g 

if 
yo

u 
w

ou
ld

 b
e 

w
ill

in
g 

to
 c

ha
t w

ith
 m

e 
in

 re
ga

rd
s t

o 
yo

ur
 w

or
k 

an
d 

ex
pe

rie
nc

e 
w

ith
 b

ra
nd

s a
nd

 m
ay

be
 w

e 
ca

n 
di

sc
us

s a
 sp

ec
ifi

c 
br

an
d 

or
 tw

o.
 I 

am
 

ho
pi

ng
 th

at
 w

e 
ca

n 
fo

cu
s o

n 
yo

ur
 c

om
pa

ny
 b

ut
 p

er
ha

ps
 w

e 
ca

n 
op

en
 th

is
 o

ut
 a

s 
be

tw
ee

n 
yo

u 
an

d 
SP

 y
ou

 h
av

e 
a 

w
ea

lth
 o

f u
ni

qu
e 

br
an

d 
ex

pe
rie

nc
es

 b
ot

h 
in

di
vi

du
al

ly
 

an
d 

co
lle

ct
iv

el
y.
!

 ! Se
co

nd
, I

 w
ou

ld
 li

ke
 to

 d
is

cu
ss

 th
e 

po
ss

ib
ili

ty
 o

f i
nc

lu
di

ng
 th

is
 c

on
ve

rs
at

io
n 

in
 m

y 
Ph

D
 st

ud
y 

as
 a

n 
in

te
gr

al
 p

ar
t o

f m
y 

re
se

ar
ch

.!
 ! I a

m
 re

qu
es

tin
g 

to
 se

tu
p 

a 
ph

on
e 

co
nv

er
sa

tio
n 

in
 w

hi
ch

 I 
w

ill
 a

ns
w

er
 a

ny
 q

ue
st

io
ns

 
yo

u 
m

ig
ht

 h
av

e 
ab

ou
t t

he
 p

ro
je

ct
, a

nd
 th

en
 if

 y
ou

 a
re

 w
ill

in
g,

 sc
he

du
le

 a
 la

te
r 

ap
po

in
tm

en
t t

o 
ta

lk
 w

ith
 y

ou
 a

bo
ut

 h
ow

 b
ra

nd
in

g 
in

flu
en

ce
s p

er
su

as
io

n.
!

 ! M
y 

in
te

rv
ie

w
s a

re
 u

ns
tru

ct
ur

ed
 a

nd
 in

fo
rm

al
, a

s I
’m

 p
rim

ar
ily

 in
te

re
st

ed
 in

 le
ar

ni
ng

 
th

e 
in

si
gh

ts
 o

f p
eo

pl
e 

en
ga

ge
d 

in
 b

ra
nd

in
g 

in
 th

ei
r o

w
n 

w
or

ds
.!

 !

In
 te

rm
s o

f a
ny

 c
on

ce
rn

s y
ou

 m
ay

 h
av

e 
in

 re
ga

rd
s t

o 
co

m
m

er
ci

al
 se

ns
iti

vi
ty

 p
le

as
e 

be
 

as
su

re
d 

th
at

 a
ll 

pa
rti

ci
pa

nt
s d

at
a 

is
 a

no
ny

m
is

ed
 a

nd
 b

ou
nd

 b
y 

th
e 

U
ni

ve
rs

ity
 o

f W
al

es
 

et
hi

cs
 c

om
m

itt
ee

 in
 te

rm
s o

f c
on

fid
en

tia
lly

. I
 a

m
 a

ls
o 

ha
pp

y 
to

 si
gn

 c
on

fid
en

tia
lly

 
ag

re
em

en
ts

 w
ith

 y
ou

 in
 te

rm
s o

f t
he

 w
or

k 
an

d 
yo

u 
ar

e 
gi

ve
n 

fu
ll 

ac
ce

ss
 to

 re
ad

 a
nd

 
co

m
m

en
t u

po
n 

an
y 

tra
ns

cr
ip

ts
 a

nd
 re

co
rd

s o
f i

nt
er

vi
ew

s u
nd

er
ta

ke
n 

w
ith

 y
ou

rs
el

f f
or

 
re

vi
ew

 b
ef

or
e 

pu
bl

ic
at

io
n 

in
 o

rd
er

 fo
r t

he
 w

or
k 

to
 b

e 
co

m
pl

ia
nt

 w
ith

 a
ny

 
co

nf
id

en
tia

lit
y 

re
qu

es
ts

.!
 ! Th

an
ks

 in
 a

dv
an

ce
.!

D
on

 P
ar

ke
r!

 !  !  !



 
 

  

 
 

Pa
ge

 1
 o

f 3
 

In
fo

rm
ed

 C
on

se
nt

 F
or

m
 fo

r 
N

M
 

 Th
is

 in
fo

rm
ed

 c
on

se
nt

 f
or

m
 is

 f
or

 c
re

at
iv

e 
an

d 
co

m
pa

ny
 d

ire
ct

or
s 

w
ho

 h
av

e 
be

en
 in

vi
te

d 
to

 
pa

rti
ci

pa
te

 in
 th

e 
Ph

D
 re

se
ar

ch
 fo

r D
on

 P
ar

ke
r, 

tit
le

d 
 "

C
on

su
m

er
 B

eh
av

io
ur

 a
nd

 M
ot

iv
at

io
na

l 
R

es
ea

rc
h”

. 
 Pr

in
ci

pl
e 

In
ve

st
ig

at
or

: D
on

 P
ar

ke
r 

In
st

itu
tio

n:
 U

ni
ve

rs
ity

 o
f W

al
es

, N
ew

po
rt 

Su
pe

rv
is

or
: D

r. 
Jo

na
th

an
 D

ea
co

n 
Pr

og
ra

m
m

e 
of

 w
or

k:
 P

hD
 R

es
ea

rc
h 

 
 Th

is
 In

fo
rm

ed
 C

on
se

nt
 F

or
m

 h
as

 tw
o 

pa
rts

:  
 

• 
In

fo
rm

at
io

n 
Sh

ee
t (

to
 sh

ar
e 

in
fo

rm
at

io
n 

ab
ou

t t
he

 st
ud

y 
w

ith
 y

ou
)  

• 
C

er
tif

ic
at

e 
of

 C
on

se
nt

 (f
or

 si
gn

at
ur

es
 if

 y
ou

 c
ho

os
e 

to
 p

ar
tic

ip
at

e)
  

• 
Y

ou
 w

ill
 b

e 
gi

ve
n 

a 
co

py
 o

f t
he

 fu
ll 

In
fo

rm
ed

 C
on

se
nt

 F
or

m
  

 Pa
rt

 I
: I

nf
or

m
at

io
n 

Sh
ee

t  
 In

tr
od

uc
tio

n 
 

I 
am

 D
on

 P
ar

ke
r, 

st
ud

yi
ng

 f
or

 a
 P

hD
 a

t 
th

e 
U

ni
ve

rs
ity

 o
f 

W
al

es
, N

ew
po

rt.
 I

 a
m

 d
oi

ng
 r

es
ea

rc
h 

on
 

C
on

su
m

er
 B

eh
av

io
ur

 a
nd

 M
ot

iv
at

io
na

l R
es

ea
rc

h.
 I 

am
 g

oi
ng

 to
 g

iv
e 

yo
u 

in
fo

rm
at

io
n 

an
d 

in
vi

te
 y

ou
 to

 
be

 p
ar

t o
f t

hi
s 

re
se

ar
ch

. T
o 

he
lp

 y
ou

 d
ec

id
e 

w
he

th
er

 o
r n

ot
 y

ou
 w

ill
 p

ar
tic

ip
at

e 
in

 th
e 

re
se

ar
ch

. B
ef

or
e 

yo
u 

de
ci

de
, y

ou
 c

an
 ta

lk
 to

 a
ny

on
e 

yo
u 

fe
el

 c
om

fo
rta

bl
e 

w
ith

 a
bo

ut
 th

e 
re

se
ar

ch
.  

 Pu
rp

os
e 

of
 th

e 
re

se
ar

ch
  

C
on

su
m

er
 B

eh
av

io
ur

 a
nd

 M
ot

iv
at

io
na

l R
es

ea
rc

h 
ar

e 
ar

ea
s 

of
 in

qu
iry

 in
 A

dv
er

tis
in

g.
 I 

w
an

t t
o 

fin
d 

ou
t 

m
or

e 
ab

ou
t t

hi
s 

pr
oc

es
s. 

I b
el

ie
ve

 th
at

 y
ou

 c
an

 h
el

p 
us

 b
y 

te
lli

ng
 u

s 
w

ha
t y

ou
 k

no
w

 b
ot

h 
ab

ou
t b

ra
nd

s 
an

d 
co

m
m

un
ic

at
in

g 
id

ea
s 

on
 b

ra
nd

s 
in

 g
en

er
al

. W
e 

w
an

t t
o 

le
ar

n 
w

ha
t p

eo
pl

e 
w

ho
 li

ve
 o

r 
w

or
k 

w
ith

 
br

an
ds

 th
in

k 
is

 e
ff

ec
tiv

e.
 I 

w
an

t t
o 

le
ar

n 
ab

ou
t t

he
 d

iff
er

en
t w

ay
s 

th
at

 c
om

pa
ni

es
 a

nd
 in

di
vi

du
al

s 
vi

ew
 

th
is

 su
bj

ec
t, 

an
d 

ho
w

 it
 is

 p
ut

 in
to

 p
ra

ct
ic

e.
  

 T
yp

e 
of

 R
es

ea
rc

h 
In

te
rv

en
tio

n 
Th

is
 re

se
ar

ch
 w

ill
 in

vo
lv

e 
yo

ur
 p

ar
tic

ip
at

io
n 

in
 a

 c
on

ve
rs

at
io

n 
w

ith
 m

e 
th

at
 w

ill
 ta

ke
 a

bo
ut

 o
ne

 a
nd

 a
 

ha
lf 

ho
ur

s, 
w

ith
 th

e 
po

ss
ib

ili
ty

 o
f a

 fo
llo

w
 u

p 
in

te
rv

ie
w

 o
f a

 h
ou

r i
n 

th
e 

fu
tu

re
). 

 Pa
rt

ic
ip

an
t S

el
ec

tio
n 

 
Y

ou
 a

re
 b

ei
ng

 in
vi

te
d 

to
 ta

ke
 p

ar
t i

n 
th

is
 r

es
ea

rc
h 

be
ca

us
e 

I 
fe

el
 th

at
 y

ou
r 

ex
pe

rie
nc

e 
ca

n 
co

nt
rib

ut
e 

m
uc

h 
to

 o
ur

 u
nd

er
st

an
di

ng
 a

nd
 k

no
w

le
dg

e.
 

 V
ol

un
ta

ry
 P

ar
tic

ip
at

io
n 

 
Y

ou
r p

ar
tic

ip
at

io
n 

in
 th

is
 re

se
ar

ch
 is

 e
nt

ire
ly

 v
ol

un
ta

ry
. I

t i
s y

ou
r c

ho
ic

e 
w

he
th

er
 to

 p
ar

tic
ip

at
e 

or
 n

ot
.  

 
Pr

oc
ed

ur
es

  
W

e 
ar

e 
as

ki
ng

 y
ou

 to
 h

el
p 

us
 le

ar
n 

m
or

e 
ab

ou
t C

on
su

m
er

 B
eh

av
io

ur
 a

nd
 M

ot
iv

at
io

na
l R

es
ea

rc
h.

  
W

e 
ar

e 
in

vi
tin

g 
yo

u 
to

 ta
ke

 p
ar

t i
n 

th
is

 re
se

ar
ch

 p
ro

je
ct

. I
f y

ou
 a

cc
ep

t, 
yo

u 
w

ill
 b

e 
as

ke
d 

to
 ta

ke
 p

ar
t i

n 
th

e 
co

nv
er

sa
tio

n 
ar

ou
nd

 th
e 

re
se

ar
ch

 to
pi

cs
 d

es
cr

ib
ed

. 
 

Y
ou

 w
ill

 b
e 

as
ke

d 
to

 p
ar

tic
ip

at
e 

in
 a

n 
in

te
rv

ie
w

 w
ith

 m
ys

el
f. 

 
 

D
ur

in
g 

th
e 

co
nv

er
sa

tio
n,

 I
 w

ill
 s

it 
w

ith
 y

ou
 a

t 
a 

pl
ac

e 
of

 y
ou

r 
ch

oi
ce

. 
If

 i
t 

is
 b

et
te

r 
fo

r 
yo

u,
 t

he
 

co
nv

er
sa

tio
n 

ca
n 

ta
ke

 p
la

ce
 a

t l
oc

al
e 

of
 y

ou
r c

ho
ic

e.
 If

 y
ou

 d
o 

no
t w

is
h 

to
 a

ns
w

er
 a

ny
 o

f t
he

 q
ue

st
io

ns
 

du
rin

g 
th

e 
in

te
rv

ie
w

, y
ou

 m
ay

 s
ay

 s
o 

an
d 

w
e 

w
ill

 m
ov

e 
on

. N
o 

on
e 

el
se

 b
ut

 th
e 

in
te

rv
ie

w
er

 w
ill

 b
e 

pr
es

en
t u

nl
es

s 
yo

u 
w

ou
ld

 li
ke

 s
om

eo
ne

 e
ls

e 
to

 b
e 

th
er

e.
 T

he
 in

fo
rm

at
io

n 
re

co
rd

ed
 is

 c
on

fid
en

tia
l, 

an
d 

no
 o

ne
 e

ls
e 

ex
ce

pt
 D

on
 P

ar
ke

r, 
hi

s 
Ph

D
 s

up
er

vi
so

rs
 a

nd
 e

xa
m

in
er

s 
w

ill
 a

cc
es

s 
th

e 
in

fo
rm

at
io

n 

 
 

Pa
ge

 2
 o

f 3
 

do
cu

m
en

te
d 

du
rin

g 
yo

ur
 in

te
rv

ie
w

. T
he

 e
nt

ire
 in

te
rv

ie
w

 w
ill

 b
e 

di
gi

ta
lly

 re
co

rd
ed

, b
ut

 n
o-

on
e 

w
ill

 b
e 

id
en

tif
ie

d 
by

 n
am

e 
on

 th
e 

re
co

rd
in

g.
 T

he
 re

co
rd

in
g 

w
ill

 b
e 

st
or

ed
 s

ec
ur

el
y 

by
 th

e 
U

ni
ve

rs
ity

 o
f W

al
es

, 
N

ew
po

rt 
fo

r 
th

e 
pe

rio
d 

of
 ti

m
e 

re
qu

ire
d 

in
 s

up
po

rt 
of

 th
e 

Ph
D

 d
oc

um
en

t. 
N

o 
pe

rs
on

s 
w

ill
 b

e 
gr

an
te

d 
ac

ce
ss

 to
 th

is
 r

ec
or

di
ng

 w
ith

ou
t t

he
 e

xp
re

ss
 w

rit
te

n 
co

ns
en

t o
f 

D
on

 P
ar

ke
r. 

Th
e 

in
fo

rm
at

io
n 

re
co

rd
ed

 
is

 c
on

fid
en

tia
l, 

an
d 

no
 o

ne
 e

ls
e 

ex
ce

pt
 D

on
 P

ar
ke

r 
w

ill
 h

av
e 

ac
ce

ss
 to

 th
e 

re
co

rd
in

g.
 T

he
 r

ec
or

di
ng

 
w

ill
 b

e 
de

st
ro

ye
d 

af
te

r f
iv

e 
ye

ar
s o

n 
ar

ch
iv

e.
 

 D
ur

at
io

n 
 

Th
e 

re
se

ar
ch

 ta
ke

s 
pl

ac
e 

ov
er

 1
2 

m
on

th
s 

in
 to

ta
l. 

D
ur

in
g 

th
at

 ti
m

e,
 I 

w
ill

 v
is

it 
yo

u 
no

 m
or

e 
th

an
 tw

ic
e 

fo
r i

nt
er

vi
ew

in
g 

yo
u 

an
d 

ea
ch

 in
te

rv
ie

w
 w

ill
 la

st
 fo

r a
bo

ut
 o

ne
 h

ou
r e

ac
h.

 
 

R
is

ks
  

Y
ou

 d
o 

no
t h

av
e 

to
 a

ns
w

er
 a

ny
 q

ue
st

io
n 

or
 ta

ke
 p

ar
t i

n 
th

e 
di

sc
us

si
on

 if
 y

ou
 fe

el
 th

e 
qu

es
tio

n(
s)

 a
re

 to
o 

pe
rs

on
al

 o
r i

f t
al

ki
ng

 a
bo

ut
 th

em
 m

ak
es

 y
ou

 u
nc

om
fo

rta
bl

e.
 

 B
en

ef
its

  
Th

er
e 

w
ill

 b
e 

no
 d

ire
ct

 b
en

ef
it 

to
 y

ou
, b

ut
 y

ou
r 

pa
rti

ci
pa

tio
n 

is
 li

ke
ly

 to
 h

el
p 

us
 f

in
d 

ou
t m

or
e 

ab
ou

t 
C

on
su

m
er

 B
eh

av
io

ur
 a

nd
 M

ot
iv

at
io

na
l R

es
ea

rc
h 

 R
ei

m
bu

rs
em

en
ts

 
Y

ou
 w

ill
 n

ot
 b

e 
pr

ov
id

ed
 a

ny
 in

ce
nt

iv
e 

to
 ta

ke
 p

ar
t i

n 
th

e 
re

se
ar

ch
. 

 
C

on
fid

en
tia

lit
y 

 
W

e 
w

ill
 n

ot
 b

e 
sh

ar
in

g 
in

fo
rm

at
io

n 
ab

ou
t y

ou
 to

 a
ny

on
e 

ou
ts

id
e 

of
 th

e 
re

se
ar

ch
 te

am
. T

he
 in

fo
rm

at
io

n 
th

at
 w

e 
co

lle
ct

 fr
om

 th
is

 re
se

ar
ch

 p
ro

je
ct

 w
ill

 b
e 

ke
pt

 p
riv

at
e.

 A
ny

 in
fo

rm
at

io
n 

ab
ou

t y
ou

 w
ill

 h
av

e 
a 

nu
m

be
r 

on
 it

 in
st

ea
d 

of
 y

ou
r n

am
e.

 O
nl

y 
th

e 
re

se
ar

ch
er

s 
w

ill
 k

no
w

 w
ha

t y
ou

r 
nu

m
be

r 
is

 a
nd

 w
e 

w
ill

 
lo

ck
 th

at
 in

fo
rm

at
io

n 
up

 w
ith

 a
 lo

ck
 a

nd
 k

ey
. I

t w
ill

 n
ot

 b
e 

sh
ar

ed
 w

ith
 o

r g
iv

en
 to

 a
ny

on
e 

ex
ce

pt
 m

y 
Ph

D
 su

pe
rv

is
or

s a
nd

 e
xa

m
in

er
s. 

  
Sh

ar
in

g 
th

e 
R

es
ul

ts
  

N
ot

hi
ng

 th
at

 y
ou

 te
ll 

m
e 

to
da

y 
w

ill
 b

e 
sh

ar
ed

 w
ith

 a
ny

bo
dy

 o
ut

si
de

 th
e 

re
se

ar
ch

 te
am

, a
nd

 n
ot

hi
ng

 w
ill

 
be

 a
ttr

ib
ut

ed
 t

o 
yo

u 
by

 n
am

e.
 T

he
 k

no
w

le
dg

e 
th

at
 I

 g
et

 f
ro

m
 t

hi
s 

re
se

ar
ch

 w
ill

 b
e 

sh
ar

ed
 w

ith
 y

ou
 

be
fo

re
 it

 is
 m

ad
e 

w
id

el
y 

av
ai

la
bl

e 
to

 th
e 

pu
bl

ic
. E

ac
h 

pa
rti

ci
pa

nt
 w

ill
 re

ce
iv

e 
a 

su
m

m
ar

y 
of

 th
e 

re
su

lts
. 

 R
ig

ht
 to

 R
ef

us
e 

or
 W

ith
dr

aw
  

Y
ou

 d
o 

no
t h

av
e 

to
 ta

ke
 p

ar
t i

n 
th

is
 r

es
ea

rc
h 

if 
yo

u 
do

 n
ot

 w
is

h 
to

 d
o 

so
, a

nd
 c

ho
os

in
g 

to
 p

ar
tic

ip
at

e 
w

ill
 n

ot
 a

ff
ec

t y
ou

r w
or

k 
in

 a
ny

 w
ay

. Y
ou

 m
ay

 s
to

p 
pa

rti
ci

pa
tin

g 
in

 th
e 

di
sc

us
si

on
 a

t a
ny

 ti
m

e 
th

at
 y

ou
 

w
is

h 
w

ith
ou

t y
ou

r 
jo

b 
be

in
g 

af
fe

ct
ed

. I
 w

ill
 g

iv
e 

yo
u 

an
 o

pp
or

tu
ni

ty
 a

t t
he

 e
nd

 o
f 

th
e 

di
sc

us
si

on
 to

 
re

vi
ew

 y
ou

r r
em

ar
ks

, a
nd

 y
ou

 c
an

 a
sk

 to
 m

od
ify

 o
r r

em
ov

e 
po

rti
on

s 
of

 th
os

e,
 if

 y
ou

 d
o 

no
t a

gr
ee

 w
ith

 
m

y 
no

te
s o

r i
f I

 d
id

 n
ot

 u
nd

er
st

an
d 

yo
u 

co
rr

ec
tly

. 
  W

ho
 to

 C
on

ta
ct

 
If

 y
ou

 h
av

e 
an

y 
qu

es
tio

ns
, y

ou
 c

an
 a

sk
 th

em
 n

ow
 o

r l
at

er
. I

f y
ou

 w
is

h 
to

 a
sk

 q
ue

st
io

ns
 la

te
r, 

yo
u 

m
ay

 
co

nt
ac

t m
e:

 
  D

on
 P

ar
ke

r 
Se

ni
or

 L
ec

tu
re

r A
dv

er
tis

in
g 

D
es

ig
n 

 
Sc

ho
ol

 o
f A

rt,
 M

ed
ia

 a
nd

 D
es

ig
n,

 U
ni

ve
rs

ity
 o

f W
al

es
, N

ew
po

rt 
 

C
ity

 C
am

pu
s, 

U
sk

 W
ay

, N
ew

po
rt,

 S
ou

th
 W

al
es

 N
P2

0 
2B

P 
Te

l :
 +

44
(0

)1
63

3 
43

26
34

  
 

Th
is

 p
ro

po
sa

l h
as

 b
ee

n 
re

vi
ew

ed
 a

nd
 a

pp
ro

ve
d 

by
 th

e 
U

ni
ve

rs
ity

 o
f W

al
es

, N
ew

po
rt 

Et
hi

cs
 C

om
m

itt
ee

 
w

hi
ch

 is
 a

 c
om

m
itt

ee
 w

ho
se

 ta
sk

 it
 is

 to
 m

ak
e 

su
re

 th
at

 re
se

ar
ch

 p
ar

tic
ip

an
ts

 a
re

 p
ro

te
ct

ed
 fr

om
 h

ar
m

. 
If

 y
ou

 w
is

h 
to

 f
in

d 
ab

ou
t 

m
or

e 
ab

ou
t 

he
 U

ni
ve

rs
ity

 o
f 

W
al

es
, 

N
ew

po
rt 

Et
hi

cs
 C

om
m

itt
ee

, 
co

nt
ac

t 
In

fo
rm

at
io

n 
at

 th
e 

U
ni

ve
rs

ity
 o

f W
al

es
, N

ew
po

rt,
 0

16
33

 4
32

43
2.

 



 
 

 
 

  

 
1 

In
te

rv
ie

w
 5

 w
ith

 N
M

 
Se

pt
em

be
r 2

01
1 

 
 

D
on

: 
W

ha
t 

I’m
 

in
te

re
st

ed
 

in
 

is
 

qu
es

tio
ns

 
su

rr
ou

nd
in

g 
th

e 
id

ea
s 

of
 

pe
rs

ua
si

on
 a

nd
 in

flu
en

ce
 th

at
’s

 c
en

tra
l t

o 
ou

r u
nd

er
st

an
di

ng
 o

f h
ow

 
a 

co
ns

um
er

 d
em

on
st

ra
te

s 
ch

oi
ce

. 
 T

ha
t’s

 w
ha

t 
I’m

 i
nt

er
es

te
d 

in
.  

Th
er

e’
s 

be
en

 a
n 

aw
fu

l l
ot

 d
on

e 
on

 it
 –

 t
he

re
’s

 a
ll 

so
rts

 o
f 

w
ay

s 
of

 
do

in
g 

it,
 b

ut
 I

’m
 lo

ok
in

g 
at

 t
he

 e
ffe

ct
iv

en
es

s 
of

 a
dv

er
tis

in
g 

on
 t

he
 

pu
rc

ha
si

ng
 p

ro
ce

ss
; n

ot
 in

 te
rm

s 
of

 p
ou

nd
s,

 s
hi

lli
ng

s 
an

d 
pe

nc
e 

– 
th

is
 is

 a
ll 

th
e 

m
ot

iv
e.

  
It’

s 
re

al
ly

 h
ow

 y
ou

 f
ee

l –
 d

id
 t

ha
t 

w
or

k,
 y

ou
 

kn
ow

. 
 I

t’s
 q

ua
lit

at
iv

e,
 n

ot
 q

ua
nt

at
iv

e 
an

d 
w

ha
t 

I’m
 d

oi
ng

 is
 u

si
ng

 
m

ys
el

f 
as

 t
he

 k
in

d 
of

 r
es

ea
rc

h 
to

ol
, 

w
hi

ch
 I

’m
 a

llo
w

ed
 t

o 
– 

it’
s 

le
gi

tim
at

e,
 t

he
n 

th
at

 m
ak

es
 t

he
 r

es
ea

rc
h 

un
iq

ue
, 

be
ca

us
e 

it’
s 

m
y 

in
te

rp
re

ta
tio

n 
of

 w
ha

t 
pe

op
le

 a
re

 t
el

lin
g 

m
e.

  
Th

e 
id

ea
 i

s 
th

at
 I

 
in

te
rv

ie
w

 a
 lo

t o
f p

ro
fe

ss
io

na
ls

 li
ke

 y
ou

rs
el

f a
nd

 S
P

 a
nd

 th
en

 I 
ta

ke
 

th
at

 a
nd

 I 
in

te
rv

ie
w

 c
on

su
m

er
s.

 N
ow

 th
ey

 c
ou

ld
 b

e 
sp

ec
ifi

c 
or

 th
ey

 
co

ul
d 

be
 g

en
er

al
 - 

on
 th

e 
w

ho
le

 I 
th

in
k 

th
ey

’re
 g

oi
ng

 to
 b

e 
ge

ne
ra

l –
 

an
d 

sh
ow

 t
he

m
 c

er
ta

in
 i

te
m

s 
an

d 
th

in
gs

 l
ik

e 
th

at
 a

nd
 s

ay
 “

oh
, 

yo
u’

ve
 g

ot
 fe

el
in

gs
, h

ow
 d

o 
yo

u 
fe

el
” a

nd
 I’

m
 ju

st
 lo

ok
in

g 
to

 g
ai

n 
an

 
in

si
gh

t i
nt

o 
th

at
 p

ro
ce

ss
.  

Th
is

 s
te

m
s 

fro
m

 y
ea

rs
 a

nd
 y

ea
rs

 o
f j

us
t 

lo
ok

in
g 

– 
an

d 
yo

u’
ve

 d
on

e 
it 

yo
ur

se
lf 

– 
lo

ok
in

g 
at

 a
 m

ill
io

n 
an

d 
on

e 
bo

ok
s 

on
 t

he
 s

ub
je

ct
 a

nd
 t

hi
nk

in
g 

“h
ow

 d
o 

yo
u 

kn
ow

 t
ha

t?
” 

A
nd

 
th

en
 it

 s
ee

m
s 

to
 m

e 
th

at
 th

ey
 ju

st
 g

iv
e 

yo
u 

a 
lis

t o
f t

hi
ng

s 
- “

it’
s 

th
is

, 
it’

s 
th

is
, i

t’s
 th

is
” a

nd
 th

en
 y

ou
 ju

st
 e

nd
 u

p 
w

ith
 a

 h
ug

e 
lis

t o
f t

hi
ng

s 
an

d 
yo

u 
go

 “t
ha

t’s
 n

ot
 a

n 
in

si
gh

t i
nt

o 
it,

 th
at

’s
 ju

st
 a

 li
st

 o
f t

ric
ks

, s
o 

th
at

’s
 w

ha
t I

’m
 lo

ok
in

g 
at

. 
 N

M
: 

A
lri

gh
t. 

 I 
ho

pe
 I 

ca
n 

be
 in

si
gh

tfu
l f

or
 y

ou
. 

 D
on

: 
A

nd
 it

’s
 ju

st
 a

 c
on

ve
rs

at
io

n 
– 

it’
s 

no
t 

a 
Q

 a
nd

 A
. 

 I
t’s

 n
ot

 li
ke

 a
n 

in
te

rv
ie

w
 o

n 
th

e 
ra

di
o;

 i
t’s

 j
us

t 
a 

ch
at

, 
be

ca
us

e 
w

e’
ve

 b
ot

h 
go

t 
op

in
io

ns
 a

nd
 t

ha
t’s

 t
he

 g
oo

d 
bi

t. 
 S

o,
 I

 w
an

te
d 

to
 k

no
w

 –
 a

nd
 I

 
su

pp
os

e 
ju

st
 to

 s
ta

rt 
it 

of
f –

 to
 w

ha
t e

xt
en

t d
oe

s 
yo

ur
 w

or
k 

pe
rs

ua
de

 
an

d 
in

flu
en

ce
 t

he
 r

ec
ei

ve
r, 

th
at

’s
 t

he
 f

irs
t 

th
in

g,
 w

he
n 

yo
u 

do
 

so
m

et
hi

ng
, h

ow
 m

uc
h 

do
 y

ou
 th

in
k 

it 
w

or
ks

? 
 N

M
: 

U
m

, 
I 

th
in

k 
I 

m
ig

ht
 b

e 
co

m
in

g 
at

 t
hi

s 
fro

m
 a

 d
es

ig
n 

as
 w

el
l a

s 
a 

m
ar

ke
tin

g 
po

in
t 

of
 v

ie
w

, 
be

ca
us

e 
I 

ha
ve

 t
o 

ch
oo

se
 w

ha
t 

th
in

gs
 t

o 
de

si
gn

, b
as

ed
 o

n 
ho

w
 m

uc
h 

I t
hi

nk
 p

eo
pl

e 
ar

e 
go

in
g 

to
 lo

ve
 th

em
 

an
d 

ba
si

ca
lly

 t
he

 d
es

ig
n 

is
 t

he
 m

ar
ke

tin
g.

  
W

e 
do

n’
t 

ha
ve

 a
 

m
ar

ke
tin

g 
bu

dg
et

; i
t’s

 a
ll 

to
 d

o 
w

ith
 h

ow
 m

uc
h 

w
e 

ca
n 

ge
t p

eo
pl

e 
to

 
lo

ve
 s

om
et

hi
ng

 th
at

 w
e 

do
.  

W
ha

t w
as

 th
e 

qu
es

tio
n 

ag
ai

n?
 

 D
on

: 
W

el
l, 

it 
w

as
 k

in
d 

of
 m

or
e 

or
 le

ss
 th

at
.  

I c
an

 a
sk

 s
tra

ig
ht

aw
ay

 –
 th

is
 

is
n’

t r
ea

lly
 a

 q
ue

st
io

n 
– 

ho
w

 d
o 

yo
u 

ge
t s

om
eb

od
y 

to
 lo

ve
 w

ha
t y

ou
 

do
? 

 I’
m

 fa
sc

in
at

ed
 b

y 
th

is
; i

ts
 y

ea
rs

 a
nd

 y
ea

rs
 a

nd
 w

e’
ve

 w
or

ke
d 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

7
C

o
m

m
en

t 
[1

]:
  

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

8
C

o
m

m
en

t 
[2

]:
  

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

8
C

o
m

m
en

t 
[3

]:
  

 
2 

to
ge

th
er

, t
ha

t’s
 o

ne
 o

f t
he

 re
as

on
s 

I r
ea

lly
 w

an
te

d 
to

 in
te

rv
ie

w
 y

ou
, 

w
e 

ha
ve

 w
or

ke
d 

to
ge

th
er

 o
n 

al
l 

th
es

e 
th

in
gs

. 
 I

t’s
 l

ik
e 

– 
do

es
 i

t 
w

or
k?

 
 N

M
: 

I 
th

in
k 

a 
co

m
bi

na
tio

n 
of

 …
 I

 t
ry

 t
o 

be
 in

si
gh

tfu
l a

bo
ut

 w
ha

t 
I 

th
in

k 
ou

r c
us

to
m

er
s 

ar
e 

go
in

g 
to

 w
an

t a
nd

 w
ha

t t
he

y 
ex

pe
ct

 fr
om

 u
s 

an
d 

th
en

 w
e 

try
 to

 b
e 

pe
rs

ua
si

ve
, o

nc
e 

it’
s 

do
ne

, a
bo

ut
 c

on
vi

nc
in

g 
th

em
 

th
at

 t
he

y 
do

 l
ov

e 
it,

 s
o 

I 
su

pp
os

e 
it’

s 
tw

o 
st

ep
s 

an
d 

in
 a

 b
ig

 
or

ga
ni

sa
tio

n 
th

at
 m

ig
ht

 n
ot

 b
e 

as
 c

on
ne

ct
ed

 a
s 

it 
is

 h
er

e,
 s

o 
I 

de
si

gn
 li

ng
er

ie
; i

t c
ou

ld
 b

e 
an

y 
st

yl
e,

 it
 c

ou
ld

 b
e 

m
od

er
n 

or
 v

in
ta

ge
, 

it 
co

ul
d 

be
 fu

nc
tio

na
l o

r 
ju

st
 fa

sh
io

n 
an

d 
on

 a
 s

m
al

lis
h 

bu
dg

et
 y

ou
 

ha
ve

 to
 n

ar
ro

w
 d

ow
n 

yo
ur

 th
ou

sa
nd

s 
of

 id
ea

s 
in

to
 m

ay
be

 te
n 

th
at

 
yo

u 
re

al
ly

 w
an

t t
o 

go
 w

ith
 a

nd
 s

pe
nd

 m
on

ey
 o

n.
 

 D
on

: 
I’v

e 
ju

st
 r

ea
lis

ed
 t

ha
t 

yo
u 

an
d 

I 
ha

ve
 n

ev
er

 h
ad

 t
hi

s 
co

nv
er

sa
tio

n.
  

It’
s 

w
ei

rd
, 

is
n’

t 
it,

 it
’s

 li
ke

 “
w

e’
ve

 n
ev

er
 h

ad
 t

hi
s 

co
nv

er
sa

tio
n 

in
 a

ll 
th

e 
ye

ar
s 

w
e’

ve
 k

no
w

n 
ea

ch
 o

th
er

!” 
 N

M
: 

W
el

l, 
I’v

e 
on

ly
 b

ee
n 

do
in

g 
th

is
 f

or
 q

ui
te

 a
 s

ho
rt 

w
hi

le
 a

nd
 I

’m
 

le
ar

ni
ng

 a
s 

I g
o 

al
on

g,
 s

o 
ye

ah
, c

on
st

an
tly

 I’
m

 tr
yi

ng
 to

 d
ec

id
e 

w
ha

t 
pe

op
le

 w
ill

 lo
ve

 m
or

e,
 b

ut
 s

om
et

im
es

 I 
ge

t i
t r

ea
lly

 w
ro

ng
. 

 D
on

: 
I’m

 a
s 

in
te

re
st

ed
 in

 th
at

 a
s 

I a
m

 th
e 

rig
ht

. 
 N

M
: 

A
nd

 w
he

n 
yo

u 
ge

t 
it 

w
ro

ng
 it

’s
 n

or
m

al
ly

 b
ec

au
se

 y
ou

’v
e 

tri
ed

 t
oo

 
ha

rd
 to

 g
et

 in
to

 th
ei

r 
he

ad
.  

W
he

n 
it 

go
es

 w
ro

ng
 it

 c
an

 b
e 

be
ca

us
e 

I’v
e 

re
al

ly
 li

st
en

ed
 t

o 
w

ha
t 

pe
op

le
 s

ay
 t

ha
t 

th
ey

 w
an

t, 
bu

t 
w

he
n 

it 
co

m
es

 d
ow

n 
to

 it
 th

ey
 d

on
’t 

w
an

t i
t a

ny
m

or
e 

– 
th

ey
 w

an
te

d 
it 

th
en

. 
 D

on
: 

Th
at

’s
 fa

sc
in

at
in

g 
– 

ye
ah

, y
ea

h,
 y

ea
h.

 
 N

M
: 

S
o 

ba
si

ca
lly

 w
ha

t 
pe

op
le

 r
ea

lly
 r

ea
lly

 w
an

t 
fro

m
 u

s 
is

 n
ew

 a
nd

 
ex

ci
tin

g 
an

d 
in

no
va

tiv
e 

th
in

gs
 t

ha
t 

th
ey

’v
e 

ne
ve

r 
se

en
 b

ef
or

e,
 s

o 
th

ey
 c

ou
ld

n’
t 

po
ss

ib
ly

 t
el

l 
m

e 
w

ha
t 

th
ey

 w
an

t 
an

d 
th

en
 m

e 
do

 i
t, 

be
ca

us
e 

th
en

 it
 w

ou
ld

n’
t b

e 
so

m
et

hi
ng

 th
at

 s
ur

pr
is

es
 th

em
. 

 D
on

: 
S

o 
th

ey
’re

 lo
ok

in
g 

fo
r s

ur
pr

is
es

? 
 N

M
: 

Y
ea

h,
 I 

th
in

k 
pe

op
le

 a
re

 c
on

st
an

tly
 …

 w
el

l, 
it’

s 
fa

sh
io

n,
 s

o 
pe

op
le

 
ar

e 
co

ns
ta

nt
ly

 lo
ok

in
g 

fo
r s

ur
pr

is
es

 a
nd

 u
ni

qu
e 

th
in

gs
 th

at
 c

an
 h

el
p 

th
em

 id
en

tif
y 

th
ei

r 
ow

n 
pe

rs
on

al
ity

, s
o 

as
 w

ith
 a

ll 
gr

ea
t i

nv
en

tio
ns

, 
th

e 
be

st
 t

hi
ng

s 
w

e’
ve

 e
ve

r 
do

ne
 h

av
e 

be
en

 a
cc

id
en

ts
 a

nd
 w

e’
ve

 
do

ne
 t

he
m

 b
ec

au
se

 w
e 

th
ou

gh
t 

“w
el

l, 
w

e 
lo

ve
 t

he
m

. 
 C

us
to

m
er

s 
w

on
’t 

lo
ve

 th
em

 b
ut

 w
e’

ll 
do

 it
 a

ny
w

ay
”, 

an
d 

th
en

 th
e 

cu
st

om
er

 h
as

 
lo

ve
d 

th
em

. 
 

D
on

 P
ar

ke
r� 1

3/
1/

20
15

 1
8:

00
C

o
m

m
en

t 
[4

]:
 A

m
bi

gu
ity

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

8
C

o
m

m
en

t 
[5

]:
 M

C
3(

M
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

9
C

o
m

m
en

t 
[6

]:
 M

C
2(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

9
C

o
m

m
en

t 
[7

]:
 M

C
4(

M
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

9
C

o
m

m
en

t 
[8

]:
 M

C
1(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:4

9
C

o
m

m
en

t 
[9

]:
 C

on
tro

l 
D

on
 P

ar
ke

r� 6
/6

/2
01

4 
11

:5
0

C
o
m

m
en

t 
[1

0
]:
 M

C
1(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

0
C

o
m

m
en

t 
[1

1
]:
 M

C
1(

M
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

0
C

o
m

m
en

t 
[1

2
]:
 C

on
tro

l 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

1
C

o
m

m
en

t 
[1

3
]:
 M

C
3(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

1
C

o
m

m
en

t 
[1

4
]:
 M

C
4(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

1
C

o
m

m
en

t 
[1

5
]:
 W

ho
? 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

1
C

o
m

m
en

t 
[1

6
]:
 P

au
se

, u
nc

er
ta

in
ty

? 
D

on
 P

ar
ke

r� 6
/6

/2
01

4 
11

:5
3

C
o
m

m
en

t 
[1

7
]:
 M

C
1(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

3
C

o
m

m
en

t 
[1

8
]:
 M

C
4(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

3
C

o
m

m
en

t 
[1

9
]:
 M

C
1(

M
) 



 
 

  

 
3 

D
on

: 
Is

 th
er

e 
an

 e
xa

m
pl

e 
of

 th
at

? 
 N

M
: 

Y
ea

h,
 e

ve
ry

th
in

g 
th

at
 w

e 
di

d 
to

 d
o 

w
ith

 th
e 

st
rin

g.
 

 D
on

: 
R

ea
lly

? 
 N

M
: 

D
o 

yo
u 

w
an

t t
o 

ha
ve

 p
ic

tu
re

s?
 

 D
on

: 
La

te
r o

n.
  T

hi
s 

is
 re

al
ly

 a
 c

ha
t f

or
 n

ow
.  

I k
no

w
 th

e 
w

or
k,

 y
es

, b
ut

 if
 

it 
he

lp
s 

yo
u 

di
sc

us
s 

it 
th

en
 th

at
’s

 fi
ne

. 
 N

M
: 

I d
on

’t 
kn

ow
 if

 y
ou

’v
e 

se
en

 th
is

. 
 D

on
: 

Y
ea

h,
 I 

ha
ve

. 
 N

M
: 

S
o 

ev
er

yt
hi

ng
 th

at
 h

as
 a

ll 
be

en
 m

ad
e 

ou
t o

f t
hi

s 
st

uf
f h

as
 b

ee
n 
…

 
w

as
 b

as
ic

al
ly

 n
ot

 e
ve

r 
re

al
ly

 h
av

e 
su

pp
os

ed
 t

o 
ex

is
t 

an
d 

no
w

 it
’s

 
ha

lf 
of

 o
ur

 tu
rn

ov
er

. 
 D

on
: 

N
o 

w
ay

. 
 N

M
: 

A
nd

 th
en

 e
ve

ry
th

in
g 

th
at

 lo
ok

s 
m

or
e 

lik
e 

th
is

 –
 th

is
 is

 s
up

po
se

d 
to

 
be

 th
e 

th
in

g 
th

at
 e

ve
ry

bo
dy

 w
an

ts
 –

 
 D

on
: 

Th
is

 is
 th

e 
on

e 
th

at
 y

ou
 p

la
nn

ed
? 

 N
M

: 
Y

ea
h,

 t
hi

s 
is

 t
he

 o
ne

 t
ha

t’s
 c

om
e 

th
ro

ug
h 

re
se

ar
ch

, 
lis

te
ni

ng
 t

o 
cu

st
om

er
s,

 li
st

en
in

g 
to

 w
ha

t 
pe

op
le

 s
ay

 t
ha

t 
th

ey
 t

hi
nk

 t
he

y 
w

an
t 

an
d 

th
is

 is
 th

e 
re

su
lt 

of
 th

at
 k

in
d 

of
 lo

gi
ca

l t
hi

nk
in

g 
– 

 D
on

: 
R

ea
lly

 s
o 

m
or

e 
I’d

 s
ay

 tr
ad

iti
on

al
 –

 n
ot

 tr
ad

iti
on

al
 b

ut
 …

 
 N

M
: 

Tr
ad

iti
on

al
, b

ut
 w

ith
 a

 tw
is

t. 
 D

on
: 

Y
es

, 
m

or
e 

of
 w

ha
t 

I 
un

de
rs

ta
nd

 t
o 

be
 u

nd
er

w
ea

r 
or

 l
in

ge
rie

, 
I 

su
pp

os
e.

 
 N

M
: 

O
f c

ou
rs

e 
so

 p
eo

pl
e 

ha
ve

 a
lw

ay
s 

sa
id

 “
ye

ah
, y

ea
h,

 th
at

’s
 w

ha
t w

e 
re

al
ly

 w
an

t a
nd

 th
at

’s
 w

ha
t w

e 
re

al
ly

 n
ee

d”
 b

ut
 w

he
n 

it 
co

m
es

 d
ow

n 
to

 it
, t

he
y 

do
 li

ke
 th

is
; i

t’s
 ju

st
 th

at
 th

ey
 lo

ve
 th

is
. 

 D
on

: 
R

ea
lly

? 
 F

as
ci

na
tin

g.
  

N
o,

 I
’m

 g
en

ui
ne

ly
 …

 o
ka

y,
 s

o 
w

hy
 d

o 
th

ey
 

lo
ve

 it
? 

 N
M

: 
W

el
l, 

its
 …

 
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

4
C

o
m

m
en

t 
[2

0
]:
 P

au
se

? 
D

on
 P

ar
ke

r� 6
/6

/2
01

4 
11

:5
4

C
o
m

m
en

t 
[2

1
]:
 M

C
1(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

4
C

o
m

m
en

t 
[2

2
]:
 M

C
4(

S)
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

4
C

o
m

m
en

t 
[2

3
]:
 M

C
4(

M
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

4
C

o
m

m
en

t 
[2

4
]:
 H

ow
? 

 
4 

D
on

: 
C

an
 y

ou
 s

ee
 w

hy
 I’

m
 d

oi
ng

 th
is

 re
se

ar
ch

, b
ec

au
se

 I’
m

 n
ow

 a
llo

w
ed

 
ju

st
 to

 a
sk

 re
al

ly
 n

ic
e 

qu
es

tio
ns

 li
ke

 th
at

 th
at

 a
re

 b
lo

od
y 

aw
kw

ar
d!

 
 N

M
: 

It’
s 

no
t 

aw
kw

ar
d.

  
I’m

 j
us

t 
try

in
g 

to
 s

ay
 i

t 
cl

ea
rly

 I
 s

up
po

se
 a

nd
 

fig
ur

e 
it 

ou
t. 

 It
 lo

ok
s 

ni
ce

, i
t f

ee
ls

 n
ic

e.
  

B
as

ic
al

ly
 th

is
 s

tu
ff 

ac
tu

al
ly

 
ha

s 
an

 e
ffe

ct
 o

n 
th

e 
w

ea
re

r. 
 T

hi
s 

do
es

 to
o;

 th
is

 s
qu

ee
ze

s 
yo

ur
 fa

t 
bi

ts
 a

nd
 m

ak
es

 y
ou

 lo
ok

 th
in

ne
r 

an
d 

m
or

e 
cu

rv
y.

  
Th

is
 is

 d
iff

er
en

t; 
th

e 
w

ay
 t

hi
s 

ac
tu

al
ly

 li
es

 a
nd

 s
its

 o
n 

th
e 

bo
dy

 –
 it

 a
ll 

tic
kl

es
 a

nd
 

tin
gl

es
 –

 s
o 

it 
do

es
n’

t l
oo

k 
ta

rty
 o

r a
ny

th
in

g 
lik

e 
th

at
, a

nd
 it

 b
as

ic
al

ly
 

lo
ok

s 
m

or
e 

fa
sh

io
n 

th
an

 s
ex

, 
bu

t 
it’

s 
a 

re
al

ly
 k

in
d 

of
 t

ic
kl

y,
 t

in
gl

y 
th

in
g 

to
 w

ea
r. 

 P
eo

pl
e 

ha
ve

 b
ee

n 
w

ea
rin

g 
th

em
 t

o 
w

or
k 

an
d 

ob
vi

ou
sl

y 
w

e’
ll 

ge
t 

to
 t

he
 F

ac
eb

oo
k 

bi
t, 

be
ca

us
e 

th
at

 w
ill

 f
or

m
 t

he
 

co
re

 o
f m

os
t o

f t
he

 c
om

m
un

ic
at

io
n 

th
at

 w
e’

ve
 d

on
e 

th
at

 c
an

 p
ro

ve
 

th
at

 p
eo

pl
e 

lo
ve

 s
tu

ff,
 b

ut
 y

ea
h,

 y
ou

 k
no

w
 I 

ha
d 

so
m

eo
ne

 e
-m

ai
l m

e 
th

e 
ot

he
r d

ay
 a

nd
 s

he
 s

ai
d 

“I’
m

 w
ea

rin
g 

th
e 

st
rin

g 
bo

dy
 s

ui
t”.

  I
t’s

 a
 

bi
t 

lik
e 

th
at

, 
bu

t 
it’

s 
go

t 
a 

di
ffe

re
nt

 s
ha

pe
, 

it’
s 

go
t 

a 
lin

in
g 

in
. 

 S
he

 
w

as
 w

ea
rin

g 
it 

to
 w

or
k 

– 
sh

e 
w

or
ks

 in
 a

 fi
na

nc
e 

co
m

pa
ny

. 
 D

on
: 

A
m

az
in

g!
  

O
ne

, 
yo

u 
kn

ow
 I

 t
hi

nk
 t

ha
t 

pe
op

le
 a

re
 s

tra
ng

e 
al

re
ad

y 
an

d 
tw

o,
 I 

th
in

k 
th

at
 w

om
en

 a
re

 e
ve

n 
st

ra
ng

er
!  

A
nd

 th
is

 c
am

e 
ou

t 
of

 a
n 

ac
ci

de
nt

 o
r 

ju
st

 y
ou

 f
an

ci
ed

 d
oi

ng
 it

? 
 G

iv
e 

it 
a 

go
, 

ki
nd

 o
f 

th
in

g.
 

 N
M

: 
To

yi
ng

 a
nd

 p
la

yi
ng

 w
ith

 s
om

e 
fa

br
ic

 th
at

 w
e 

ha
d 

ly
in

g 
ar

ou
nd

, b
ut

 
th

e 
w

ho
le

 c
ol

le
ct

io
n’

s 
go

t 
an

 e
nd

or
se

m
en

t 
el

em
en

t 
to

 it
, 

w
hi

ch
 is

 
ba

si
ca

lly
 t

he
 s

to
ry

 t
ha

t 
ev

er
yb

od
y 

ge
ts

 g
iv

en
 a

bo
ut

 i
t 

is
 t

ha
t 

th
e 

st
rin

g 
co

lle
ct

io
n 

ca
m

e 
th

ro
ug

h 
as

 a
 re

su
lt 

of
 a

 c
ol

la
bo

ra
tio

n 
th

at
 w

e 
di

d 
w

ith
 K

at
ie

 T
un

st
al

l. 
 S

he
 h

ad
 n

ot
hi

ng
 t

o 
do

 w
ith

 t
he

 a
ct

ua
l 

co
lle

ct
io

n,
 b

ut
 s

he
 w

an
te

d 
us

 t
o 

us
e 

so
m

e 
of

 t
hi

s 
fa

br
ic

 o
n 

so
m

e 
tro

us
er

s 
th

at
 w

e 
m

ad
e 

fo
r h

er
 a

nd
 th

en
 I 

ha
d 

so
m

e 
of

 th
is

 le
ft 

ly
in

g 
ar

ou
nd

 a
nd

 I 
w

as
 p

la
yi

ng
 w

ith
 it

 a
nd

 th
en

 w
e 

en
de

d 
up

 w
ith

 s
om

e 
re

al
ly

 in
no

va
tiv

e 
fu

n 
de

si
gn

s 
th

at
 n

o-
on

e 
ha

d 
re

al
ly

 s
ee

n 
be

fo
re

, s
o 

be
fo

re
 it

 e
ve

n 
w

en
t t

o 
m

ar
ke

t i
t h

ad
 e

nd
or

se
m

en
t f

ro
m

 a
 c

el
eb

rit
y,

 
w

ho
 is

 k
in

da
 c

oo
l, 

no
t t

ar
ty

, y
ou

 k
no

w
, s

he
’s

 k
no

w
n 

fo
r 

al
so

 b
ei

ng
 

qu
ite

 in
no

va
tiv

e,
 b

ec
au

se
 s

he
 d

id
 a

ll 
th

at
, s

he
 w

as
 th

e 
fir

st
 p

er
so

n 
to

 d
o 

al
l t

ha
t f

oo
t s

to
m

pi
ng

 th
in

g.
  

S
he

’s
 n

ot
 n

ec
es

sa
ril

y 
vi

ew
ed

 a
s 

a 
se

xy
 c

el
eb

rit
y 

ei
th

er
. 

 D
on

: 
O

r w
ha

t p
eo

pl
e 

co
ns

id
er

 th
at

, w
ha

te
ve

r t
ha

t i
s.

 
 N

M
: 

Y
es

, s
he

’s
 q

ui
te

 a
n 

od
d 

on
e,

 b
ut

 it
 ju

st
 s

o 
ha

pp
en

ed
 –

 e
ve

ry
th

in
g 

ab
ou

t 
it,

 it
 ju

st
 s

o 
ha

pp
en

ed
. 

 I
t 

ju
st

 s
o 

ha
pp

en
ed

 t
ha

t 
w

e 
di

d 
th

is
 

th
in

g 
fo

r 
he

r 
an

d 
it 

re
su

lte
d 

in
 t

hi
s.

  
Th

e 
ac

tu
al

 p
ro

du
ct

 it
se

lf 
ha

d 
ne

ve
r b

ee
n 

se
en

 b
ef

or
e,

 s
o 

it 
ha

d 
su

rp
ris

e 
an

d 
un

iq
ue

ne
ss

.  
A

ls
o,

 it
 

ha
s 

a 
st

or
y 

w
he

re
by

 th
e 

w
ho

le
 c

ol
le

ct
io

n 
is

 m
ad

e 
in

 th
e 

U
K

 b
y 

N
M

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

5
C

o
m

m
en

t 
[2

5
]:
 N

o 
xx

x 
he

re
  M

C
3(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

5
C

o
m

m
en

t 
[2

6
]:
 M

C
1(

M
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

6
C

o
m

m
en

t 
[2

7
]:
 M

C
1(

M
/S

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

6
C

o
m

m
en

t 
[2

8
]:
 M

C
2(

M
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

6
C

o
m

m
en

t 
[2

9
]:
 M

C
2(

S)
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

6
C

o
m

m
en

t 
[3

0
]:
 M

C
2(

S)
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

6
C

o
m

m
en

t 
[3

1
]:
 M

C
1(

W
) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

6
C

o
m

m
en

t 
[3

2
]:
 M

C
3(

W
) 



 
 

  

 
5 

an
d 

he
r f

rie
nd

s 
in

 th
ei

r L
ei

ce
st

er
sh

ire
 c

ou
nt

ry
si

de
 s

tu
di

o.
  T

ha
t i

s 
a 

hu
ge

 re
as

on
 w

hy
 p

eo
pl

e 
lo

ve
 it

. 
 D

on
: 

W
ow

. 
 N

M
: 

Th
in

k 
lik

e 
C

at
h 

Ki
ts

on
. 

 D
on

: 
Ye

ah
, I

’v
e 

on
ly

 ju
st

 re
ce

nt
ly

 b
ec

om
e 

aw
ar

e 
of

 h
er

. 
 N

M
: 

It’
s 

go
t t

ha
t w

ho
le

 ‘w
e 

ne
ed

 to
 ta

p 
in

to
 th

is
 th

in
g 

m
or

e 
of

’ –
 li

ke
 N

M
 

an
d 

he
r 

fri
en

ds
, 

in
 t

he
 c

ou
nt

ry
si

de
 o

f 
En

gl
an

d 
– 

is
 a

ct
ua

lly
 a

 
m

as
si

ve
 p

er
su

as
io

n 
to

ol
. 

 D
on

: 
It’

s 
ki

nd
 o

f J
ac

k 
W

ills
, i

s 
it?

 
 N

M
:  

So
rt 

of
, b

ut
 J

ac
k 

W
ills

 is
 A

m
er

ic
an

 –
 w

el
l, 

it’
s 

ki
nd

 o
f A

m
er

ic
an

 –
  

 D
on

: 
Bu

t t
he

ir 
ph

ot
o 

sh
oo

ts
 a

re
 a

ll 
in

 th
e 

co
un

try
 …

 
 N

M
: 

Bu
t 

th
e 

di
ffe

re
nc

e 
is

 t
he

re
 a

re
 b

ig
 b

ra
nd

s 
w

ho
 p

re
te

nd
 a

nd
 t

he
n 

th
er

e 
ar

e 
sm

al
l b

ra
nd

s 
w

ho
 a

re
 r

ea
l a

nd
 I 

th
in

k 
co

ns
um

er
s 

ca
n 

te
ll 

th
e 

di
ffe

re
nc

e.
 

 
Th

er
e’

s 
th

is
 

ot
he

r 
lin

ge
rie

 
br

an
d,

 
ow

ne
d 

by
 

Ab
er

cr
om

bi
e 

& 
Fi

tc
h 

– 
it’

s 
ca

lle
d 

G
illy

 H
ic

ks
 a

nd
 th

e 
st

or
y 

is
 th

at
 it

’s
 

de
si

gn
ed

 b
y 

so
m

e 
gi

rl 
w

ho
 li

ve
s 

in
 a

 b
ea

ch
 h

ut
 o

n 
th

e 
be

ac
h 

an
d 

yo
u 

kn
ow

, b
as

ic
al

ly
 it

 ju
st

 m
ag

ic
al

ly
 a

ll 
co

m
es

 in
to

 b
ei

ng
, w

hi
ch

 is
 

ob
vi

ou
sl

y 
al

l b
ul

ls
hi

t. 
 E

ve
ry

bo
dy

 th
at

’s
 e

ve
r 

w
or

ke
d 

th
er

e 
– 

so
m

e 
ha

ve
 c

om
e 

to
 d

o 
in

te
rn

sh
ip

s 
he

re
 –

 a
nd

 th
ey

’re
 a

ll 
lik

e 
“n

o,
 n

o,
 it

’s
 

ju
st

 m
ad

e 
up

” 
an

d 
pa

rt 
of

 t
he

 s
to

ry
 –

 t
he

 r
es

ea
rc

h 
fo

r 
th

e 
st

or
y 

ca
m

e 
fro

m
 u

s.
 

 D
on

: 
N

o 
w

ay
. 

 N
M

: 
Ye

ah
, 

Ab
er

cr
om

bi
e 

& 
Fi

tc
h 

w
er

e 
lik

e,
 w

e 
re

al
ly

 l
ik

e 
th

is
 w

ho
le

 ‘
 

N
M

’, 
so

 it
’s

 ‘G
illy

 H
ic

ks
’ –

 it
 h

ad
 to

 b
e 

a 
pe

rs
on

 –
 y

ou
 k

no
w

, G
illy

 
H

ic
ks

 is
 m

ea
nt

 to
 b

e 
a 

gi
rl,

 b
ut

 it
’s

 o
bv

io
us

; i
t’s

 o
bv

io
us

ly
 ..

. 
 D

on
: 

Fa
ux

. 
 N

M
: 

Fa
ux

.  
An

d 
an

ot
he

r 
th

in
g 

an
d 

th
is

 is
 a

ll 
st

ill 
…

 I 
ca

n’
t t

el
l y

ou
 th

at
 

an
y 

of
 w

ha
t I

’m
 s

ay
in

g 
is

 a
 fa

ct
. 

 D
on

: 
N

o,
 it

’s
 c

om
in

g 
fro

m
 y

ou
 a

nd
 th

at
’s

 th
e 

im
po

rta
nt

 th
in

g.
 

 N
M

: 
H

an
g 

on
 –

 I
’v

e 
fo

rg
ot

te
n 

w
ha

t 
I 

w
as

 a
bo

ut
 t

o 
sa

y 
th

ou
gh

. 
 A

t 
th

e 
m

om
en

t w
e’

ve
 g

ot
 tw

o 
bu

si
ne

ss
es

.  
W

e’
ve

 g
ot

 th
e 

on
e 

th
at

’s
 m

ad
e 

in
 th

e 
U

K 
– 

th
is

 s
tu

ff 
– 

an
d 

th
en

 w
e’

ve
 g

ot
 th

e 
st

uf
f t

ha
t’s

 m
ad

e 
in

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

7
C

o
m

m
en

t 
[3

3
]: 

M
C

5(
M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

7
C

o
m

m
en

t 
[3

4
]: 

M
C

5(
S)

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

7
C

o
m

m
en

t 
[3

5
]: 

2 
st

re
am

s 

 
6 

H
on

g 
Ko

ng
 –

 th
is

 s
tu

ff.
  T

he
 s

tu
ff 

th
at

’s
 m

ad
e 

in
 H

on
g 

Ko
ng

 is
  t

he
 

pe
op

le
 th

at
 m

ak
e 

th
e 

be
st

 li
ng

er
ie

 in
 th

e 
w

or
ld

.  
Th

ey
 h

av
e 

al
l t

he
 

te
ch

ni
ca

l a
bi

lit
y 

an
d 

on
 p

ap
er

 th
er

ef
or

e,
 th

ei
r l

in
ge

rie
 s

ho
ul

d 
be

 th
e 

be
st

 a
nd

 e
ve

ry
bo

dy
 s

ho
ul

d 
w

an
t t

o 
bu

y 
it 

an
d 

it 
sh

ou
ld

 h
av

e 
a 

go
od

 
pr

ic
e 

an
d 

re
al

ly
 g

oo
d 

qu
al

ity
 a

nd
 th

en
 o

n 
a 

co
m

pl
et

e 
op

po
si

te
 e

nd
 

of
 t

he
 s

pe
ct

ru
m

 t
hi

s 
st

uf
f 

is
 b

ei
ng

  
pe

op
le

 w
ho

 d
on

’t 
ha

ve
 a

ny
 

ex
pe

rie
nc

e,
 w

ho
 a

re
 ju

st
 m

ak
in

g 
it 

up
 a

s 
th

ey
 g

o 
al

on
g 

an
d 

w
ho

 
ha

ve
n’

t 
w

or
ke

d 
in

 t
he

 in
du

st
ry

 f
or

 y
ea

rs
, 

be
ca

us
e 

it’
s 

us
 a

nd
 t

he
n 

so
m

e 
yo

un
g,

 ju
ni

or
 p

eo
pl

e 
an

d 
in

 th
eo

ry
 it

’s
 a

ls
o 

a 
bi

t w
ei

rd
, i

t l
oo

ks
 

lik
e 

it 
m

ig
ht

 b
e 

fid
dl

y 
to

 w
ea

r, 
bu

t 
in

 t
he

or
y 

it 
sh

ou
ld

 b
e 

th
e 

th
in

g 
th

at
 d

oe
sn

’t 
se

ll 
ve

ry
 m

uc
h.

  
In

 a
ct

ua
l f

ac
t, 

w
e 

se
ll 

m
or

e 
of

 t
he

se
 

th
an

 w
e 

do
 o

f t
ho

se
 a

nd
 I 

th
in

k 
it 

ju
st

 s
or

t o
f p

ro
ve

s 
th

at
 it

’s
 a

bo
ut

 
th

e 
re

al
ne

ss
 …

 
 D

on
: 

Th
at

’s
 th

e 
co

nn
ec

tio
n.

 
 N

M
: 

Pe
op

le
 ju

st
 lo

ve
 …

 it
’s

 n
ot

 o
ne

 o
f t

he
 th

in
gs

 –
 it

 c
an

’t 
be

 ju
st

 th
e 

fa
ct

 
th

at
 it

’s
 m

ad
e 

in
 th

e 
U

K 
or

 th
e 

fa
ct

 th
at

 it
’s

  
N

M
 a

nd
 h

er
 fr

ie
nd

s 
or

 
th

e 
fa

ct
 t

ha
t 

it’
s 

un
iq

ue
 o

r 
th

e 
fa

ct
 t

ha
t 

it 
w

as
 e

nd
or

se
d;

 i
t’s

 
ev

er
yt

hi
ng

. 
 A

nd
 t

he
n 

ba
si

ca
lly

, 
w

ith
 t

hi
s 

co
lle

ct
io

n 
w

e 
do

n’
t 

re
al

ly
 

ha
ve

 to
 ta

lk
 a

bo
ut

 it
.  

Al
l w

e 
ev

er
 d

o 
on

 o
ur

 F
ac

eb
oo

k 
pa

ge
 is

 p
ut

 
lin

ks
 t

o 
al

l 
th

e 
th

in
gs

 t
ha

t 
ev

er
yo

ne
 e

ls
e 

is
 s

ay
in

g 
ab

ou
t 

it,
 s

o 
en

do
rs

em
en

t h
ap

pe
ns

 e
ve

ry
 d

ay
.  

Ev
er

y 
da

y 
so

m
e 

op
in

io
n-

fo
rm

in
g 

bl
og

ge
r 

w
ill 

sa
y 

ho
w

 m
uc

h 
th

ey
 l

ov
e 

it 
an

d 
w

e’
ve

 u
se

d 
G

oo
gl

e 
al

er
ts

, s
o 

w
e 

al
w

ay
s 

ge
t a

 G
oo

gl
e 

al
er

t i
f s

om
eb

od
y 

m
en

tio
ns

 ‘ 
N

M
’ 

or
 ‘N

M
 L

in
ge

rie
’ o

r 
N

M
 o

r 
st

rin
g 

or
 w

ha
te

ve
r 

an
d 

as
 s

oo
n 

as
 th

ey
 

ap
pe

ar
 o

n 
th

e 
in

te
rn

et
 w

e 
pu

t a
 li

nk
 y

ou
 k

no
w

, w
e 

ju
st

 p
ut

 it
 in

to
 o

ur
 

Fa
ce

bo
ok

 
pa

ge
, 

so
 

w
e 

do
n’

t 
ac

tu
al

ly
 

ha
ve

 
to

 
sa

y 
an

yt
hi

ng
.  

W
he

re
as

 o
n 

th
es

e 
on

es
, n

or
m

al
ly

 if
 w

e 
w

an
t s

om
et

hi
ng

 to
 b

e 
sa

id
 

ab
ou

t 
it 

th
en

 w
e 

ha
ve

 t
o 

sa
y 

it,
 s

o 
it’

s 
on

ly
 w

ha
t 

w
e 

th
in

k,
 it

’s
 n

ot
 

qu
ite

 w
ha

t 
th

e 
w

or
ld

 …
 i

t’s
 n

ot
 u

s 
ta

pp
in

g 
in

to
 s

om
e 

lo
ve

 t
ha

t’s
 

ha
pp

en
in

g 
in

 th
e 

w
or

ld
. 

 D
on

: 
So

 th
is

 –
 th

e 
st

rin
g 

– 
is

 c
om

in
g 

fro
m

 th
e 

co
ns

um
er

 a
nd

 y
ou

’re
 tr

yi
ng

 
to

 s
en

d 
a 

m
es

sa
ge

 o
ut

 o
n 

th
is

 o
ne

? 
 N

M
: 

Ye
s.

 
So

 
tra

di
tio

na
l 

m
ar

ke
tin

g 
is

 
no

rm
al

ly
 

ab
ou

t 
bu

si
ne

ss
 

to
 

co
ns

um
er

, 
I 

su
pp

os
e,

 b
ut

 t
hi

s 
st

rin
g 

ph
en

on
om

en
 t

ha
t 

w
e’

ve
 g

ot
 

go
in

g 
on

 is
 a

ll 
co

ns
um

er
 to

 c
on

su
m

er
, o

pi
ni

on
 fo

rm
er

s 
to

 c
on

su
m

er
 

an
d 

w
e 

try
 a

nd
 c

ha
nn

el
 it

, b
ec

au
se

 y
ou

 c
an

 n
ow

 w
ith

 s
oc

ia
l m

ed
ia

, 
so

 w
e 

ju
st

 c
ha

nn
el

 it
 a

nd
 it

’s
 fr

ee
. 

 D
on

: 
Th

is
 is

 …
 ta

lk
in

g 
to

 y
ou

 is
 re

al
ly

 re
fre

sh
in

g.
  W

ha
t I

’m
 a

ls
o 

fin
di

ng
 is

 
th

e 
m

or
e 

ex
pe

rie
nc

ed
 p

eo
pl

e 
I’m

 ta
lk

in
g 

to
 …

 th
e 

pe
rs

on
 I 

sp
ok

e 
to

 
in

 th
e 

m
id

dl
e 

of
 th

e 
w

ee
k 

is
 th

e 
C

EO
 o

f a
 h

al
f a

 m
illi

on
 p

ou
nd

 b
ra

nd
 

ag
en

cy
.  

H
e’

s 
be

en
 d

oi
ng

 it
 p

ro
ba

bl
y 

ju
st

 a
 li

ttl
e 

bi
t l

on
ge

r t
ha

n 
yo

u 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

8
C

o
m

m
en

t 
[3

6
]: 

A
ut

he
nt

ic
ity

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

8
C

o
m

m
en

t 
[3

7
]: 

Is
 it

? 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

8
C

o
m

m
en

t 
[3

8
]: 

M
C

2(
S)

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

8
C

o
m

m
en

t 
[3

9
]: 

X
X

X
X

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

8
C

o
m

m
en

t 
[4

0
]: 

M
C

2 
(S

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

9
C

o
m

m
en

t 
[4

1
]: 

M
C

5(
S)

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

9
C

o
m

m
en

t 
[4

2
]: 

M
C

2(
S)

 



 
 

  

 
7 

an
d 

bo
th

 o
f 

yo
u 

an
d 

so
m

eo
ne

 e
ls

e,
 y

ou
 k

no
w

, 
I 

try
 a

nd
 k

ee
p 

th
e 

na
m

es
 a

w
ay

 f
ro

m
 e

ve
ry

bo
dy

. 
 Y

ou
’re

 li
ke

, 
“th

is
 is

 t
hi

s 
an

d 
th

is
 is

 
w

ha
t w

e 
do

” 
an

d 
w

ha
t I

 w
ou

ld
 a

sk
, i

n 
th

at
 r

es
pe

ct
, i

s 
do

 y
ou

 th
in

k 
so

m
e 

of
 it

 is
 ju

st
 a

 h
un

ch
? 

 N
M

: 
W

ha
t I

’m
 s

ay
in

g 
or

 s
om

e 
of

 w
ha

t t
he

y’
re

 s
ay

in
g?

 
 D

on
: 

N
o,

 t
he

 w
ay

 y
ou

 m
ar

ke
t, 

th
e 

w
ay

 y
ou

 g
et

 y
ou

r 
…

 i
s 

ad
ve

rti
si

ng
 

ef
fe

ct
iv

e 
is

, I
 s

up
po

se
, w

ha
t I

’m
 s

ay
in

g 
or

 is
 it

 a
 d

iff
er

en
t t

hi
ng

 n
ow

, 
or

 …
 

 N
M

: 
I 

ac
tu

al
ly

 t
hi

nk
 t

he
 m

ar
ke

tin
g 

ha
s 

co
m

pl
et

el
y 

ch
an

ge
d,

 b
ut

 I
 d

on
’t 

ha
ve

 a
 m

as
si

ve
 b

ud
ge

t t
ha

t I
 c

an
 te

st
 th

eo
rie

s 
ou

t o
n,

 b
ut

 …
 

 D
on

: 
W

el
l, 

pa
rt 

of
 w

ha
t I

’m
 h

op
in

g 
to

 d
o 

in
 th

e 
fu

tu
re

 in
 th

e 
re

la
tio

ns
hi

ps
 

th
at

 I
’m

 b
ui

ld
in

g 
w

ith
 p

eo
pl

e 
is

 h
op

ef
ul

ly
 m

y 
et

hi
ca

l 
vi

ew
 o

f 
no

t 
te

llin
g 

pe
op

le
 s

tu
ff 

is
 t

ha
t 

th
e 

re
as

on
 w

hy
 I

 s
ta

rte
d 

do
in

g 
th

is
 –

 
w

ha
t, 

fiv
e,

 te
n 

ye
ar

s 
ag

o 
no

w
 –

 is
 th

at
 h

er
e 

I a
m

 fo
r f

re
e.

 
 N

M
: 

W
as

 t
he

re
 e

ve
r 

– 
lik

e 
be

fo
re

 t
he

 I
nt

er
ne

t 
ha

pp
en

ed
 –

 w
as

 t
he

re
 

re
al

ly
 e

ve
r 

a 
w

ay
 to

 id
en

tif
y 

pe
op

le
 w

ho
 w

er
e 

al
re

ad
y 

ho
t l

ea
ds

 o
r 

pr
od

uc
ts

? 
 D

on
: 

Th
er

e 
is

 a
 lo

t o
f w

rit
te

n 
w

or
k 

ab
ou

t t
ha

t; 
th

er
e 

w
as

 a
 h

ug
e 

am
ou

nt
 

of
 

w
or

k 
do

ne
. 

 
O

ne
 

of
 

th
e 

gu
ys

 
th

at
 

I’m
 

fo
llo

w
in

g 
-  

   
   

 
m

an
uf

ac
tu

rin
g 

co
ns

en
t 

– 
lik

e 
C

ho
m

sk
ey

, 
ov

er
 w

ith
 a

 g
uy

 c
al

le
d 

Er
ne

st
 D

ic
t i

n 
th

e 
‘5

0’
s 

in
 A

m
er

ic
a;

 th
er

e 
w

er
e 

a 
lo

t, 
a 

hu
ge

 a
m

ou
nt

 
of

 c
om

pa
ni

es
 s

et
 u

p,
 t

ha
t’s

 w
ha

t 
th

ey
 d

id
. 

 T
he

y 
lo

ok
ed

 f
or

 t
ar

ge
t 

co
ns

um
er

s;
 

th
ey

 
di

d 
in

-d
ep

th
 

in
te

rv
ie

w
s 

w
ith

 
th

ou
sa

nd
s 

up
on

 
th

ou
sa

nd
s 

of
 p

eo
pl

e.
 

 N
M

: 
Bu

t i
t w

as
 a

ll 
ba

se
d 

on
 d

em
og

ra
ph

ic
s,

 n
ot

 b
as

ed
 o

n 
fa

ct
s 

– 
ho

w
 in

 
th

e 
‘5

0’
s 

w
ou

ld
 y

ou
 h

av
e 

id
en

tif
ie

d 
a 

la
rg

e 
qu

an
tit

y 
of

 p
eo

pl
e 

w
ho

 
ar

e 
ju

st
 t

hi
nk

in
g 

ab
ou

t 
fin

di
ng

 y
ou

r 
bo

ok
 o

r 
a 

bo
ok

 t
ha

t’s
 b

ee
n 

de
sc

rib
ed

 …
 

 D
on

: 
I d

on
’t 

kn
ow

.  
Th

is
 is

 it
. 

 N
M

: 
It 

w
as

 a
ll 

m
as

s 
– 

it 
ha

d 
to

 b
e 

al
l o

ne
 w

ay
. 

 D
on

: 
It 

w
as

 m
as

s 
co

m
m

un
ic

at
io

n.
 

 N
M

: 
D

ow
n 

to
, I

 s
up

po
se

, o
ne

-o
n-

on
e;

 n
ot

 d
oo

r 
to

 d
oo

r 
Sa

le
sm

en
 –

 li
ke

 
st

ill 
on

e 
w

ay
, f

ro
m

 o
ne

 to
 th

e 
ot

he
r. 

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

11
:5

9
C

o
m

m
en

t 
[4

3
]: 

M
C

2(
M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

0
C

o
m

m
en

t 
[4

4
]: 

M
C

3(
M

) K
ey

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

0
C

o
m

m
en

t 
[4

5
]: 

M
C

3(
W

) 

 
8 

D
on

: 
Ye

ah
. 

 F
ro

m
 t

he
 a

dv
er

tis
er

 l
et

’s
 s

ay
, 

fo
r 

ex
am

pl
e,

 f
or

 w
an

t 
of

 a
 

be
tte

r p
hr

as
e,

 to
 th

e 
co

ns
um

er
 h

as
 a

lw
ay

s 
be

en
 o

ne
 w

ay
. 

 N
M

: 
Bu

t 
th

en
, 

th
e 

th
in

g 
is

, 
si

nc
e 

th
e 

In
te

rn
et

 h
ap

pe
ne

d 
an

d 
m

ob
ile

 a
s 

w
el

l 
an

d 
w

he
n 

w
e 

w
er

e 
at

 T
ur

ne
r 

an
d 

m
ob

ile
 a

nd
 i

nt
er

-a
ct

iv
e 

m
ar

ke
tin

g 
th

er
e 

an
d 

at
 3

65
 …

 
 D

on
: 

So
rry

 to
 in

te
rru

pt
, b

ut
 th

is
 is

 n
ot

 ju
st

 a
 c

on
ve

rs
at

io
n 

ab
ou

t ‘
 N

M
’; 

it’
s 

lik
e 

yo
ur

 e
xp

er
ie

nc
e 

of
 b

ra
nd

s 
is

 h
ug

e.
 

 N
M

: 
So

 th
en

 –
 a

nd
 th

is
 w

as
 li

ke
 te

n 
ye

ar
s 

ag
o 

– 
te

n 
to

 tw
el

ve
 y

ea
rs

 a
go

 
- 

tw
o-

w
ay

 c
om

m
un

ic
at

io
n 

w
as

 t
he

 t
hi

ng
 t

ha
t 

al
l 

th
e 

m
ar

ke
tin

g 
m

ag
az

in
es

 w
er

e 
ki

nd
 o

f g
oi

ng
 o

n 
ab

ou
t a

nd
 o

f c
ou

rs
e 

in
 th

e 
in

te
r-

ac
tiv

e 
ar

en
a 

th
ey

 w
er

e 
al

l t
ry

in
g 

to
 fi

gu
re

 o
ut

 h
ow

 y
ou

 c
ou

ld
 m

ak
e 

it 
w

or
k 

an
d 

th
es

e 
w

er
e 

st
ill 

qu
ite

 la
rg

e 
co

m
pa

ni
es

 th
at

 I 
w

as
 w

or
ki

ng
 

in
 a

nd
 ju

st
 n

ot
 c

on
ne

ct
ed

 t
o 

th
e 

pr
od

uc
ts

 o
r 

th
e 

cu
st

om
er

 in
 a

ny
 

w
ay

 li
ke

 w
e 

ar
e 

no
w

 –
 it

 w
as

 ju
st

 n
ot

 p
os

si
bl

e.
  S

o 
th

e 
so

rt 
of

 th
in

gs
 

th
at

 p
eo

pl
e 

w
ou

ld
 c

om
e 

up
 w

ith
 w

ou
ld

 b
e 

“w
el

l, 
le

t’s
 in

ve
nt

 a
 m

ob
ile

 
ga

m
e 

an
d 

w
e’

ll 
ge

t t
he

 tw
o-

w
ay

 c
om

m
un

ic
at

io
n 

w
he

re
by

 w
e’

ll 
se

nd
 

so
m

et
hi

ng
 a

nd
 t

he
 c

us
to

m
er

 h
as

 t
o 

an
sw

er
 it

 a
nd

 t
he

n 
w

e’
ll 

se
nd

 
so

m
et

hi
ng

 b
ac

k 
an

d 
th

en
 it

’s
 a

 g
am

e 
an

d 
th

en
 w

e’
ve

 g
ot

 tw
o-

w
ay

 
co

m
m

un
ic

at
io

n”
, 

so
 t

he
re

fo
re

 j
ob

 d
on

e,
 b

ut
 t

he
 f

oc
us

 w
as

 o
n 

cr
ea

tin
g 

a 
tw

o-
w

ay
 c

om
m

un
ic

at
io

n,
 n

ot
 o

n 
…

 
 D

on
: 

Th
e 

pr
od

uc
t. 

 N
M

: 
O

n 
re

ce
iv

in
g 

lo
ve

 b
ac

k 
ab

ou
t 

so
m

et
hi

ng
 a

lre
ad

y,
 b

ec
au

se
 i

t’s
 

ac
tu

al
ly

 n
ot

 s
om

et
hi

ng
 th

at
 y

ou
 c

an
 c

on
vi

nc
e 

pe
op

le
 to

 d
o 

an
yw

ay
.  

I m
ea

n,
 th

ey
 ju

st
 d

o 
it 

if 
th

ey
 w

an
t t

o,
 d

on
’t 

th
ey

. 
 D

on
: 

Ab
so

lu
te

ly
.  

It’
s 

ch
oi

ce
.  

I s
up

po
se

 th
is

 is
 w

ha
t w

e’
re

 g
et

tin
g 

do
w

n 
to

 –
 it

’s
 c

ho
ic

e 
sy

st
em

s,
 w

hi
ch

 I’
m

 …
 a

t t
he

 r
oo

t o
f e

ve
ry

th
in

g 
I’m

 
do

in
g 

an
d 

I’m
 tr

yi
ng

 –
 I’

m
 n

ot
 s

ur
e 

if 
I’m

 tr
yi

ng
 to

 a
vo

id
 ta

lk
in

g 
ab

ou
t 

it;
 i

t’s
 l

ik
e 

fre
e-

w
ill 

an
d 

ch
oi

ce
 a

re
 t

he
 t

hi
ng

s 
w

e’
re

 t
al

ki
ng

 a
bo

ut
 

he
re

. 
 T

he
y’

re
 t

he
 t

hi
ng

s 
th

at
 r

ea
lly

 f
as

ci
na

te
 m

e 
an

d 
in

 t
he

 
co

nv
er

sa
tio

n 
so

 fa
r 

w
e’

ve
 g

ot
 to

 it
 v

er
y 

qu
ic

kl
y.

  
Ye

ah
, t

hi
s 

is
 w

ha
t 

I’m
 ju

st
 tr

yi
ng

 to
 lo

ok
 a

t. 
 It

’s
 a

ll 
th

es
e 

th
eo

rie
s 

th
at

 w
e’

ve
 e

xa
m

in
ed

 
an

d 
al

l t
he

 t
hi

ng
s 

w
e’

ve
 w

or
ke

d 
w

ith
. 

 Y
ou

 k
no

w
, 

yo
u 

at
 M

in
is

try
 

an
d 

th
en

 C
ar

to
on

 N
et

w
or

k 
an

d 
ot

he
r 

pl
ac

es
 a

s 
w

el
l a

nd
 h

er
e.

  
It’

s 
lik

e 
w

e’
ve

 a
lw

ay
s 

be
en

 lo
ok

in
g 

at
 it

 a
nd

 I 
st

ill 
do

n’
t k

no
w

, a
nd

 th
is

 is
 

w
hy

 I’
m

 d
oi

ng
 th

e 
Ph

D
, t

hi
s 

is
 w

hy
 I’

ve
 s

pe
nt

 fi
ve

 y
ea

rs
 o

f m
y 

lif
e 

re
ad

in
g 

pi
le

s 
of

 b
oo

ks
 a

nd
 w

rit
in

g 
st

uf
f a

nd
 I 

ca
n 

sh
ow

 y
ou

 it
 a

ll 
if 

yo
u’

re
 e

ve
r i

nt
er

es
te

d 
– 

m
os

t p
eo

pl
e 

it 
w

ou
ld

 s
en

d 
th

em
 to

 s
le

ep
 –

 
bu

t 
it’

s 
lik

e 
w

ha
t 

ha
ve

 w
e 

be
en

 d
oi

ng
 a

ll 
th

es
e 

ye
ar

s?
  

D
oe

s 
it 

w
or

k?
  

An
d 

ho
ne

st
ly

 a
t t

he
 m

om
en

t –
 a

nd
 I 

do
n’

t n
or

m
al

ly
 s

ay
 th

is
 

in
 th

es
e 

ki
nd

 o
f c

on
ve

rs
at

io
ns

 –
 I’

m
 n

ot
 c

on
vi

nc
ed

 –
 I’

m
 g

en
ui

ne
ly

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

0
C

o
m

m
en

t 
[4

6
]: 

M
C

3 
(M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

0
C

o
m

m
en

t 
[4

7
]: 

M
C

4(
M

) 



 
 

 
9 

no
t c

on
vi

nc
ed

.  
I’m

 n
ot

 tr
yi

ng
 to

 s
et

 a
 tr

ap
, I

’m
 n

ot
 tr

yi
ng

 to
 p

ro
ve

 
yo

u 
or

 m
e 

w
ro

ng
 b

ut
 y

ou
 k

no
w

, 
yo

u’
re

 t
el

lin
g 

m
e 

I 
fe

el
 t

he
 s

am
e 

th
in

g;
 d

oe
s 

it 
w

or
k?

 
 N

M
: 

W
el

l, 
th

e 
th

in
g 

is
 –

 th
e 

on
ly

 re
as

on
 I’

m
 n

ow
 in

 a
 p

os
iti

on
 to

 s
ay

 w
ha

t 
I 

ju
st

 s
ai

d 
ab

ou
t 

th
os

e 
co

m
pa

ni
es

 d
oi

ng
 t

ho
se

 t
hi

ng
s,

 t
he

 o
nl

y 
re

as
on

 I
 f

ee
l 

qu
al

ifi
ed

 t
o 

sa
y 

th
os

e 
th

in
gs

 i
s 

th
at

 n
ow

 I
 h

av
e 

pe
rs

on
al

, f
irs

t-h
an

d 
ex

pe
rie

nc
e 

of
 w

ha
t h

ap
pe

ns
 w

he
n 

yo
u 

do
 h

av
e 

a 
ph

en
om

en
on

, w
he

n 
pe

op
le

 d
o 

ge
nu

in
el

y 
lo

ve
 s

om
et

hi
ng

.  
Th

at
 is

 
th

e 
H

ol
y 

G
ra

il;
 w

e’
ve

 a
cc

id
en

ta
lly

 s
tu

m
bl

ed
 a

cr
os

s 
it 

an
d 

w
e’

re
 

try
in

g 
to

 h
ol

d 
on

to
 it

 a
nd

 b
ui

ld
 it

. 
 D

on
: 

So
 th

e 
H

ol
y 

G
ra

il 
is

 th
is

 …
 

 N
M

: 
It 

w
ill 

on
ly

 la
st

 a
 c

er
ta

in
 a

m
ou

nt
 o

f t
im

e 
un

til
 it

’s
 n

ot
 n

ew
 a

ny
m

or
e 

an
d 

it’
s 

no
t 

en
do

rs
ed

 
by

 
en

ou
gh

 
pe

op
le

 
an

d 
it’

s 
th

is
 

st
rin

g 
co

lle
ct

io
n.

 
 D

on
: 

So
 th

e 
H

ol
y 

G
ra

il 
is

 …
 

 N
M

: 
W

e 
di

dn
’t 

cr
ea

te
 a

 m
ob

ile
 g

am
e.

  
W

e 
di

dn
’t 

pa
y 

op
in

io
n-

fo
rm

er
s 

to
 

sa
y 

th
in

gs
 o

r w
ea

r t
hi

ng
s 
…

 
 D

on
: 

Ye
s,

 th
e 

us
ua

l, 
w

ha
t w

e’
d 

no
rm

al
ly

 s
ay

 “w
e’

re
 g

oi
ng

 to
 h

av
e 

a 
lis

t o
f 

th
in

gs
 w

e’
ve

 g
ot

 to
 d

o”
. 

 N
M

: 
It 

ju
st

 h
ap

pe
ne

d 
an

d 
it’

s 
m

ak
in

g 
us

 a
 lo

t o
f m

on
ey

. 
 D

on
: 

G
re

at
 –

 fa
nt

as
tic

 n
ew

s 
pe

rs
on

al
ly

. 
 N

M
: 

N
ow

, w
e 

w
ill 

try
 to

 p
ro

lo
ng

 it
 b

ec
au

se
 w

e 
– 

it’
s 

a 
re

al
ly

 n
ic

e 
fe

el
in

g 
an

d 
I n

ow
 k

no
w

 th
at

 w
ha

t w
e 

w
er

e 
try

in
g 

to
 d

o 
fo

r a
ll 

of
 th

os
e 

ye
ar

s 
an

d 
w

ith
 a

ll 
of

 t
ho

se
 c

om
pa

ni
es

 a
nd

 w
he

n 
w

e 
w

er
e 

in
 t

ho
se

 
co

m
pa

ni
es

, y
ou

 k
no

w
, u

s 
in

 th
e 

m
ar

ke
tin

g 
te

am
 a

nd
 w

e 
fe

lt 
lik

e 
w

e 
w

er
e 

ac
hi

ev
in

g 
th

e 
ob

je
ct

iv
es

, b
ec

au
se

 w
he

n 
yo

u 
lo

ok
ed

 a
t i

t w
ith

 
nu

m
be

rs
 w

e 
w

er
e 

an
d 

I s
up

po
se

 w
e 

w
er

e 
to

 th
e 

be
st

 o
f t

he
 a

bi
lit

y 
of

 a
 la

rg
e 

co
rp

or
at

io
n,

 y
ou

 k
no

w
, a

nd
 th

e 
th

in
g 

is
 ‘S

co
ob

y 
D

oo
’ a

nd
 

th
e 

‘P
ow

er
pu

ff 
G

irl
s’

 a
nd

 a
ll 

of
 th

os
e 

ca
rto

on
s 

ca
n’

t p
os

si
bl

y 
re

ce
iv

e 
th

e 
sa

m
e 

ki
nd

 o
f 

lo
ve

 f
ro

m
 t

he
ir 

cu
st

om
er

s 
as

 w
e’

re
 g

et
tin

g 
fro

m
 

th
es

e 
st

rin
g 

ga
rm

en
ts

. 
 D

on
: 

Ye
s,

 I 
ca

n 
co

m
pl

et
el

y 
se

e 
w

ha
t y

ou
’re

 s
ay

in
g.

 
 N

M
: 

Th
e 

on
ly

 th
in

g 
is

 th
at

 k
id

s 
– 

it’
s 

re
al

ly
 d

iff
ic

ul
t w

ith
in

 a
 k

id
’s

 a
re

na
 to

 
ac

tu
al

ly
 h

ar
ne

ss
 …

 y
ou

’v
e 

go
t 

to
 b

e 
ca

re
fu

l 
ab

ou
t 

ho
w

 t
he

y’
re

 
al

lo
w

ed
 t

o 
co

m
m

un
ic

at
e 

w
ith

 y
ou

, 
ab

ou
t 

ho
w

 y
ou

’re
 a

llo
w

ed
 t

o 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

1
C

o
m

m
en

t 
[4

8
]: 

M
C

3(
M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

1
C

o
m

m
en

t 
[4

9
]: 

M
C

3(
M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

1
C

o
m

m
en

t 
[5

0
]: 

M
C

1(
W

) +
 M

C
2(

S)
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

1
C

o
m

m
en

t 
[5

1
]: 

M
C

3(
M

) 

 
10

 

co
m

m
un

ic
at

e 
w

ith
 t

he
m

. 
 W

ho
 a

re
 t

he
 o

pi
ni

on
-fo

rm
in

g 
ki

ds
, 

yo
u 

kn
ow

, y
ou

 c
an

’t 
– 

it’
s 

re
al

ly
 d

iff
ic

ul
t t

o 
…

 
 D

on
: 

It 
ha

s 
be

en
 d

on
e.

 
 N

M
: 

W
el

l 
ye

ah
, 

bu
t 

yo
u 

ca
n’

t 
– 

th
e 

th
in

g 
is

, 
ho

w
 m

an
y 

fo
ur

-y
ea

r-o
ld

s 
ha

ve
 g

ot
 t

he
ir 

ow
n 

bl
og

 a
bo

ut
 a

n 
ex

pe
rt 

in
 c

ar
to

on
s,

 w
he

re
as

 i
n 

fa
sh

io
n 

w
e’

re
 lu

ck
y 

th
at

 t
he

re
 a

re
 m

illi
on

s 
of

 p
eo

pl
e 

w
ho

 w
is

h 
to

 
m

ak
e 

th
ei

r 
m

ar
k 

on
 t

he
 w

or
ld

 b
y 

ha
vi

ng
 a

 b
lo

g 
w

hi
ch

 e
xp

re
ss

es
 

th
ei

r 
id

en
tit

y 
an

d 
m

ig
ht

 p
os

si
bl

y 
on

e 
da

y 
m

ak
e 

th
em

 in
to

 s
om

eo
ne

 
kn

ow
n 

w
ith

in
 t

he
 i

nd
us

try
 a

nd
 i

t’s
 a

 s
el

f-f
ee

di
ng

 f
re

nz
y.

 I
 m

ea
n,

 
so

m
e 

of
 t

he
se

 p
eo

pl
e 

do
 i

t 
ju

st
 s

o 
th

ey
 c

an
 g

et
 t

o 
th

e 
ca

tw
al

k,
 

fa
sh

io
n 

w
ee

k 
sh

ow
s 

an
d 

ge
t s

om
e 

fre
eb

ie
s.

 
 D

on
: 

Ye
s,

 it
 b

lo
w

s 
m

y 
m

in
d.

 
 N

M
: 

So
 it

’s
 th

e 
ki

nd
 o

f i
nd

us
try

 th
at

 fe
ed

s 
fro

m
 lo

ve
, s

o 
w

e’
re

 lu
ck

y 
th

at
 

w
e’

ve
 g

ot
 t

ha
t 

an
d 

w
e’

re
 lu

ck
y 

th
at

 w
e 

ha
ve

 a
ct

ua
lly

 e
xp

er
ie

nc
ed

 
fir

st
-h

an
d 

an
d 

I m
ea

n 
fir

st
-h

an
d 
…

 
 D

on
: 

Ye
ah

, I
 k

no
w

 y
ou

 g
en

ui
ne

ly
 m

ea
n 

it.
 

 N
M

: 
Be

ca
us

e 
th

e 
pr

od
uc

ts
 I

’v
e 

de
si

gn
ed

 a
re

  
N

M
, 

so
 w

he
n 

so
m

eo
ne

 
sa

ys
 th

ey
 lo

ve
 th

e 
pr

od
uc

t, 
I f

ee
l l

ik
e 

th
ey

 lo
ve

 m
e,

 s
o 

it’
s 

a 
m

uc
h 

m
or

e 
pe

rs
on

al
 a

nd
 e

m
ot

io
na

l t
hi

ng
. 

 D
on

: 
I k

no
w

 w
he

n 
yo

u 
ta

lk
 a

bo
ut

 it
 a

nd
 s

om
et

im
es

 y
ou

 d
on

’t 
- a

m
 I 

rig
ht

 
he

re
 –

 y
ou

 d
on

’t 
w

an
t t

o 
ta

lk
 a

bo
ut

 it
 b

ec
au

se
 it

 is
 q

ui
te

 e
m

ot
io

na
l 

fo
r y

ou
, w

ou
ld

 y
ou

 s
ay

 th
at

 it
 is

? 
 N

M
: 

N
o,

 n
or

m
al

ly
 I 

ju
st

 d
on

’t 
lik

e 
to

 …
 if

 I 
ta

lk
ed

 a
bo

ut
 it

 a
ll 

th
e 

tim
e 

it 
w

ou
ld

 b
e 

re
al

ly
 b

or
in

g 
fo

r 
m

e 
an

d 
re

al
ly

 b
or

in
g,

 I
 f

ea
r, 

bo
rin

g 
fo

r 
ev

er
yo

ne
 e

ls
e.

  I
 c

an
 ta

lk
 a

bo
ut

 it
 w

he
n 

th
er

e’
s 

a 
re

as
on

 a
nd

 th
is

 is
 

en
jo

ya
bl

e 
…

 
 D

on
: 

O
h 

go
od

, t
ha

nk
 G

od
 fo

r t
ha

t –
 I 

ho
pe

 y
ou

’re
 e

nj
oy

in
g 

it!
 

 N
M

: 
W

he
n 

yo
u’

re
 a

t 
pa

rti
es

 a
nd

 p
eo

pl
e 

go
 “

ho
w

’s
 it

 g
oi

ng
”, 

yo
u 

kn
ow

, 
it’

s 
bo

llo
ck

s 
– 

th
ey

 d
on

’t 
m

ea
n 

lik
e 

“te
ll 

m
e 

ev
er

yt
hi

ng
”, 

do
 t

he
y,

 
th

ey
 ju

st
 w

an
t t

o 
ge

t p
as

t t
ha

t b
it 

an
d 

ta
lk

 ru
bb

is
h.

 
 D

on
: 

Ye
ah

, t
he

y’
re

 u
su

al
ly

 ta
lk

in
g 

ab
ou

t t
he

m
se

lv
es

 a
ct

ua
lly

, I
’v

e 
fo

un
d.

 
 N

M
: 

Th
em

se
lv

es
, 

ye
ah

, 
an

d 
yo

u 
kn

ow
, 

yo
u 

ju
st

 c
an

’t 
be

 w
af

fli
ng

 o
n 

ab
ou

t t
hi

s 
st

uf
f a

ll 
th

e 
tim

e.
 

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

2
C

o
m

m
en

t 
[5

2
]: 

M
C

3(
M

) 



 
 

  

 
11

 

D
on

; 
N

o,
 b

ut
 y

ou
’d

 b
e 

su
rp

ris
ed

 h
ow

 o
fte

n 
w

e 
do

n’
t. 

 N
M

: 
Ac

tu
al

ly
, w

ha
t i

s 
pr

ob
ab

ly
 a

 g
oo

d 
po

in
t t

ho
ug

h 
is

 th
at

 o
ne

 e
le

m
en

t 
of

 th
e 

so
rt 

of
 ‘l

ov
e 

bu
bb

le
’ t

ha
t w

e 
m

ig
ht

 b
e 

la
ck

in
g 

is
 m

e 
be

in
g 

a 
sp

ok
es

pe
rs

on
 m

or
e 

– 
lik

e 
in

 t
he

 m
ed

ia
 a

nd
 ju

st
 g

en
er

al
ly

 g
et

tin
g 

ou
t 

th
er

e 
an

d 
ge

tti
ng

 h
ea

rd
 b

y 
pe

op
le

 s
o,

 f
or

 in
st

an
ce

, 
w

he
n 

w
e 

w
er

e 
on

 th
e 

O
ne

 S
ho

w
 w

e 
ha

d 
a 

hu
ge

 s
ur

ge
 o

f l
ov

e 
af

te
r 

th
at

 a
nd

 
pe

op
le

 w
ho

 w
er

e 
lo

ca
l 

ca
m

e 
ro

un
d 

th
at

 e
ve

ni
ng

 t
o 

bu
y 

lin
ge

rie
, 

be
ca

us
e 

th
ey

 fe
lt 

th
ey

’d
 d

is
co

ve
re

d 
it.

  B
as

ic
al

ly
 y

ou
 c

an
’t 

di
sc

ov
er

 
an

yt
hi

ng
 w

ith
ou

t 
se

ei
ng

 it
 a

t 
al

l, 
bu

t 
th

ey
 d

on
’t 

w
an

t 
to

 d
is

co
ve

r 
it 

fro
m

 a
 m

et
ho

d 
th

at
 w

as
 o

rc
he

st
ra

te
d 

in
 o

rd
er

 fo
r 

th
em

 to
 d

is
co

ve
r 

it,
 w

hi
ch

 is
 w

ha
t m

ar
ke

tin
g 

ca
n 

be
, w

hi
ch

 is
 w

hy
 p

eo
pl

e 
lo

ve
 to

 fi
nd

 
th

in
gs

 o
n 

Fa
ce

bo
ok

, 
be

 r
ec

om
m

en
de

d 
by

 f
rie

nd
s,

 s
ee

 p
eo

pl
e 

on
 

th
e 

te
lly

, 
bu

t 
lik

e 
no

t 
do

in
g 

an
 a

dv
er

to
ria

l 
or

 b
ei

ng
 i

nv
ol

ve
d 

in
 a

 
di

sc
us

si
on

 a
bo

ut
 s

om
et

hi
ng

; 
ev

er
yt

hi
ng

 h
as

 t
o 

be
 g

en
ui

ne
, 

bu
t 

of
 

co
ur

se
 t

he
re

 is
 o

nl
y 

so
 m

uc
h 

of
 t

ha
t 

st
uf

f 
av

ai
la

bl
e,

 w
hi

ch
 is

 w
hy

 
co

m
pa

ni
es

 s
ta

rt 
to

 tr
y 

an
d 

sp
en

d 
m

on
ey

 to
 o

rc
he

st
ra

te
 th

in
gs

, b
ut

 
th

e 
m

or
e 

yo
u 

or
ch

es
tra

te
 it

, t
he

 le
ss

 p
ow

er
fu

l i
t g

et
s.

 
 D

on
: 

So
 y

ou
’re

 s
ay

in
g 

th
er

e,
 if

 I’
m

 fo
llo

w
in

g 
th

e 
lo

gi
c 

of
 it

, j
us

t a
s 

to
 a

nd
 

fro
; y

ou
’re

 s
ay

in
g 

w
ith

 ‘ 
N

M
’ f

or
 e

xa
m

pl
e,

 th
at

 y
ou

 c
an

 d
o 

th
at

, t
ha

t 
yo

u 
ge

nu
in

el
y 

ca
re

 a
bo

ut
 w

ha
t y

ou
’re

 d
oi

ng
 a

nd
 th

at
’s

 w
ha

t y
ou

 d
o,

 
bu

t t
he

n 
th

er
e 

co
m

es
 a

 p
oi

nt
 w

he
n 

th
e 

co
m

pa
ny

 g
ro

w
s 

to
 a

 c
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 p
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l d
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f c
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 c
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r c
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 d
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 b
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 d
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 d
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 b
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r c
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 c
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I c
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 d
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 re
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 m
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 p
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, b
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 m
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 d
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 d
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er

e 
is

 
th

os
e 

va
rio

us
 

w
ay

s,
 

yo
u 

kn
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 t
itl

e,
 b

ut
 a

ct
ua

lly
 

th
er

e’
s 

a 
w

or
d 

fo
r i

t. 
 It

’s
 w

he
n 

yo
u 

kn
ow

 th
e 

so
ur

ce
 o

f t
he

 th
in

g 
th

at
 

yo
u’

ve
 g

ot
; d

ow
n 

to
 th

e 
sh

ee
p 

th
at

 p
ro

du
ce

d 
th

e 
w

oo
l t

ha
t k

ni
tte

d 
th

e 
ju

m
pe

r t
ha

t y
ou

 w
ea

r. 
 D

on
: 

M
y 

fri
en

d 
sa

ys
 a

ut
he

nt
ic

ity
 a

nd
 p

ro
ve

na
nc

e 
an

d 
th

in
gs

 li
ke

 th
at

. 
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

3
C

o
m

m
en

t 
[5

5
]: 

M
C

4(
M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

3
C

o
m

m
en

t 
[5

6
]: 

M
C

1(
S)

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

3
C

o
m

m
en

t 
[5

7
]: 

M
C

4(
S)

 



 
 

  

 
13

 

N
M

: 
It’

s 
pr

ov
en

an
ce

.  
W

hi
ch

 is
 a

 b
it 

of
 a

  
w

or
d 

– 
I 

th
in

k 
th

er
e’

s 
an

ot
he

r w
or

d 
as

 w
el

l, 
bu

t i
t i

s 
pr

ov
en

an
ce

, s
o 

lik
e 

fo
r i

ns
ta

nc
e 

w
he

n 
w

e 
w

en
t t

o 
se

e 
m

y 
da

d,
 w

e 
w

en
t t

o 
th

is
 b

re
w

er
y 

in
 T

in
te

rn
 c

al
le

d 
Ki

ng
sm

ea
d 

Br
ew

er
y.

  W
e 

w
en

t u
p 

th
er

e;
 th

ey
 m

ak
e 

th
ei

r o
w

n 
be

er
, 

th
ey

 a
ls

o 
do

 lu
nc

he
s 

– 
th

ey
 m

ak
e 

th
ei

r o
w

n 
pi

zz
as

, t
he

y 
ba

ke
 th

ei
r 

ow
n 

br
ea

d,
 th

ey
’v

e 
go

t t
w

o 
ki

ds
 th

er
e.

  
Yo

u 
go

 u
p 

th
er

e 
an

d 
th

ey
 

ar
e 

ju
st

 …
 it

’s
 a

ll 
ab

ou
t t

he
m

 a
nd

 th
en

 if
 th

ey
 m

ak
e 

po
rk

 p
ie

s 
th

ey
 

m
ak

e 
it 

fro
m

 th
e 

pi
gs

 w
ho

 li
ve

 o
n 

th
e 

ot
he

r s
id

e 
of

 th
e 

hi
ll.

  T
he

 p
ig

s 
ea

t t
he

 g
ra

in
 th

at
 th

ey
 u

se
 to

 m
ak

e 
th

ei
r 

be
er

; b
as

ic
al

ly
 th

ey
 k

no
w

 
w

ha
t 

ev
er

yt
hi

ng
 i

s.
  

Bu
t 

th
en

 t
he

re
 w

as
 t

hi
s 

co
m

pa
ny

 w
ho

 w
er

e 
do

in
g 

ju
m

pe
rs

 a
nd

 th
er

e 
w

ou
ld

 b
e 

a 
tic

ke
t o

n 
th

e 
ju

m
pe

r 
th

at
 y

ou
 

bu
y 

an
d 

it 
sa

ys
 ‘t

he
 w

oo
l f

ro
m

 th
is

 ju
m

pe
r h

as
 c

om
e 

fro
m

 D
ol

ly
 th

e 
sh

ee
p,

 n
um

be
r 3

2’
. 

 D
on

: 
Ye

ah
, 

it’
s 

lik
e 

th
os

e 
W

al
ke

rs
 c

ris
p 

pa
ck

et
s 

w
he

re
 i

t 
sa

ys
 ‘

th
es

e 
cr

is
ps

 w
er

e 
pu

t i
n 

th
is

 p
ac

ke
t b

y 
so

 a
nd

 s
o’

. 
 N

M
: 

Ye
ah

, 
ba

si
ca

lly
 k

no
w

in
g 

w
ho

 m
ad

e 
th

e 
th

in
g 

th
at

 y
ou

’re
 a

bo
ut

 t
o 

co
ns

um
e 

is
 d

ef
in

ite
ly

 a
 w

ay
 to

 fe
el

 m
or

e 
co

nn
ec

te
d,

 b
ut

 th
en

 y
ou

’v
e 

go
t i

t w
he

n 
it’

s 
co

nt
riv

ed
 –

 li
ke

 th
e 

G
illy

 H
ic

ks
 th

in
g 

– 
an

d 
w

he
n 

it’
s 

re
al

. 
 D

on
: 

I w
as

 g
oi

ng
 to

 a
sk

 y
ou

 o
n 

th
at

, w
ith

 th
es

e 
tw

o 
pr

od
uc

ts
.  

H
ow

 c
ou

ld
 

yo
u 

m
an

uf
ac

tu
re

 –
 c

ou
ld

 y
ou

 m
an

uf
ac

tu
re

 th
e 

be
ha

vi
ou

r 
of

 th
is

 fo
r 

co
ns

um
er

s 
to

 c
on

su
m

e 
it 

– 
co

ul
d 

yo
u 

ca
pi

ta
lis

e 
on

 t
ha

t?
  

W
ha

t 
w

ou
ld

 y
ou

 d
o?

 
 N

M
: 

I m
ea

n,
 y

es
 y

ou
 c

an
.  

Yo
u 

ca
n 

pa
y 

ce
le

br
iti

es
 to

 w
ea

r 
it.

  
Yo

u 
ca

n 
pa

y 
op

in
io

n-
fo

rm
er

s 
to

 s
ay

 th
in

gs
 a

bo
ut

 it
. 

 D
on

: 
W

ou
ld

 y
ou

 d
o 

th
at

 …
 k

no
w

in
g 

w
ha

t y
ou

 ju
st

 to
ld

 m
e 

– 
w

ou
ld

 y
ou

 d
o 

th
at

 n
ow

, w
ith

 th
is

 p
ro

du
ct

? 
 N

M
: 

N
o,

 b
ec

au
se

 w
e 

do
n’

t h
av

e 
to

.  
Th

er
e’

s 
ce

le
br

iti
es

 w
ea

rin
g 

it 
al

l t
he

 
tim

e.
  

Pa
lo

m
a 

Fa
ith

 s
en

t 
us

 a
 p

os
tc

ar
d 

to
 s

ay
 s

he
 l

ov
ed

 i
t. 

 
R

hi
an

na
’s

 w
or

n 
it 

– 
Al

ex
an

dr
a 

Bu
rk

e’
s 

w
or

n 
it 

lik
e 

th
re

e 
tim

es
 in

 th
e 

la
st

 w
ee

k 
– 

so
 n

o 
– 

w
e 

w
ou

ld
n’

t p
ay

 th
em

. 
 D

on
: 

W
ou

ld
 it

 d
am

ag
e 

yo
ur

 …
 I

 s
up

po
se

 I
’m

 m
ov

in
g 

aw
ay

 f
ro

m
 t

ha
t 

– 
w

ou
ld

 it
 d

am
ag

e 
yo

ur
 b

ra
nd

 if
 y

ou
 w

er
e 

se
en

 t
o 

be
 m

an
ip

ul
at

in
g 

th
at

 o
r …

 
 N

M
: 

Po
ss

ib
ly

, 
ye

s.
  

I 
m

ea
n,

 t
he

y 
do

 t
he

se
 g

ift
 l

ou
ng

es
, 

ce
le

br
ity

 g
ift

 
lo

un
ge

s 
at

 th
e 

M
TV

 A
w

ar
ds

 …
 

 D
on

: 
O

h 
ye

ah
, I

 k
no

w
, h

an
d 

th
e 

ba
gs

 o
ut

, i
s 

th
at

 w
ha

t y
ou

 m
ea

n?
 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

3
C

o
m

m
en

t 
[5

8
]: 

M
C

2(
M

) 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

4
C

o
m

m
en

t 
[5

9
]: 

M
C

2(
S)

 

D
on

 P
ar

ke
r� 6

/6
/2

01
4 

12
:0

4
C

o
m

m
en

t 
[6

0
]: 

M
C

2(
S)

 

 
14

 

 N
M

: 
Yo

u 
al

l s
ta

nd
 in

 a
 ro

om
 a

nd
 y

ou
 h

av
e 

a 
ta

bl
e 

w
ith

 y
ou

r p
ro

du
ct

s 
on

 
it 

an
d 

th
e 

ce
le

br
iti

es
 g

o 
ro

un
d 

an
d 

th
ey

 g
o 

“ri
gh

t, 
se

ll 
it 

to
 m

e,
 g

o 
on

” 
an

d 
yo

u 
ba

si
ca

lly
 h

av
e 

to
 b

e 
so

m
e 

ki
nd

 o
f p

er
fo

rm
in

g 
m

on
ke

y 
an

d 
yo

u 
go

 …
 

 D
on

: 
So

rry
, t

ha
t s

ou
nd

s 
so

ul
 d

es
tro

yi
ng

. 
 N

M
: 

An
d 

th
en

 y
ou

 g
o 

“o
h 

co
m

e 
on

 M
ad

on
na

, 
pl

ea
se

 h
av

e 
yo

ur
 p

ho
to

 
ta

ke
n 

w
ith

 th
is

” a
nd

 s
he

’ll 
ha

ve
 to

 g
o 

an
d 

ha
ve

 h
er

 p
ho

to
 ta

ke
n 

an
d 

ba
si

ca
lly

 t
ha

t 
is

 a
lm

os
t 

th
e 

an
tit

he
si

s 
of

 it
, 

be
ca

us
e 

if 
yo

u 
ha

ve
 t

o 
go

 a
nd

 d
o 

th
at

, 
th

en
 i

t’s
 h

av
in

g 
to

 b
e 

co
nt

riv
ed

, 
is

n’
t 

it.
  

Bu
t 

th
e 

po
in

t, 
I s

up
po

se
, o

f t
ha

t m
an

uf
ac

tu
re

d 
be

ha
vi

ou
r 

is
 n

ot
 …

 I 
m

ea
n,

 
fo

r t
he

 c
om

pa
ni

es
 it

’s
 a

 lo
t a

bo
ut

 th
e 

ph
ot

o 
be

ca
us

e 
th

ey
 c

an
 u

se
 it

, 
it 

is
 e

vi
de

nc
e,

 b
ut

 h
ow

 m
uc

h 
m

or
e 

po
w

er
 is

 th
er

e 
in

 M
ad

on
na

 –
 if

 
sh

e 
ac

tu
al

ly
 g

en
ui

ne
ly

 li
ke

d 
it 

w
he

n 
sh

e 
w

as
 th

er
e 

an
d 

di
sc

ov
er

ed
 

th
is

 th
in

g;
 m

ay
be

 tw
ee

tin
g 

ab
ou

t i
t a

nd
 g

oi
ng

 “
I’v

e 
di

sc
ov

er
ed

 U
gg

 
bo

ot
s 

to
da

y”
 a

nd
 y

ou
 g

iv
e 

th
em

 t
he

se
 t

hi
ng

s 
an

d 
th

ey
 t

ak
e 

th
em

 
ho

m
e,

 b
ut

 th
e 

th
in

g 
is

, t
hi

s 
ki

nd
 o

f c
on

tri
vi

ng
 –

 it
’s

 r
ea

lly
 c

om
m

on
.  

C
el

eb
rit

ie
s 

ge
t 

bo
m

ba
rd

ed
 w

ith
 s

tu
ff 

al
l t

he
 t

im
e 

an
d 

if 
th

ey
 d

id
n’

t 
ch

oo
se

 it
 o

r 
if 

th
ey

 d
id

n’
t p

ay
 fo

r 
it,

 th
en

 th
ey

 p
ro

ba
bl

y 
do

n’
t l

ov
e 

it 
en

ou
gh

 to
 te

ll 
an

yo
ne

 a
bo

ut
 it

; t
he

re
fo

re
 is

 th
er

e 
an

y 
po

in
t i

n 
ev

en
 

gi
vi

ng
 it

 to
 th

em
? 

 S
o 

w
e 

ha
ve

n’
t p

ai
d 

pe
op

le
 to

 w
ea

r t
hi

s 
st

uf
f, 

bu
t 

w
ha

t h
as

 h
ap

pe
ne

d 
is

 th
e 

st
yl

is
t f

or
 R

hi
an

na
 h

as
 b

ee
n 

ro
un

d 
an

d 
go

ne
 “I

 re
al

ly
 li

ke
 th

at
 –

 c
an

 w
e 

ha
ve

 o
ne

 fo
r R

hi
an

na
?”

 a
nd

 w
e’

ve
 

sa
id

 “y
es

” a
nd

 m
ad

e 
on

e 
an

d 
pr

ov
id

ed
 it

 to
 th

e 
PR

 a
ge

nc
y 

an
d 

th
ey

 
gi

ve
 it

 to
 th

e 
st

yl
is

ts
 th

e 
ne

xt
 ti

m
e 

th
ey

 c
om

e.
  

It’
s 

be
en

 r
eq

ue
st

ed
, 

so
 t

ha
t’s

 o
ka

y,
 b

ut
 in

 t
he

 p
as

t 
w

e’
ve

 w
an

te
d 

to
 ju

st
 s

en
d 

st
uf

f 
ou

t 
an

d 
w

e’
ve

 g
on

e 
“m

y 
G

od
, w

e’
ve

 g
ot

 lo
ad

s 
of

 p
ro

du
ct

s.
  

W
e’

ve
 g

ot
 

st
uf

f 
to

 
sp

ar
e,

 
w

hy
 

do
n’

t 
w

e 
ju

st
 

se
nd

 
bi

rth
da

y 
pr

es
en

ts
 

to
 

ce
le

br
iti

es
 a

nd
 th

in
gs

 li
ke

 th
at

”. 
 B

ut
 th

er
e’

s 
no

 p
oi

nt
, b

ec
au

se
 w

he
n 

it’
s 

th
ei

r 
bi

rth
da

y,
 h

ow
 m

an
y 

an
on

ym
ou

s 
pa

ck
ag

es
 a

re
 th

ey
 g

oi
ng

 
to

 re
ce

iv
e,

 y
ou

 k
no

w
, a

nd
 w

ill 
it 

ev
en

 g
et

 to
 th

e 
ce

le
br

ity
? 

 N
o,

 th
ei

r 
PA

 is
 g

oi
ng

 to
 ta

ke
 th

em
, a

re
n’

t t
he

y.
 

 D
on

: 
Ye

ah
, a

nd
 th

ey
’re

 g
oi

ng
 to

 w
ea

r t
he

m
 o

r g
iv

e 
th

em
 to

 th
ei

r m
at

e 
or

 
so

m
et

hi
ng

. 
 N

M
: 

An
d 

w
ho

 c
ar

es
 w

ha
t t

he
ir 

PA
 th

in
ks

 a
bo

ut
 s

om
et

hi
ng

; i
f t

he
y 

tw
ee

t 
ab

ou
t i

t, 
it’

s 
po

in
tle

ss
.  

I m
ea

n,
 it

’s
 n

ot
 p

oi
nt

le
ss

 b
ec

au
se

 it
’s

 s
til

l a
  

ha
pp

y 
…

 
 D

on
: 

H
ap

py
 p

er
so

n.
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N
M

: 
…

 h
ap

py
, l

ov
ed

 c
us

to
m

er
 w

ho
 lo

ve
s 

th
e 

th
in

g;
 b

ut
 it

’s
 n

ot
 th

e 
sa

m
e 

as
 s

om
eo

ne
 w

ho
’s

 g
ot

 7
50

,0
00

 fo
llo

w
er

s 
on

 F
ac

eb
oo

k,
 is

 it
, w

hi
ch

 
Al

ex
an

dr
a 

Bu
rk

e 
ha

s.
  S

he
’s

 n
ot

 e
ve

n 
A 

lis
t, 

bu
t …

 
 D

on
: 

U
nb

el
ie

va
bl

e.
  W

el
l I

 th
in

k 
th

at
’s

 re
al

ly
 fa

sc
in

at
in

g.
  I

 ju
st

 w
an

te
d 

to
 

ta
ke

 a
 li

ttl
e 

jo
ur

ne
y 

ba
ck

 w
he

re
 w

e 
w

er
e 

ta
lk

in
g 

ab
ou

t t
he

 h
is

to
ry

 o
f 

yo
ur

 …
  

 N
M

: 
Ac

tu
al

ly
, b

ef
or

e 
yo

u 
do

 I 
w

as
 ju

st
 g

oi
ng

 to
 s

ay
 th

at
 b

as
ic

al
ly

 it
’s

 a
ll 

ab
ou

t t
he

 c
ho

ic
e 

– 
w

he
th

er
 it

’s
 a

n 
op

in
io

n-
fo

rm
er

 o
r 

a 
ce

le
br

ity
 o

r 
ev

en
 j

us
t 

a 
cu

st
om

er
. 

 I
f 

yo
u’

re
 p

us
hi

ng
 i

t 
ou

t, 
gi

vi
ng

 a
 p

ro
du

ct
 

aw
ay

 fo
r f

re
e 

or
 p

ut
tin

g 
a 

pr
od

uc
t i

n 
fro

nt
 o

f s
om

eo
ne

’s
 fa

ce
, i

s 
no

t 
th

e 
sa

m
e 

– 
no

t e
ve

n 
1%

 a
s 

po
w

er
fu

l a
s 

th
at

 p
er

so
n 

co
m

in
g 

ac
ro

ss
 

it 
an

d 
re

qu
es

tin
g 

it 
th

ro
ug

h 
th

ei
r o

w
n 

ch
oi

ce
.  

 D
on

: 
Th

at
’s

 a
 h

el
l o

f a
 th

in
g.

  I
 m

ea
n,

 I 
w

an
t t

o 
sa

y 
I a

gr
ee

, b
ut

 th
at

’s
 k

in
d 

of
 a

 d
oo

r 
cl

os
in

g 
fo

r 
m

e 
in

 t
er

m
s 

of
 c

on
ve

rs
at

io
n.

 I
 j

us
t 

ha
ve

 t
o 

ac
ce

pt
 t

ha
t 

an
d 

th
in

k 
‘w

ow
, 

th
at

’s
 a

n 
in

te
re

st
in

g 
th

in
g’

, 
es

pe
ci

al
ly

 
w

ith
 y

ou
r 
…

 I 
kn

ow
 I 

kn
ow

 y
ou

 b
ut

 y
ou

r 
ex

pe
rie

nc
e 

is
 v

as
t. 

 S
om

e 
of

 th
e 

br
an

ds
 y

ou
’v

e 
w

or
ke

d 
w

ith
.  

 B
ut

 th
en

 I 
w

as
 tr

yi
ng

 to
 th

in
k 

as
 

yo
u 

sa
id

 th
at

; o
ka

y 
th

en
 th

er
ef

or
e,

 a
fte

r a
ll 

th
at

, w
ou

ld
 y

ou
 d

o 
a 

TV
 

ad
 a

nd
 h

ow
 w

ou
ld

 y
ou

 d
o 

it?
 

 N
M

: 
W

el
l, 

w
e 

w
ou

ld
 b

ec
au

se
 a

t 
th

e 
en

d 
of

 t
he

 d
ay

, 
in

 o
rd

er
 f

or
 

so
m

eb
od

y 
to

 c
ho

os
e 

so
m

et
hi

ng
, t

he
y 

do
 h

av
e 

to
 h

av
e 

he
ar

d 
ab

ou
t 

it 
fro

m
 s

om
ew

he
re

. 
 D

on
: 

Aw
ar

en
es

s.
 

 N
M

: 
So

 y
ou

 d
o 

ne
ed

 s
om

e 
aw

ar
en

es
s 

an
d 

if 
w

e 
w

an
te

d 
to

 b
e 

lik
e 

Bi
ll 

G
at

es
 –

 “I
 w

an
t t

o 
ha

ve
 a

 P
C

 o
n 

ev
er

y 
pe

rs
on

’s
 d

es
k”

 –
 y

ou
’re

 n
ot

 
go

in
g 

to
 ju

st
 a

ch
ie

ve
 it

 t
hr

ou
gh

 w
or

d 
of

 m
ou

th
 a

lo
ne

. 
 T

he
 f

ac
t 

is
 

w
e’

re
 a

 s
m

al
l c

om
pa

ny
 a

nd
 w

e’
re

 g
et

tin
g 

by
 w

ith
ou

t i
t, 

bu
t y

ea
h,

 w
e 

w
ou

ld
 d

o 
TV

 a
ds

, w
e 

w
ou

ld
 d

o 
pr

es
s 

ad
s 

in
 V

og
ue

 a
nd

 w
ha

te
ve

r. 
 

A 
co

up
le

 o
f 

th
in

gs
: 

be
fo

re
 w

e’
d 

ev
en

 c
on

si
de

r 
do

in
g 

it,
 w

e 
w

ou
ld

 
ne

ed
 t

o 
m

ak
e 

su
re

 t
ha

t 
th

e 
co

nv
er

si
on

 r
at

e 
in

 o
ur

 s
ho

p,
 w

hi
ch

 is
 

ou
r w

eb
si

te
, w

as
 g

oo
d 

en
ou

gh
 to

 b
e 

ab
le

 to
 w

or
k 

ou
t s

um
s,

 s
o 

th
at

 
if 

10
0,

00
0 

pe
op

le
 s

ee
 th

is
 a

nd
 5

%
 o

f t
he

m
 G

oo
gl

e 
‘ N

M
’ a

nd
 c

om
e 

to
 o

ur
 w

eb
si

te
 a

nd
 th

en
 3

%
 o

f t
ho

se
 a

ct
ua

lly
 b

uy
 s

om
et

hi
ng

, t
he

n 
w

e 
kn

ow
 h

ow
 m

uc
h 

w
e 

ca
n 

m
ak

e 
as

 a
 r

es
ul

t 
of

 t
he

 T
V 

ad
 a

nd
 

m
ak

e 
su

re
 t

ha
t 

th
e 

TV
 a

d 
co

st
s 

le
ss

 t
ha

n 
th

e 
am

ou
nt

 t
ha

t 
w

e’
re

 
pl

an
ni

ng
 to

 m
ak

e.
  

At
 th

e 
m

om
en

t o
ur

 c
on

ve
rs

io
n 

ra
te

 is
 a

bo
ut

 2
%

 
an

d 
w

e 
m

ak
e 

ab
ou

t 
50

p 
fo

r 
ev

er
y 

si
ng

le
 p

er
so

n 
w

ho
 v

is
its

 o
ur

 
w

eb
si

te
, b

ut
 th

e 
re

as
on

 w
e 

m
ak

e 
50

p 
fo

r 
ev

er
y 

si
ng

le
 p

er
so

n 
w

ho
 

vi
si

ts
 th

e 
w

eb
si

te
 is

 b
ec

au
se

 th
ey

’v
e 

al
l c

ho
se

n 
to

 v
is

it 
th

e 
w

eb
si

te
, 

ei
th

er
 b

y 
G

oo
gl

in
g 

fo
r 

so
m

et
hi

ng
 –

 i
t 

co
ul

d 
be

 t
he

y 
G

oo
gl

ed
 f

or
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sa
tin

 k
ni

ck
er

s 
– 

fo
un

d 
us

 a
nd

 c
am

e 
al

on
g.

  T
he

y 
do

n’
t a

lw
ay

s 
ha

ve
 

to
 G

oo
gl

e 
fo

r 
‘ 

N
M

’; 
th

ey
 h

av
e 

to
 b

e 
lo

ok
in

g 
fo

r 
so

m
et

hi
ng

 t
ha

t 
w

e’
ve

 g
ot

. 
 A

s 
so

on
 a

s 
yo

u 
st

ar
t 

pu
sh

in
g 

ad
s 

ou
t 

th
e 

pe
op

le
 w

ho
 

co
m

e 
to

 y
ou

r 
si

te
 b

ec
om

e 
pe

op
le

 w
ho

 w
er

en
’t 

ac
tu

al
ly

 s
itt

in
g 

at
 

th
ei

r 
co

m
pu

te
r 

lo
ok

in
g 

fo
r 

a 
pa

ir 
of

 s
at

in
 k

ni
ck

er
s.

  
Th

ey
 w

er
e 

w
at

ch
in

g 
‘T

he
 G

re
at

 B
ak

e 
O

ff’
 a

nd
 t

hi
nk

in
g 

ab
ou

t 
ca

ke
s 

an
d 

th
en

 
th

ey
 s

aw
 a

n 
ad

 fo
r 

so
m

e 
ni

ce
 k

ni
ck

er
s 

an
d 

m
ay

be
 th

ey
 s

to
re

d 
it 

in
 

th
e 

ba
ck

 o
f t

he
ir 

he
ad

 fo
r a

 w
hi

le
 o

r m
ay

be
 th

ey
 G

oo
gl

ed
 it

 s
tra

ig
ht

 
aw

ay
; e

ith
er

 w
ay

, t
he

y’
re

 v
ag

ue
ly

 in
te

re
st

ed
, t

he
y’

re
 n

ot
 li

ke
 a

lre
ad

y 
re

ad
y 

to
 b

uy
, 

so
 t

he
 5

0p
 p

er
 v

is
ito

r 
to

 o
ur

 s
ite

 w
ou

ld
 g

o 
do

w
n,

 
w

ou
ld

n’
t i

t, 
be

ca
us

e 
le

ss
 o

f t
he

m
 w

ou
ld

 b
e 

re
ad

y 
to

 b
uy

.  
So

 th
er

e 
ar

e 
ec

on
om

ic
s 

in
vo

lv
ed

 
bu

t, 
ye

s,
 

ha
vi

ng
 

a 
gr

ea
te

r 
sp

re
ad

 
of

 
aw

ar
en

es
s 

ca
n 

he
lp

 m
or

e 
pe

op
le

 to
 d

is
co

ve
r 

yo
ur

 b
ra

nd
.  

Th
er

e’
s 

th
is

 r
ul

e 
of

 t
hu

m
b 

– 
ho

w
 a

ct
ua

lly
 i

t’s
 n

ot
 u

nt
il 

so
m

eb
od

y’
s 

he
ar

d 
ab

ou
t s

om
et

hi
ng

 7
 ti

m
es

 th
at

 th
ey

 s
ta

rt 
to

 b
e 

aw
ar

e 
th

at
 th

ey
 li

ke
 it

 
an

d 
th

ey
’re

 q
ui

te
 in

te
re

st
ed

 in
 it

. 
 D

on
: 

So
 li

ke
 a

 p
os

iti
ve

 r
ei

nf
or

ce
m

en
t, 

so
rt 

of
 th

in
g.

  
Yo

u 
ge

t t
o 

a 
ce

rta
in

 
po

in
t …

 
 N

M
: 

Ye
ah

, 
an

d 
lik

e 
7 

tim
es

; 
id

ea
lly

 e
ac

h 
fro

m
 a

 d
iff

er
en

t 
m

ed
ia

. 
 S

o 
id

ea
lly

 y
ou

 w
an

t t
o 

se
e 

a 
TV

 a
d,

 n
ot

 e
ve

n 
no

tic
e 

it,
 s

ee
 a

 p
re

ss
 a

d 
an

d 
no

t 
ev

en
 n

ot
ic

e 
it,

 b
ut

 it
’s

 a
 s

ub
lim

in
al

 t
hi

ng
, 

is
n’

t 
it,

 y
ou

 f
lic

k 
th

ro
ug

h,
 y

ou
 m

ig
ht

 s
ee

 i
t 

or
 y

ou
 m

ig
ht

 n
ot

, 
bu

t 
yo

u’
re

 f
lic

ki
ng

 
th

ro
ug

h 
a 

m
ag

az
in

e.
  T

he
 th

ird
 ti

m
e 

yo
u 

m
ig

ht
 s

ee
 a

 b
an

ne
r l

in
e 

– 
I 

w
as

 t
hi

nk
in

g 
ab

ou
t 

ad
s,

 p
ai

d 
fo

r 
th

in
gs

 –
 a

nd
 w

e’
re

 d
oi

ng
 a

 s
ho

w
 

ca
lle

d 
‘E

ro
tic

a’
 –

 
 D

on
: 

I k
no

w
 o

f i
t –

 I 
w

en
t t

o 
th

e 
fir

st
 o

ne
, m

an
y 

ye
ar

s 
ag

o.
 

 N
M

: 
So

 y
ou

 m
ig

ht
 s

ee
 th

e 
br

an
d 

at
 th

e 
sh

ow
, f

ol
lo

w
ed

 b
y 

he
ar

 a
bo

ut
 it

 
fro

m
 a

 fr
ie

nd
, f

ol
lo

w
ed

 b
y 

se
e 

it 
be

in
g 

w
or

n 
by

 A
le

xa
nd

ra
 B

ur
ke

 a
nd

 
th

en
 d

ec
id

e 
– 

m
ay

be
 t

hi
s 

is
 s

om
et

hi
ng

 t
ha

t 
I 

sh
ou

ld
 lo

ok
 a

t 
– 

it’
s 

qu
ite

 u
nl

ik
el

y 
th

at
 a

ny
on

e 
w

ou
ld

 g
o 

– 
af

te
r 

on
e 

hi
t, 

on
e 

pr
es

s 
ad

, 
on

e 
TV

 a
d,

 t
he

y’
re

 n
ot

 e
xa

ct
ly

 g
oi

ng
 t

o 
go

 “
w

ow
, 

th
at

 b
ra

nd
’s

 
am

az
in

g,
 I 

m
us

t g
o 

an
d 

bu
y 

st
uf

f i
m

m
ed

ia
te

ly
!” 

 D
on

: 
Bu

y 
ev

er
yt

hi
ng

!  
H

av
e 

m
y 

cr
ed

it 
ca

rd
! 

 N
M

: 
So

 t
o 

pr
ov

e 
th

at
; 

w
e 

w
er

e 
on

 t
he

 O
ne

 S
ho

w
 a

nd
 it

 is
 t

he
 h

ig
he

st
 

ra
tin

g 
TV

 s
ho

w
 in

 t
he

 U
K 

– 
I’m

 n
ot

 s
ur

e 
ho

w
 m

an
y 

vi
ew

er
s 

th
er

e 
ar

e,
 b

ut
 it

’s
 p

rim
e 

tim
e,

 e
ve

ry
 d

ay
 a

nd
 o

n 
TV

 a
nd

 w
e 

ha
d 

a 
m

in
ut

e 
– 

I 
w

as
 s

pe
ak

in
g 

fo
r 

a 
m

in
ut

e 
an

d 
w

e 
ha

d 
a 

cr
ed

it,
 w

hi
ch

 i
s 

un
us

ua
l, 

an
d 

af
te

r 
th

at
 a

 f
ew

 m
illi

on
 p

eo
pl

e 
sa

w
 it

 a
nd

 h
ea

rd
 m

e 
ta

lk
in

g 
an

d 
th

er
e 

w
as

 li
ke

 a
 v

id
eo

 o
f a

ll 
ou

r m
od

el
s 

w
ea

rin
g 

th
e 

st
uf

f 
– 

it 
w

as
 l

ik
e 

a 
pr

op
er

 f
ul

l-o
n 

sh
ow

ca
se

 a
nd

 a
fte

r 
th

at
, 

ye
s,

 t
he
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D
on

: 
Yo

u 
ju

st
 s

it 
th

er
e 

an
d 

w
ha

t 
do

 y
ou

 d
o 

th
en

 –
 g

o 
an

d 
ba

ng
 y

ou
r 

he
ad

 o
n 

th
e 

ta
bl

e 
or

 s
om

et
hi

ng
 o

r l
au

gh
! 

 N
M

: 
W

e 
ju

st
 s

ay
 “

w
e’

ve
 g

ot
 a

no
th

er
 o

ne
 th

at
’s

 s
im

ila
r 

an
d 

yo
u 

ha
ve

 to
 

ha
ve

 th
is

, b
ec

au
se

 o
th

er
w

is
e 

th
at

 w
ill 

se
ll 

ou
t a

s 
w

el
l”.

 
 D

on
: 

D
o 

th
ey

 g
o 

fo
r i

t t
he

n?
 

 N
M

: 
Ye

ah
, y

ea
h,

 n
or

m
al

ly
. 

 D
on

: 
Bu

t t
ha

t’s
 c

ru
ci

al
, t

ha
t’s

 th
e 

cr
uc

ia
l t

hi
ng

.  
I f

in
d 

it 
fa

sc
in

at
in

g.
 

 N
M

: 
Th

e 
fe

el
in

g 
th

at
 y

ou
’re

 g
oi

ng
 to

 m
is

s 
ou

t o
n 

so
m

et
hi

ng
 m

ak
es

 y
ou

 
ch

oo
se

 it
 a

nd
 c

ho
os

e 
it 

m
or

e 
qu

ic
kl

y 
po

ss
ib

ly
 –

 
 D

on
: 

R
ar

ity
 is

 th
is

 o
r s

ca
rc

ity
 o

r s
om

et
hi

ng
 o

r j
us

t “
I w

an
t o

ne
”?

 
 N

M
: 

W
el

l, 
lik

e 
“s

om
et

hi
ng

 is
 s

el
lin

g 
ou

t 
qu

ic
kl

y;
 t

he
re

fo
re

 h
ur

ry
 u

p 
an

d 
bu

y 
it”

 –
 b

ut
 th

en
 if

 y
ou

’re
 n

ot
 r

ea
lly

 a
bl

e 
to

 s
ay

 th
at

 b
ec

au
se

, y
ou

 
kn

ow
, 

yo
u’

re
 n

ot
 g

oi
ng

 t
o 

se
ll 

ou
t, 

yo
u’

re
 g

oi
ng

 t
o 

m
ak

e 
m

or
e,

 
ba

si
ca

lly
 it

’s
 a

ll 
ab

ou
t s

pe
ci

al
 o

ffe
rs

, i
sn

’t 
it,

 b
ut

 w
ha

t’s
 th

e 
po

in
t i

n 
so

m
eo

ne
 

ch
oo

si
ng

 
so

m
et

hi
ng

 
ju

st
 

be
ca

us
e 

it’
s 

ch
ea

pe
r 

th
an

 
no

rm
al

 –
 th

at
’s

 n
ot

 lo
ve

 fo
r t

he
 p

ro
du

ct
, t

ha
t’s

 lo
ve

 fo
r a

 b
ar

ga
in

 a
nd

 
th

at
 b

ar
ga

in
 is

 a
ny

 o
ld

 b
ar

ga
in

. 
 D

on
: 

Ye
ah

, a
ny

 o
ld

 c
ra

p,
 a

ny
 o

ld
 tu

t, 
as

 w
ha

t’s
 h

is
 n

am
e 

sa
ys

. 
 N

M
: 

N
ot

 lo
ya

lty
. 

 B
ut

 w
he

re
 t

he
 b

ra
nd

 lo
ya

lty
 r

ea
lly

 le
av

es
 u

s,
 I

 d
on

’t 
kn

ow
, y

ou
’re

 n
ot

 g
oi

ng
 to

 b
e 

lo
ya

l t
o 

a 
br

an
d 

th
at

 y
ou

 d
on

’t 
lo

ve
 a

ny
 

m
or

e,
 a

re
 y

ou
, t

he
 b

ra
nd

 h
as

 to
 k

ee
p 

be
in

g 
lo

va
bl

e 
an

d 
ne

w
. 

 D
on

: 
Im

m
ed

ia
te

ly
 A

pp
le

 s
pr

in
gs

 to
 m

in
d,

 it
’s

 th
at

 k
in

d 
of

 th
in

g.
 

 N
M

: 
Yo

u 
w

ou
ld

n’
t b

e 
lo

ya
l t

o 
th

em
 if

 th
ey

 d
id

n’
t k

ee
p 

br
in

gi
ng

 o
ut

 n
ew

 
th

in
gs

, s
o 

th
er

e’
s 

no
 s

uc
h 

th
in

g 
as

 “
oh

 y
es

, I
’m

 lo
ya

l. 
 I’

m
 lo

ya
l t

o 
Ap

pl
e,

 I’
m

 m
ar

rie
d 

to
 it

!” 
 N

o!
 H

P 
br

ou
gh

t o
ut

 a
 ta

bl
et

 a
nd

 th
er

e 
w

as
 

so
m

e 
ki

nd
 o

f o
ffe

r g
oi

ng
 o

n 
an

d 
on

e 
of

 m
y 

fri
en

ds
 g

ot
 o

ne
 fo

r £
40

 –
 

yo
u 

kn
ow

, “
I’m

 lo
ya

l t
o 

Ap
pl

e,
 b

ut
 th

is
 o

ne
 w

as
 £

40
!” 

 D
on

: 
“W

ay
 m

uc
h 

be
tte

r 
th

an
 lo

ve
. T

he
 lo

ve
 is

 n
ow

 th
at

 I’
ve

 g
ot

 a
n 

ex
tra

 
£3

50
 to

 s
pe

nd
 o

n 
m

or
e 

lo
ve

 fo
r 

m
e!

” 
 M

ay
be

 it
’s

 s
om

et
hi

ng
 to

 d
o 

w
ith

 th
at

; t
ha

t s
ou

nd
s 

qu
ite

 in
te

re
st

in
g 

ac
tu

al
ly

.  
Th

e 
ot

he
r 

th
in

g 
is

 
th

at
 S

te
ve

 J
ob

bs
 h

as
 ju

st
 r

es
ig

ne
d 

an
d 

it’
s 

lik
e 

th
at

’s
 g

oi
ng

 to
 b

e 
a 

ve
ry

 i
nt

er
es

tin
g 

th
in

g 
to

 t
ra

ck
. 

 I
 k

no
w

 A
pp

le
 c

an
 b

e 
a 

cl
ic

hé
, 

be
ca

us
e 

ev
er

yb
od

y 
ta

lk
s 

ab
ou

t 
it,

 b
ut

 I
’m

 g
en

ui
ne

ly
 i

nt
er

es
te

d 
in

 
th

e 
w

ho
le

 th
in

g 
an

d 
I’v

e 
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 u
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on

 it
 q

ui
te

 a
 lo

t a
nd

 h
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he
 f

un
ct

io
ns

. 
 I

’ll 
ha

ve
 t

o 
sh

ow
 y

ou
 it

 –
 it

’s
 r

ea
lly

 in
te

re
st

in
g 

an
d 

I 
th

in
k 

yo
u’

ll 
lik

e 
it 

an
d 

ho
w

 h
e 

po
si

tio
ne

d 
hi

m
se

lf 
in

 th
e 

m
id

dl
e 

of
 th

e 
co

m
pa

ny
 v

er
y 

st
ra

te
gi

ca
lly

.  
I t

hi
nk

 y
ou

’ll 
lik

e 
it 

– 
I’l

l s
ho

w
 it

 to
 y

ou
, 

aw
ay

 f
ro

m
 t

hi
s 

- 
bu

t 
it’

s 
an

ot
he

r 
pa

pe
r 

th
at

 w
e 

w
er

e 
do

in
g 

an
d 

I 
fo

un
d 

th
is

 w
on

de
rfu

l d
ia

gr
am

 a
nd

 it
’s

 ju
st

 li
ke

 th
e 

C
EO

 b
an

g 
in

 th
e 

m
id

dl
e 

an
d 

ev
er

yt
hi

ng
 ju

st
 ra

di
at

es
 o

ut
 fr

om
 it

. 
 N

M
: 

It’
s 

ph
ys

ic
al

ly
 a

nd
 …

 
 D

on
: 

Sp
iri

tu
al

ly
, t

he
 lo

t. 
 N

M
:  

An
d 

on
 p

ap
er

 a
s 

w
el

l. 
 D

on
: 

An
d 

th
e 

w
ho

le
 th

in
g,

 b
ec

au
se

 h
e’

s 
a 

Ze
n 

Bu
dd

hi
st

 a
nd

 it
’s

 a
ll 

ab
ou

t 
si

m
pl

ic
ity

.  
I’l

l s
ho

w
 y

ou
 it

 –
 I 

th
in

k 
yo

u’
ll 

lik
e 

th
e 

di
ag

ra
m

.  
Bu

t t
he

 
fu

n 
qu

es
tio

n 
th

at
 I

 w
as

 g
oi

ng
 t

o 
try

 a
nd

 m
ay

be
 e

nd
 o

n 
w

as
 li

ke
, 

ok
ay

 
I 

un
de

rs
ta

nd
 

th
e 

pr
oc

es
s 

an
d 

th
e 

ec
on

om
ic

s 
fo

r 
th

e 
ad

ve
rti

si
ng

, 
so

 i
f 

yo
u 

w
er

e 
– 

an
d 

I 
do

n’
t 

kn
ow

 i
f 

th
is

 h
as

 g
ot

 
an

yt
hi

ng
 t

o 
do

 w
ith

 it
 –

 if
 y

ou
 d

id
 a

n 
ad

, 
le

t’s
 s

ay
 a

 T
V 

ad
, 

rig
ht

, 
th

at
’s

 a
 n

ic
e 

vi
su

al
 t

hi
ng

 f
or

 y
ou

 t
o 

se
e 

w
ha

t 
w

ou
ld

 it
 b

e?
  

W
ha

t 
w

ou
ld

 y
ou

 d
o?

  I
 d

on
’t 

m
ea

n 
th

e 
w

ho
le

 c
am

pa
ig

n,
 ju

st
 fo

r i
ns

ta
nc

e,
 

th
e 

fir
st

 th
in

g 
th

at
 p

op
s 

in
to

 y
ou

r h
ea

d.
  W

ou
ld

 it
 b

e 
an

 a
d 

or
 w

ou
ld

 
it 

be
 s

om
et

hi
ng

 e
ls

e.
  

Th
is

 i
de

a 
of

 l
ik

e,
 y

ou
 k

no
w

, 
yo

ur
 u

ni
qu

e 
re

la
tio

ns
hi

p 
w

ith
 th

e 
br

an
d 

an
d 

th
e 

co
ns

um
er

.  
I’m

 n
ot

 g
oi

ng
 to

 h
ol

d 
yo

u 
to

 it
 a

s 
w

el
l. 

 N
M

: 
U

m
, 

w
el

l, 
th

e 
th

in
g 

is
 I

’v
e 

sa
id

 t
ha

t 
w

e’
ll 

do
 T

V 
ad

ve
rti

si
ng

. 
 I

f 
an

 
am

az
in

g 
de

al
 c

am
e 

al
on

g 
w

e 
pr

ob
ab

ly
 w

ou
ld

, b
ut

 it
 w

ou
ld

 b
e 

m
or

e 
th

at
 w

e 
as

 a
 b

ra
nd

 n
ee

d 
to

 d
o 

m
or

e 
lik

e 
gr

as
s 

ro
ot

s 
st

uf
f; 

w
e 

st
ill 

ne
ed

 t
o 

do
 e

ve
nt

s 
an

d 
th

in
gs

 t
ha

t 
pe

op
le

 c
an

 e
xp

er
ie

nc
e 

w
ith

 u
s 

ac
tu

al
ly

 th
er

e 
an

d 
th

os
e 

th
in

gs
 m

ig
ht

 in
vo

lv
e 

au
di

o/
vi

su
al

 th
in

gs
 a

t 
th

em
, b

ut
 if

 w
e 

di
d 

a 
TV

 a
d 

it 
w

ou
ld

 b
e 

an
 a

d 
fo

r 
pr

od
uc

ts
 th

at
 a

re
 

av
ai

la
bl

e 
on

 o
ur

 w
eb

si
te

. 
 D

on
: 

St
ra

ig
ht

 fo
rw

ar
d?

 
 N

M
: 

Ye
s,

 b
ut

 h
ow

 t
ha

t 
w

ou
ld

 b
e 

ex
ec

ut
ed

 i
s 

up
 t

o 
w

ha
te

ve
r 

ag
en

cy
 

w
ou

ld
 b

e 
do

in
g 

it 
fo

r u
s.

 
 D

on
: 

D
am

n 
yo

u!
  D

am
n 

yo
u 

to
 H

el
l! 

 I 
w

as
 th

in
ki

ng
 s

he
’s

 g
oi

ng
 to

 s
ay

 it
, 

sh
e’

s 
go

in
g 

to
 s

ay
 it

 –
 o

h 
no

, s
he

’s
 p

as
se

d 
it 

ov
er

 to
 th

e 
ad

 a
ge

nc
y!

  
D

am
n;

 I’
ve

 g
ot

 to
 g

o 
an

d 
in

te
rv

ie
w

 to
 e

ve
n 

m
or

e 
pe

op
le

 n
ow

! 
 N

M
: 

N
o,

 I 
m

ea
n 

w
e 

co
ul

d 
do

 a
ny

th
in

g 
w

e 
w

an
t. 
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D
on

: 
C

ou
rs

e 
yo

u 
co

ul
d 

– 
th

at
’s

 w
hy

 I
 a

sk
ed

. 
 I

t 
w

as
 a

 b
it 

of
 D

ev
il’s

 
ad

vo
ca

te
. 

 N
M

: 
I 

m
ea

n,
 i

t’s
 h

ar
d 

to
 k

no
w

 i
sn

’t 
it.

  
I 

th
in

k 
w

e’
d 

w
an

t 
to

 s
ho

w
 t

he
 

pr
od

uc
t. 

 I 
do

n’
t t

hi
nk

 th
at

 w
e’

d 
do

 o
ne

 o
f t

ho
se

 ‘t
hi

s 
is

 a
 p

ro
du

ct
, 

yo
u’

re
 n

ot
 g

oi
ng

 to
 s

ee
 it

 b
ut

 w
e’

ll 
sh

ow
 y

ou
 h

ow
 it

’s
 m

ea
nt

 to
 m

ak
e 

yo
u 

fe
el

’. 
 D

on
: 

Yo
u 

w
ou

ld
n’

t d
o 

a 
H

on
da

 a
d 

th
en

? 
 N

M
: 

Pr
ob

ab
ly

 n
ot

, a
lth

ou
gh

 I 
do

n’
t k

no
w

 –
 w

ho
 k

no
w

s.
 

 D
on

: 
I’m

 j
us

t 
cu

rio
us

. 
 S

ha
ll 

w
e 

co
m

e 
ba

ck
 t

o 
th

at
 o

ne
 a

no
th

er
 t

im
e?

  
Ju

st
 a

s 
a 

‘g
et

 it
 in

 th
er

e’
.  

I d
on

’t 
kn

ow
 if

 I’
ve

 g
ot

 m
uc

h 
m

or
e.

  I
’ll 

ju
st

 
ch

ec
k 

m
y 

qu
es

tio
ns

. 
 Y

ou
 s

ee
, 

th
er

e’
s 

al
l t

he
se

 id
ea

s 
of

 h
ow

 t
he

 
m

ed
ia

 a
re

 c
on

tro
llin

g 
ad

ve
rti

si
ng

 a
s 

an
 i

nc
om

e 
so

ur
ce

 f
or

 t
he

 
m

ed
ia

 –
 I 

do
n’

t t
hi

nk
 w

e 
ne

ed
 to

 …
 

 N
M

: 
O

h 
– 

th
er

e’
s 

an
 a

w
fu

l l
ot

 o
f s

hi
t m

ed
ia

 th
at

 d
oe

sn
’t 

ac
tu

al
ly

 p
ro

du
ce

 
an

y 
re

su
lts

 w
ha

ts
oe

ve
r. 

 T
ak

e 
as

 a
n 

ex
am

pl
e 

lo
ca

l 
in

de
pe

nd
en

t 
m

ag
az

in
es

, y
ou

 k
no

w
, w

ha
t’s

 th
e 

fu
ck

in
g 

po
in

t o
f t

he
m

? 
 D

on
: 

D
o 

yo
u 

kn
ow

, 
I 

w
as

 t
ry

in
g 

no
t 

to
 d

o 
on

e 
of

 m
y 

ho
rri

bl
e 

la
ug

hs
 a

ll 
th

e 
w

ay
 th

ro
ug

h 
th

is
 in

te
rv

ie
w

 a
nd

 y
ou

’v
e 

ca
ug

ht
 m

e 
co

m
pl

et
el

y!
 

 N
M

: 
W

e’
ve

 g
ot

 p
eo

pl
e 

rin
gi

ng
 u

s 
up

 a
ll 

th
e 

tim
e.

  
I m

ea
n,

 o
ka

y,
 le

t m
e 

ju
st

 re
ph

ra
se

 s
lig

ht
ly

. 
 D

on
: 

Ye
s,

 p
le

as
e!

  T
ha

t w
as

 c
la

ss
ic

! 
 N

M
: 

H
er

e’
s 

th
e 

po
in

t. 
 I

f 
yo

u’
re

 a
 lo

ca
l h

ai
rd

re
ss

er
s 

or
 y

ou
 a

re
 a

 lo
ca

l 
pl

um
be

r, 
th

en
 fi

ne
, b

y 
al

l m
ea

ns
, a

dv
er

tis
e 

in
 s

om
e 

fre
e 

lo
ca

l p
re

ss
 

th
in

gs
, 

bu
t 

th
es

e 
gu

ys
 c

om
e 

to
 u

s 
al

l 
th

e 
tim

e 
an

d 
th

ey
’re

 l
ik

e 
‘w

e’
ve

 g
ot

 th
is

 a
m

az
in

g 
ad

ve
rti

si
ng

 o
pp

or
tu

ni
ty

 fo
r 

yo
u.

  
Yo

u 
ha

ve
 

to
 p

ay
 m

on
ey

 t
o 

he
lp

 u
s 

su
pp

or
t 

ou
r 

m
ag

az
in

e 
so
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 c
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 D
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ey
 a

ct
ua

lly
 h

ug
 th
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 b
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 c
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, b
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 p
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 b
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 p
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 p
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t’s

 l
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 c
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f d
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I d
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 d
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 l
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 c
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 b
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 c
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 d
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 D
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 D
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 d
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e 

cl
as

si
c 

is
 th

e 
W

in
ds

or
 a

nd
 N

ew
to

n 
pa

in
t t

hi
ng

. 
 D
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 r
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ra
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 d
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 d

es
ig

ne
r 

an
d 

yo
u 

st
ar

t 
to

 r
un

 a
 b

us
in

es
s 

yo
u 

su
dd

en
ly

 r
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ra
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 d

es
ig

n,
 

va
lu

ed
 it

 s
o 

yo
u’

re
 in

 a
 b

it 
of

 a
 d
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 c
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 D
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 p
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 p
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 d
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 m
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 d
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 c
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 b
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 p
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 p
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 D
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 c
ul

tu
re

 a
nd

 re
al

ity
 T

V
 a

nd
 

th
e 

fa
ct

 th
at

 a
dv

er
tis

in
g 

is
 fu

ck
ed

 in
 re

ga
rd

s 
fin

an
ce

 –
 y

ou
 k

no
w

,  
 

 
to

 e
xp

os
ur

e.
  

I m
ea

n,
 te

le
vi

si
on

 -
 I 

do
n’

t h
av

e 
S

ky
+,

 I 
w

is
h 

I 
di

d,
 b

ec
au

se
 I

’d
 c

ut
 o

ut
 a

ll 
th

e 
ad

 b
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 c
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 c
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I p
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 D
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 p
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 c
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ke
 

 
 

an
d 

al
l o

f a
 s

ud
de

n 
yo

u 
go

 o
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 m
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 c
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 b
ec

om
e 

fa
m

ou
s.

  S
he

 s
ho

ul
d 

be
  g

oo
d 

fo
r h

er
 v

oi
ce

. 
 D

on
: 

Th
at

’s
 v

er
y 

in
te

re
st

in
g,

 b
ec

au
se

 I 
on

ly
 p

er
ip

he
ra

lly
 k

no
w

 a
bo

ut
 h

er
 

– 
it’

s 
no

t m
y 

ki
nd

 o
f s

tu
ff,

 b
ut

 th
er

e 
w

as
 s

om
et

hi
ng

 a
bo

ut
 h

er
 in

 a
 

fie
ld

, m
ak

in
g 

a 
vi

de
o.

 
 LH

; 
Y

es
, 

th
at

’s
 r

ig
ht

 a
nd

 t
he

 o
w

ne
r 

di
dn

’t 
w

an
t 

he
r 

on
 t

he
 f

ie
ld

, 
so

 h
e 

w
as

 th
re

at
en

in
g 
…

 
 D

on
: 

B
ec

au
se

 s
he

 w
as

 g
et

tin
g 

na
ke

d 
ba

si
ca

lly
. 

 LH
: 

Y
ea

h,
 a

nd
 h

e 
di

dn
’t 

lik
e 

it.
 

 D
on

: 
“G

et
 o

ff 
m

y 
la

nd
”. 

 T
ha

t’s
 i

nt
er

es
tin

g 
be

ca
us

e 
N

ic
ki

 a
nd

 S
co

tt,
 

‘M
ad

e 
by

 N
ic

ki
’, 

th
ey

 s
up

pl
ie

d 
he

r o
ut

fit
 fo

r h
er

 b
irt

hd
ay

.  
Th

er
e 

w
as

 
a 

bi
rth

da
y 

ev
en

t 
on

lin
e 

w
he

re
 s

he
 b

le
w

 o
ut

 c
an

dl
es

; 
sh

e 
w

as
 

w
ea

rin
g 

on
e 

of
 th

ei
r o

ut
fit

s,
 w

hi
ch

 is
 h

er
 fa

vo
ur

ite
 k

in
d 

of
 th

in
g.

  T
o 

m
e 

it’
s 

a 
ve

ry
 s

ex
ua

lis
ed

, 
yo

u 
kn

ow
, 

th
er

e’
s 

no
t 

a 
lo

t 
le

ft 
to

 t
he

 
im

ag
in

at
io

n.
  I

 s
up

po
se

 th
at

’s
 a

 g
oo

d 
w

ay
 o

f p
ut

tin
g 

it.
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: 
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ea
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  I
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on

: 
B

as
ic

al
ly

 th
at

’s
 th

e 
w

ay
 I’

d 
pu

t i
t. 

 LH
: 

W
he

re
as

 a
t 

fir
st

 s
he

 w
as

 m
or

e 
so

rt 
of

 r
es

pe
ct

ed
 f

or
 h

er
 s

ty
le

 a
nd

 
he

r 
ha

ir 
w

ou
ld

 b
e 

w
ei

rd
 a

nd
 th

in
gs

, b
ut

 n
ow

 it
’s

 a
ll 

ki
nd

 o
f t

he
 fa

ct
 

th
at

 s
he

’s
 w

ea
rin

g 
ne

xt
 to

 n
ot

hi
ng

. 
 D

on
: 

Y
ea

h,
 i

t’s
 o

nl
y 

be
ca

us
e 

I 
do

n’
t 

re
al

ly
 k

no
w

 i
t 

an
d 

I’m
 t

ry
in

g 
to

 
fa

th
om

 th
is

 –
 w

ou
ld

 th
at

 b
e 

th
e 

sa
m

e 
as

 L
ad

y 
G

ag
a 

an
d 

pe
op

le
 li

ke
 

th
at

? 
 LH

: 
I 

th
in

k 
La

dy
 G

ag
a 

ha
s 

a 
to

uc
h 

of
 t

ha
t 

as
 w

el
l; 

th
e 

no
t 

w
ea

rin
g 

en
ou

gh
, 

bu
t 

th
en

 a
ga

in
 s

he
 k

in
d 

of
 c

ov
er

s 
it 

up
 w

ith
 t

he
 f

ac
t 

th
at

 
sh

e’
s 

so
 w

ei
rd

 in
 h

er
 f

as
hi

on
, 

so
 p

eo
pl

e 
do

n’
t 

re
al

ly
 t

hi
nk

 t
ha

t 
so

 
m

uc
h.

 
 D

on
: 

Y
ea

h.
  

S
o 

w
ha

t 
ar

e 
w

e 
sa

yi
ng

 h
er

e 
– 

I’m
 j

us
t 

try
in

g 
to

 p
ul

l 
th

is
 

to
ge

th
er

 a
s 

a 
co

nv
er

sa
tio

n.
  

Th
e 

in
flu

en
ce

s 
an

d 
th

e 
st

uf
f y

ou
 li

ke
; 

R
&

B
, y

ou
 k

no
w

, t
ha

t w
as

 in
te

re
st

in
g 

– 
th

e 
lin

k 
in

 th
er

e,
 w

hi
ch

 li
nk

s 
in

to
 th

es
e 

pr
od

uc
ts

.  
D

o 
yo

u 
th

in
k 

th
at

 d
es

cr
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 y

ou
 a
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a 

pe
rs

on
? 

 LH
: 

N
ot

 r
ea

lly
, 

be
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us
e 

th
at

 d
oe

sn
’t 

sh
ow

 f
or

 e
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m
pl

e 
th

at
 I

’m
 a

 
m

as
si

ve
 s

po
rts

 fa
n.

 
 D

on
: 

O
ka

y.
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: 

I’v
e 

pl
ay

ed
 

 
fo

r 
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ite
 a

 l
on

g 
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e 
an

d 
so

, 
I 

do
n’

t 
kn

ow
, 

I 
do

n’
t 

th
in

k 
th

at
 w

ha
t 

yo
u 

fo
llo

w
 i

n 
ad

ve
rti

si
ng

 i
s 

ne
ce

ss
ar

ily
 w

ho
 

yo
u 

ar
e.

 
 D

on
: 

R
ea

lly
? 

 LH
: 

B
ec

au
se

 y
ou

 c
an

 b
e 

fa
sc

in
at

ed
; 

fo
r 

ex
am

pl
e,

 w
e 

w
er

e 
sh

ow
in

g 
C

hr
is

 C
un

ni
ng

ha
m

, t
he

 g
uy

 w
ho

 d
id

 s
om

e 
ve

ry
 w

ei
rd

 s
tu

ff 
an

d 
th

at
 

w
ou

ld
n’

t 
us

ua
lly

 b
e 

m
y 

st
yl

e,
 b

ut
 I

 lo
ve

d 
it,

 s
o 

I 
th

in
k 

yo
u 

ca
n 

be
 

su
sc

ep
tib

le
 to

 lo
ts

 o
f d

iff
er

en
t t

hi
ng

s.
 

 D
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Y
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 d
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rib

e 
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u.
  

O
ka

y,
 le

t’s
 tr

y 
th

is
 a

s 
a 

w
ay

 o
f 

ta
lk

in
g 

ab
ou

t i
t. 

 It
’s

 li
ke

 –
 le

t’s
 ta

lk
 a

bo
ut

 th
e 

R
8 

an
d 

th
e 

A
ud

i t
hi

ng
; 

if 
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u 
go

t 
th

e 
R

8 
an

d 
yo

u 
bo

ug
ht

 o
ne

, 
rig

ht
, 

yo
u’

d 
be

 v
er

y 
ha

pp
y 

ab
ou

t t
ha

t. 
 W

ha
t w

ou
ld

 y
ou

 d
o 

if 
yo

u 
ha

d 
on

e?
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: 

W
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t w
ou

ld
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? 

 D
on

: 
Y

ea
h,

 y
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’v
e 

go
t 

a 
ca

r 
– 
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ve

 a
n 

R
8.

  
Y

ou
’v

e 
go
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e 
no

w
, 

it’
s 
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e.
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ow
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? 
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: 

It 
w

ou
ld

 m
ak

e 
m

e 
fe

el
 li

ke
 I’

d 
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ne
 v

er
y 

w
el

l, 
be

ca
us

e 
it’

s 
re

fle
ct

ed
 

in
 m

y 
ca

r, 
bu

t t
he

n 
ag

ai
n 

I p
ro

ba
bl

y 
w

ou
ld

n’
t b

e 
th

e 
ty

pe
 o

f p
er

so
n 

to
 re

fle
ct

 h
ow

 w
el

l I
’d

 d
on

e 
w

ith
 a

 c
ar

 –
 I’

d 
pr

ob
ab

ly
 p

ut
 it

 m
or

e 
in

to
 

a 
ho

us
e 

– 
do

es
 th

at
 m

ak
e 

se
ns

e?
 

 D
on
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H

an
g 

on
 –

 y
ea

h,
 it

 d
oe

s 
m

ak
e 

se
ns

e,
 b

ut
 I’

m
 s

ay
in

g 
“o

ka
y 

yo
u’

ve
 

go
t 

an
 R

8”
 –

 w
he

re
ve

r 
it’

s 
pa

rk
ed

 –
 it

’s
 p

ro
ba

bl
y 

pa
rk

ed
 r

ig
ht

 o
ut

 
th

e 
fro

nt
 th

er
e 

– 
ok

ay
 

 
go

in
g 

in
 

– 
te

ll 
m

e 
ab

ou
t 

it.
  

W
ha

t’s
 g

oi
ng

 o
n 

in
 y

ou
r w

or
ld

 n
ow

 y
ou

’v
e 

go
t t

ha
t?

  H
ow

 d
oe

s 
th

at
 

m
ak

e 
yo

u 
fe

el
? 

 LH
: 

It 
w

ou
ld

 m
ak

e 
m

e 
fe

el
 g

re
at

 b
ec

au
se

 I’
ve

 w
an

te
d 

on
e 

fo
r a

ge
s.

  I
t’s

 
lik

e 
yo

u’
ve

 a
ch

ie
ve

d 
so

m
et

hi
ng

 –
 h

av
in

g 
a 

lit
tle

 d
re

am
 –

 a
nd

 
po

w
er

fu
l b

ec
au

se
 it

’s
 a

 p
ow

er
fu

l c
ar

 a
nd

 s
ty

lis
h 

ag
ai

n,
 b

ec
au

se
 it

 
re

fle
ct

s 
th

e 
ad

ve
rt 

an
d 

th
at

’s
 h

ow
 I 

w
an

t i
t t

o 
m

ak
e 

m
e 

fe
el

 –
 s

ty
lis

h.
 

 D
on

: 
W

ou
ld

 y
ou

 d
re

ss
 th

e 
sa

m
e 

as
 y

ou
 d

o 
rig

ht
 n

ow
? 

 LH
: 

If 
I h

ad
 m

or
e 

m
on

ey
? 

 D
on

: 
N

o,
 if

 y
ou

 h
ad

 th
e 

R
8.

 
 LH

: 
Y

es
, b

ec
au

se
 I 

w
ou

ld
n’

t b
e 

ab
le

 to
 a

ffo
rd

 to
 d

re
ss

 a
ny

 d
iff

er
en

t. 
 I’

d 
pr

ob
ab

ly
 p

ut
 s

om
e 

su
ng

la
ss

es
 o

n 
oc

ca
si

on
al

ly
. 

 I
’d

 p
ro

ba
bl

y 
pu

t 
so

m
e 

R
ay

br
an

d’
s 

on
 o

r 
so

m
et

hi
ng

, b
ut

 k
ee

p 
th

e 
cl

ot
he

s 
th

e 
sa

m
e.

  
Ju

st
 to

 s
ay

 “l
oo

k 
I’m

 y
ou

ng
, b

ut
 I’

ve
 g

ot
 th

is
 c

ar
”. 

 D
on

: 
O

ka
y,

 s
o 

w
he

re
 w

ou
ld

 y
ou

 g
o 

on
 h

ol
id

ay
 if

 y
ou

 h
ad

 th
at

 R
8?

 
 LH

: 
A

ga
in

, i
t w

ou
ld

 d
ep

en
d 

on
 h

ow
 m

uc
h 

m
on

ey
 I 

ha
d.

 
 D

on
: 

Le
t’s

 fo
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et
 a
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ut

 m
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 m
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en

t. 
 I’

ve
 g

iv
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 y
ou

 u
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U
nl

im
ite

d?
  I
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 p
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bl
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ca
r w
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 m
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 D
on

: 
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ea
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 g
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, w

he
re

 w
ou

ld
 y

ou
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W
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ou
ld
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I’d
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ke
 t
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 t
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ab
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 b
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to
 A

us
tra
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.  

I’v
e 

be
en

 th
er

e 
on
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 a

nd
 I 

re
al

ly
 li

ke
 it

. 
 D
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O
ka

y.
  W
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I w

en
t t

o 
S

yd
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an
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M

el
bo

ur
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.  
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D
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: 
R

ea
lly

? 
 I

’v
e 

be
en

 t
o 

S
yd

ne
y;

 I
’v

e 
no

t 
be

en
 t

o 
M

el
bo

ur
ne

. 
 Y

ea
h,

 
lo

ve
ly

, c
oo

l p
la

ce
. 

 LH
: 

S
yd

ne
y 

is
 p

ro
ba

bl
y 

th
e 

be
st

. 
 D

on
: 

Y
ea

h?
   

 LH
: 

I 
do

n’
t 

kn
ow

 w
hy

, 
I’d

 p
ro

ba
bl

y 
sh

ip
 m

y 
ca

r 
ac

ro
ss

 t
he

re
, 

w
hi

ch
 

w
ou

ld
 c

os
t l

oa
ds

 a
nd

 lo
ad

s 
an

d 
dr

iv
e 

it 
ar

ou
nd

. 
 D

on
: 

D
riv

e 
ar

ou
nd

? 
 LH

: 
D

riv
e 

ar
ou

nd
 lo

ad
s 

an
d 

lo
ad

s 
an

d 
“lo

ok
, t

hi
s 
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 m

y 
ca

r”
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K

in
gs

 C
ro
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 i

n 
S

yd
ne

y 
w

as
 r

ea
lly

 c
oo

l 
as

 a
n 

ar
ea

 w
he

n 
I 

w
as

 
th

er
e.

  
I 

do
n’

t 
kn

ow
 if

 it
 s

til
l i

s,
 t

ha
t’s

 g
oi

ng
 b

ac
k 

a 
bi

t. 
 O

ka
y,

 s
o 

w
e’

ve
 g

ot
 a

ll 
th

at
 s

tu
ff 

an
d 

w
e’

ve
 g

ot
 a

ll 
th

os
e 

ki
nd

 o
f t

hi
ng

s.
  W

ha
t 

if 
I t

ol
d 

yo
u 

th
at

 y
ou

 c
ou

ld
n’

t h
av

e 
th

os
e 

th
in

gs
? 

 LH
: 

I w
ou

ld
 s

til
l …
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on
: 

Y
ou

’re
 n

ot
 a

llo
w

ed
 to

 h
av

e 
th

em
. 

 LH
: 

I w
ou

ld
n’

t l
is

te
n 

to
 y

ou
 –

 I’
d 

st
ill

 g
et

 th
em

. 
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: 

R
ea
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 W
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? 
 W

ha
t i

f I
 s

ai
d 

I’d
 n

ev
er

 le
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 h

av
e 

th
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e 
th

in
gs

? 
 LH
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B
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 y

ou
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n 
an

d 
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’t 
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ve

 to
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st
en

 to
 y

ou
. 
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: 
Y

ou
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’t,
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o 
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u.

  
B

ut
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t i
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e 

to
 s
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p 
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u 
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ng
 th
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e 

th
in
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; 

ho
w

 w
ou

ld
 y

ou
 f

ee
l. 

 S
o 

a 
m

in
ut

e 
ag

o 
yo

u 
ha

d 
un
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ite

d 
m

on
ey

 a
nd

 y
ou

 h
ad

 th
e 

R
8,

 b
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au
se

 I 
ga

ve
 it

 to
 y

ou
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 m
e 
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it 
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 –
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ow
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ou
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ed
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 fe
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? 
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ou
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e 
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 p
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at
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lik
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 e
nj
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no
w
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ey
.  
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. 
 D

on
: 

W
ou

ld
 it

? 
 LH
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 I’
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 w
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t f
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on

: 
O

ka
y 

– 
th

at
’s

 n
ot

 w
ha

t I
 e

xp
ec

te
d 

at
 a

ll.
  T

ha
t’s

 in
tre

ag
ui

ng
.  

D
o 

yo
u 

dr
iv

e?
 

 LH
: 

Y
ea

h.
 

 D
on

: 
H

ow
 q

ui
ck

ly
 d

id
 y

ou
 p

as
s 

yo
ur

 te
st

? 
 LH

: 
N

ot
 q

ui
ck

ly
. 

 D
on

: 
H

ow
 m

an
y 

tim
es

? 
 LH

: 
It 

to
ok

 m
e 

th
re

e 
tim

es
. 

 D
on

: 
Th

re
e!

  I
 d

id
 tw

o.
 

 LH
: 

B
ut

 i
f 

I’m
 p

er
fe

ct
ly

 h
on

es
t 

w
ith

 y
ou

, 
th

ey
 a

re
 r

ea
lly

 h
or

rib
le

 s
tri

ct
 

in
st

ru
ct

io
ns

, 
be

ca
us

e 
I 

w
as

n’
t 

a 
ba

d 
dr

iv
er

. 
 I

 g
ot

 t
hr

ee
 m

in
or

s 
on

 
ea

ch
 o

ne
, i

t w
as

 ju
st

 th
e 

m
aj

or
 –

 I 
do

n’
t k

no
w

, o
ne

 w
as

 li
ke

 tu
rn

in
g 

in
to

 a
 ju

nc
tio

n 
I g

ot
 a

 m
aj

or
 o

n,
 w

hi
ch

 w
as

 ju
st

 r
id

ic
ul

ou
s,

 b
ec

au
se

 
w

ha
t’s

 th
e 

w
or

st
 th

in
g 

yo
u 

ca
n 

 
 

on
. 

 I
t 

re
al

ly
 m

ad
e 

m
e 

ve
ry

 a
ng

ry
 –

 th
ey

 s
ho

ul
d 

ha
ve

 p
as

se
d 

m
e 

th
e 

fir
st

 ti
m

e!
 

 D
on

: 
O

f c
ou

rs
e 

th
ey

 s
ho

ul
d!

 
 LH

: 
Th

ey
 s

ho
ul

d.
 

 D
om

: 
I’m

 s
ur

e 
yo

u 
be

lie
ve

 th
at

. 
 LH

: 
I w

as
 fi

ne
. 

 D
on

: 
O

ka
y!

  
I’m

 tr
yi

ng
 to

 th
in

k 
w

he
re

 to
 ta

ke
 th

is
 a

t t
he

 m
om

en
t. 

 I 
do

n’
t 

th
in

k 
I 

w
an

t 
to

 t
ak

e 
it 

m
uc

h 
fu

rth
er

, 
be

ca
us

e 
w

ha
t 

I’m
 d

oi
ng

, 
I’m

 
fin

di
ng

 i
t 

re
al

ly
 i

nt
er

es
tin

g 
– 

th
es

e 
co

nv
er

sa
tio

ns
 –

 w
ith

 s
tu

de
nt

s,
 

w
el

l c
on

su
m

er
s,

 f
or

ge
t 

th
e 

st
ud

en
t 

co
nv

er
sa

tio
n 

fo
r 

a 
m

in
ut

e 
an

d 
it’

s 
ac

tu
al

ly
 m

ak
in

g 
m

e 
re

-e
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lu
at

e 
qu

ite
 a
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t. 

 LH
: 

R
ea

lly
? 

 D
on

: 
Y

ea
h,

 r
ea

lly
, 

se
rio

us
ly

. 
 I

’m
 l

ea
rn

in
g 

a 
lit

tle
 b

it 
ab

ou
t 

yo
u 
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 a

 
pu

rc
ha

se
r, 

bu
t I

’m
 d

es
pe

ra
te

ly
 tr

yi
ng

 to
 fi

nd
 a

 li
nk

 w
ith

 a
ll 

th
is

 s
tu

ff 
I’v

e 
re

se
ar

ch
ed

, y
ou

 k
no

w
, a

nd
 it

’s
 li

ke
 “O

h 
m

y 
G

od
”, 

so
 h

ow
 a

bo
ut

, 
w

ou
ld

 it
 b

e 
ok

ay
 –
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e’

ve
 d

on
e 

th
is

 in
te

rv
ie

w
 n

ow
.  

W
ou

ld
 it

 b
e 

ok
ay

 
if 

I d
o 

an
ot

he
r o

ne
 w

ith
 y

ou
 in
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e 

fu
tu

re
? 

 W
ou

ld
 th

at
 b

e 
ok
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: 

Y
ea

h,
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o 
pr

ob
le

m
. 

 D
on

: 
W

ha
t 

I 
do

 w
an

t 
to

 d
o 

an
d 

w
e’

re
 d

oi
ng

 t
hi

s 
th

is
 a

fte
rn

oo
n,

 i
s 

ta
lk

 
m

or
e 

ab
ou

t h
ow

 w
e 

in
te

gr
at

e 
th

is
 in

to
 o

ur
 re

se
ar

ch
 a

s 
w

e 
go

 a
lo

ng
 

an
d 

w
ha

t t
he

 p
oi

nt
 o

f a
ll 

th
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 is
 r

ea
lly

.  
Th

e 
po

in
t o

f i
t i

s 
to

 e
xp

lo
re

 
ad

ve
rti

si
ng

 a
nd

 q
ue

st
io

n 
w

ha
t 

yo
u’

re
 d

oi
ng

 in
 o

rd
er

 t
o 

m
ak

e 
w

ha
t 

yo
u 

do
 e

ve
nt

ua
lly

 m
or

e 
ef

fe
ct

iv
e,

 s
o 

th
is

 is
 w

hy
 I

’m
 d

oi
ng

 it
 n

ow
 

w
ith

 y
ou

 g
uy

s,
 b

ut
 I 

re
al

ly
 a

m
 fi

nd
in

g 
it 

qu
ite

 c
ha

lle
ng

in
g.

 
 LH

: 
I’m

 g
ue

ss
in

g 
ev

er
yo

ne
’s

 s
ai

d 
so

m
et

hi
ng

 s
lig

ht
ly

 d
iff

er
en

t. 
 D

on
: 

Y
ea

h.
  

A
ls

o 
I’v

e 
in

te
rv

ie
w

ed
 t

w
o 

gi
rls

 a
nd

 o
ne

 b
oy

 s
o 

fa
r 

an
d 

th
ey

’re
 d

iff
er

en
t 

co
nv

er
sa

tio
ns

 a
s 

w
el

l a
nd

 a
ls

o 
yo

u’
re

 r
ou

gh
ly

 t
he

 
sa

m
e 

ag
e,

 s
o 

I’m
 g

et
tin

g 
a 

fe
el

in
g 

of
 y

ea
h,

 it
’s

 a
ll 

ki
nd

a 
di

ffe
re

nt
, 

bu
t i

t’s
 re

al
ly

 c
ha

ng
in

g 
ho

w
 I 

fe
el

 a
bo

ut
 th

e 
re

se
ar

ch
 in

 te
rm

s 
of

 it
’s

 
m

or
e 

ab
ou

t h
ow

 y
ou

 g
uy

s 
…

 I 
ha

dn
’t 

re
al

ly
 ta

ke
n 

in
to

 c
on

si
de

ra
tio

n 
ho

w
 e

ve
ry

bo
dy

’s
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in
ki

ng
 a

nd
 h

ow
 y

ou
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el
. 
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: 

Y
ea

h,
 fr

ee
 w

ill
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in
d 

of
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g.

 
 D
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: 

Fr
ee

 w
ill

 t
hi

ng
. 

 N
ow

 I
’m

 v
er

y 
in

te
re

st
ed

 a
nd

 I
’v

e 
be

en
 s

ki
rti

ng
 

ar
ou

nd
 t

he
 e

dg
e 

of
 t

hi
s 

fo
r 

so
m

e 
tim

e 
is

 t
he

 id
ea

 o
f 

fre
e 

w
ill

 a
nd

 
ch

oi
ce

. 
 LH

: 
W

e 
ha

d 
to

 lo
ok

 in
to

 th
at

 –
 a

t A
 L

ev
el

 –
 p

ro
ba

bl
y 

no
t a

s 
m

uc
h 

de
ta

il 
as

 y
ou

 a
re

, b
ut

 th
at

 w
as

 w
ith

 e
ve

ry
 e

xp
er

im
en

t a
nd

 th
in

g 
w

e 
di

d 
it 

th
er

e 
w

as
 a

lw
ay

s 
th

is
 c

as
e 

of
 f

re
e 

w
ill

, 
so

 p
eo

pl
e 

ar
e 

go
in

g 
to

 a
ll 

th
in

k 
di

ffe
re

nt
ly

. 
 D

on
: 

O
h,

 t
he

n 
yo

u 
ha

ve
 t

o 
un

de
rs

ta
nd

 w
ha

t 
fre

e 
w

ill
 i

s 
an

d 
w

ha
t 

w
e 

un
de

rs
ta

nd
 b

y 
de

fin
in

g 
fre

e 
w

ill
, 

be
ca

us
e 

it 
ca

n 
m

ea
n 

di
ffe

re
nt

 
th

in
gs

. 
 LH

: 
Y

ea
h.

 
 D

on
: 

A
nd

 c
ho

ic
e 

an
d 

fre
e 

w
ill

 a
nd

 I’
m

 g
et

tin
g 

m
or

e 
an

d 
m

or
e 

in
to

 th
at

, s
o 

w
hi

le
 I

’m
 t

al
ki

ng
 t

o 
yo

u 
m

y 
br

ai
n 

is
 d

es
pe

ra
te

ly
 r

us
hi

ng
 a

ro
un

d 
ev

er
yt

hi
ng

 I 
kn

ow
, t

ry
in

g 
to

 p
ut

 it
 to

ge
th

er
 a

nd
 I 

ca
n’

t, 
so

 w
ha

t I
 m

ay
 

w
an

t t
o 

do
 w

ith
 y

ou
, a

nd
 th

e 
ot

he
r 

pe
op

le
 I’

ve
 in

te
rv

ie
w

ed
 a

nd
 w

ill
 

in
te

rv
ie

w
, i

s 
do

 th
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, b
ut

 th
en

 d
o 

it 
ag

ai
n 

an
d 

m
ay

be
 r

ef
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m
e 

so
m

e 
of

 t
he

 q
ue

st
io

ns
 w

e’
ve

 h
ad
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ag

ai
n 

in
 a

 s
lig

ht
ly

 d
iff

er
en

t 
w

ay
. 

 A
re
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u 
ok
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? 
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: 

Y
ea
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D
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S
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 in

 te
rm

s 
of

 ju
st

 fe
ed

in
g 

ba
ck

 to
 y

ou
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a 

st
ud

en
t f

or
 a

 m
in

ut
e,

 I 
w

ou
ld
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m
m

en
d 

th
is

 k
in
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of

 p
ro

ce
ss

.  
I l

ik
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do
in

g 
th

is
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O
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 w
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n.
 

 D
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: 
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ea
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: 
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ed
 it
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 D
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: 

I l
ik

e 
do

in
g 

it 
w

ith
 s
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nt
s 
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 w

el
l, 

be
ca

us
e 

it 
sh

ow
s 

yo
u 

th
at

 I’
m

 
st

ill
 le

ar
ni

ng
 a

s 
w

el
l. 

 Y
ou

 k
no

w
, 

it’
s 

no
t 

lik
e 

yo
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re
 ju

st
 e

xp
er

t 
on

 
ev

er
yt

hi
ng
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 b

ec
au

se
 y

ou
’re

 n
ot
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 b

ut
 it

’s
 k

in
d 

of
 “

I 
re

al
ly

 n
ee

d 
to

 
ex

pl
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e 
a 

fe
w

 t
hi

ng
s”

, 
go

 a
w

ay
 a

nd
 h

av
e 

a 
bi

t 
of

 a
 s

ul
k 

in
 t

he
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er
, c

om
e 

ba
ck
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nd

 th
en
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av

e 
an

ot
he

r g
o.
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ou
 m

ay
 f
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d 
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m

et
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ng
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 c
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, 
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 c
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 b
e 
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ite
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ng
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: 
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. 
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: 

Y
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. 

 D
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: 
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 LH
: 

Y
ea

h.
 

 D
on

: 
S

o 
th

an
ks

 f
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 t
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t 
to

da
y.

  
W

e’
ll 

le
av

e 
it 

at
 t

ha
t. 

 W
e’

ve
 o

nl
y 

do
ne

 
ha

lf 
an

 h
ou

r. 
 I’

m
 a

m
az

ed
 th

at
 w

e 
ra

ttl
ed

 th
ro

ug
h 

th
is

.  
W

he
n 

I t
al

k 
to

 th
e 

pr
of

es
si

on
al

s 
it’
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an

 h
ou

r a
nd

 a
 h

al
f. 

 LH
: 

Th
ey

 ta
lk

 a
 lo

t. 
 D

on
: 

O
h 

ye
ah

, t
he

y 
go

 o
n.

  
W

el
l, 

I g
o 

on
 a

 b
it 

to
o,

 to
 b

e 
fa

ir.
  

W
ith

 y
ou
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 it

’s
 li

ke
 b

oo
m

, 
bo
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, 

re
al
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 e

m
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 a
nd
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’m

 li
ke
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s 
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ke
n 

m
e 
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ac

k.
  O
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y,
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re
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. 

         



 
 

  



 
 

1"
"

A
dd

iti
on

al
 in

te
rv

ie
w

 w
ith

 L
H

 

M
ar

ch
 2

01
3 

 

D
on

: 
R
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 c
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y 
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d 
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s 
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e 
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ke
d 

in
to

 
w
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t w

e 
w

er
e 

do
in

g,
 s

o 
in

 te
rm

s 
of

 th
e 

co
nv

er
sa

tio
n 

th
at

 w
e 

ha
d 

w
ay

 
ba
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 –
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is

 is
 y

ou
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 b
y 

th
e 

w
ay

 in
 th

e 
fin

al
 v

er
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 y

ou
r 
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m

e’
s 
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t o

n 
th
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 L
H
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o 
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I f
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er
 2

01
1 

at
 

1.
40

 in
 th

e 
af

te
rn

oo
n 
…
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: 
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 s
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D
on

: 
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 y

ou
’re

 n
ot

 s
ur

pr
is

ed
!  

Th
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 is
 w

ha
t I

 k
in

d 
of

 fo
un

d 
an

d 
yo

u’
re

 m
or

e 
th

an
 w

el
co

m
e 

to
 lo

ok
.  

Th
e 

in
te

rv
ie

w
 w
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 c
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se

d 
du

rin
g 

th
e 

in
te

rv
ie

w
 –

 
th

e 
re

se
ar

ch
er

 f
ou

nd
 t

ha
t 
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h 
of
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 d
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e 
w

as
 r

ef
le

ct
iv

e 
of

 t
he
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es
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ni
ng

 to
 s

om
e 

ex
te

nt
, m
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ng
 th

at
 it
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 q
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te
 s

ho
rt 

an
d 

br
ie

f. 
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s 

a 
pe

rs
on
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 a

pp
ea
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 t

o 
m

irr
or

 t
he

 c
on

ve
rs

at
io
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an

d 
al

l d
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e 
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un

co
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of
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S
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I s

ai
d 
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m

et
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ng
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 y
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 k

in
d 

of
 r

ep
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te
d 

it 
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ck
 to

 m
e 

– 
it 

w
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 re
al

ly
 in

te
re

st
in

g 
at

 th
e 

tim
e.

  I
 th

in
k 

it 
w

as
 b

ec
au

se
 

w
e 

di
dn

’t 
kn

ow
 e

ac
h 

ot
he

r 
an

d 
yo

u 
w

er
e 
…

 I 
fe

lt 
th

at
 y

ou
 w

er
e 

a 
lit

tle
 

bi
t o

n 
th

e 
de

fe
ns

iv
e 

an
d 

a 
lit

tle
 b

it 
ca

ut
io

us
. 

LH
: 

 
O

ka
y 

– 
m

ay
be

 I 
w
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 a

 b
it 

ne
rv

ou
s 

as
 w

el
l. 

D
on

: 
Y

ea
h,

 n
er

vo
us

 a
s 

w
el

l. 
  

S
o 

th
at

 w
as

 in
te

re
st

in
g 

– 
I’m

 ju
st

 g
iv

in
g 

yo
u 

th
e 

fe
ed

ba
ck

.  
 “T

he
 u

nd
er

ly
in

g 
m

ot
iv

at
io

n 
to

 b
uy

 a
nd

 th
e 

w
illi

ng
ne

ss
 to

 
di

sc
lo

se
 is

 m
ix

ed
.” 

 Y
ou

 w
er

en
’t 

gi
vi

ng
 m

e 
m

uc
h 

– 
it 

w
as

 q
ui

te
 a

 s
ho

rt 
co

nv
er

sa
tio

n 
if 

I 
re

m
em

be
r 

rig
ht

ly
. 

 M
uc

h 
of

 t
he

 c
on

ve
rs

at
io

n 
w

as
 

co
nc

er
ne

d 
w

ith
 t

he
 i

ss
ue

 o
f 

as
pi

ra
tio

na
l 

pr
od

uc
ts

 s
uc

h 
as

 A
ud

i 
an

d 
A

pp
le

, w
he

re
 m

od
er

n 
as

so
ci

at
io

ns
 a

nd
 th

e 
id

ea
 o

f o
bj

ec
ts

 b
ei

ng
 s

le
ek

 
ar

e 
im

po
rta

nt
” 

– 
yo

u 
us

ed
 th

e 
w

or
d 

‘s
le

ek
’ l

ik
e 

a 
bi

llio
n 

tim
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 –
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re

al
ly

 in
te

re
st

in
g.

  
S

o 
I h

op
e 
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u 

do
n’

t …
 w

e 
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ed

 a
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ut
 th

e 
id

ea
s 

of
 

se
lf,

 m
od

er
n,

 s
ex
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lis

at
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n 
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cu
rs

 a
s 

a 
th

em
e 

th
at
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ug

ge
st
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a 
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rth

er
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bt

ex
t, 

a 
fu

rth
er

 d
is

cu
ss

io
n;

 w
or
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 s

uc
h 
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 ‘w
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rd
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‘re

sp
ec

t’ 
an

d 
th

e 
ph

ra
se
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t 
w

ea
rin

g 
en

ou
gh

’ 
ca

m
e 

ou
t. 

 I
t 

su
gg

es
ts

 a
 c

er
ta

in
 v

ie
w

 
to

w
ar
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 a

 d
ep

ic
tio

n 
of

 t
he

 b
od

y 
w

ith
 a

 r
ap

id
 t

ur
n 
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he
 c
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ve
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at
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n 
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 to
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e 
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si
on
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 y

ou
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? 

LH
: 

Y
es

. 

D
on

: 
“A

 fo
llo

w
-u

p 
co

nv
er

sa
tio

n 
w

ou
ld

 h
el

p 
to

 c
la

rif
y 

th
is

 tr
ai

n 
of

 th
ou

gh
t”.

  S
o 

w
hi

ch
ev

er
 w

ay
 y

ou
 w

an
t 

to
 t

ak
e 

it.
  

B
od

y 
im

ag
e 

I 
w

as
 i

nt
er

es
te

d 
in

 
th

at
– 

w
e 

di
dn

’t 
re

al
ly

 ta
lk

 a
bo

ut
 th

at
 b

ut
 it

 fe
lt 

th
at

 it
 w

as
 a

 s
ub

-te
xt

 o
f 

th
at

, 
w

hi
ch

 w
as

 in
te

re
st

in
g,

 s
o 

th
is

 w
as

 ju
st

 k
in

d 
of

 t
he

 c
on

ve
rs

at
io

n.
  

“T
he

re
 w

as
 n

o 
re

si
st

an
ce

 t
o 

th
e 

id
ea

 o
f 

ad
ve

rti
si

ng
 t

ho
ug

h,
” 

th
at

 w
as

 
in

te
re

st
in

g 
– 

so
 I 

su
m

m
ar

is
ed

 th
at

 b
y 

sa
yi

ng
 th

at
 “t

he
re

 w
as

 li
ttl

e 
or

 n
o 

ev
id

en
ce

 o
f a

dv
er

tis
in

g 
in

 g
en

er
al

 r
es

is
ta

nc
e 

- 
th

e 
di

al
og

ue
 w

as
 o

pe
n 

in
 r

el
at

io
n 

to
 th

e 
su

bj
ec

t a
nd

 th
e 

co
nv

er
sa

tio
n 

an
d 

in
fo

rm
al

 d
is

cu
ss

io
n 

pr
ob

es
 a

re
 c

le
ar

 a
nd

 c
on

ci
se

”. 
 T

he
re

 w
as

 n
ot

hi
ng

 m
uc

h 
– 

so
 th

at
’s

 th
e 

m
ap

pi
ng

 o
f y

ou
 a

nd
 y

ou
 w

er
e 

qu
ite

 b
ro

ad
 –

 a
lth

ou
gh

 it
 w

as
 a

 v
er

y 
br

ie
f 

2"
"

co
nv

er
sa

tio
n 

th
er

e 
w

er
e 

a 
co

up
le

 o
f t

hi
ng

s 
th

at
 w

er
e 

w
ay

 o
ut

 h
er

e 
on

 
th

at
 li

ne
 th

er
e,

 w
hi

ch
 w

as
 th

at
 y

ou
 w

er
en

’t 
di

vu
lg

in
g 

so
m

e 
st

uf
f. 

 I 
fe

lt 
th

er
e 

w
as

 a
 s

ub
-te

xt
 th

er
e 

th
at

 I 
co

ul
dn

’t 
ac

ce
ss

. 

LH
: 

I’v
e 

be
en

 to
ld

 th
at

 I 
do

 th
at

 a
ny

w
ay

.  
I’v

e 
ju

st
 h

ad
 a

n 
in

te
rv

ie
w

 fo
r a

 jo
b 

ab
ou

t a
 m

on
th

 a
go

 a
nd

 th
ey

 s
ai

d 
th

ey
 w

ou
ld

 v
er

y 
m

uc
h 

lik
e 

to
 ta

ke
 m

e 
on

.  
Th

ey
 fe

el
 th

at
 th

er
e’

s 
m

or
e 

to
 m

e 
th

at
 I 

w
ou

ld
n’

t l
et

 o
n.

  I
’m

 a
w

ar
e 

of
 th

at
.  

 

D
on

: 
O

ka
y,

 s
o 

th
at

’s
 n

ot
 a

n 
un

fa
ir 

th
in

g.
 

LH
: 

I t
hi

nk
 I 

do
 it

 s
ub

-c
on

sc
io

us
ly

 b
ut

 th
en

 th
er

e 
is

 a
 tr

ut
h 

be
hi

nd
 it

 a
s 

w
el

l. 
 

D
on

: 
I’m

 v
er

y 
co

ns
ci

ou
s 

th
at

 t
hi

s 
is

 a
 c

on
ve

rs
at

io
n 

ab
ou

t 
ad

ve
rti

si
ng

 a
nd

 
do

es
 i

t 
w

or
k 

an
d 

I 
do

n’
t 

re
al

ly
 w

an
t 

to
 f

re
ak

 y
ou

 o
ut

 a
nd

 m
ak

e 
yo

u 
up

se
t. 

LH
: 

N
o,

 y
ou

’re
 n

ot
; I

 ju
st

 th
ou

gh
t i

t w
ou

ld
 b

e 
in

te
re

st
in

g 
fo

r y
ou

 to
 k

no
w

 th
at

 
I’m

 s
lig

ht
ly

 a
w

ar
e 

of
 th

at
. 

D
on

: 
O

ka
y,

 y
ou

 k
no

w
, y

ou
’re

 a
n 

in
te

re
st

in
g 

ch
ar

ac
te

r –
 I’

ve
 k

no
w

n 
yo

u 
fo

r a
 

co
up

le
 o

f 
ye

ar
s 

no
w

. 
 O

ka
y,

 s
o 

th
os

e 
w

er
e 

th
e 

th
in

gs
 t

ha
t 

w
e 

w
er

e 
ta

lk
in

g 
ab

ou
t t

he
n 

– 
I s

ai
d 

“w
ha

t t
hi

ng
s 

ar
e 

in
te

re
st

in
g 

to
 y

ou
 in

 te
rm

s 
of

 a
dv

er
tis

in
g”

, s
o 

a 
co

up
le

 o
f y

ea
rs

 la
te

r a
re

 th
ey

 s
til

l t
he

 s
am

e 
or

 a
re

 
th

ey
 d

iff
er

en
t?

 

LH
: 

W
ha

t i
nt

er
es

ts
 m

e 
in

 te
rm

s 
of

 a
dv

er
tis

in
g?

 

D
on

: 
Y

ea
h,

 d
oe

s 
it 

af
fe

ct
 y

ou
; d

oe
s 

it 
w

or
k 

on
 y

ou
? 

LH
: 

It 
do

es
 if

 it
 s

el
ls

 a
 s

to
ry

 th
at

 I 
ca

n 
co

nn
ec

t t
o.

 

D
on

: 
O

h,
 th

at
’s

 a
 d

iff
er

en
t c

on
ve

rs
at

io
n 

– 
gi

ve
 m

e 
an

 e
xa

m
pl

e.
 

LH
: 

U
m

, 
I’m

 t
ry

in
g 

to
 t

hi
nk

 o
f 

so
m

et
hi

ng
 …

 o
ka

y,
 t

he
re

’s
 S

ap
eu

rs
 f

or
 

G
ui

nn
es

s 
– 

ha
ve

 y
ou

 s
ee

n 
th

at
 o

ne
? 

D
on

: 
N

o 
…

 o
h 

ye
s 

I h
av

e.
 

LH
: 

W
he

re
 th

ey
’re

 a
ll 

da
nc

in
g.

 

D
on

: 
Y

ea
h,

 th
e 

bl
ac

k 
gu

ys
 a

re
 in

cr
ed

ib
ly

 c
oo

l. 

LH
: 

I 
lo

ve
 e

ve
ry

th
in

g 
ab

ou
t 

it 
– 

in
si

gh
t, 

co
py

, 
ar

t 
di

re
ct

io
n 

– 
an

d 
w

ha
t 

I 
re

al
ly

 li
ke

 a
bo

ut
 it

 is
 th

at
 th

ey
 h

ig
hl

ig
ht

 th
e 

ev
er

yd
ay

 e
le

m
en

t a
nd

 h
ow

 
yo

u 
m

ig
ht

 n
ot

 b
e 

do
in

g 
so

m
et

hi
ng

 th
at

 y
ou

 w
an

t t
o 

do
, b

ut
 th

at
 y

ou
 c

an
 

go
 o

ut
 a

nd
 b

e 
yo

ur
se

lf 
in

 th
e 

ev
en

in
g,

 ty
pe

 o
f t

hi
ng

, a
nd

 I 
qu

ite
 re

la
te

 to
 

th
at

 b
ec

au
se

 I
’m

 m
ay

be
 a

bo
ut

 t
o 

go
 i

nt
o 

a 
pa

rt 
of

 a
dv

er
tis

in
g 

th
at

 I
 

do
n’

t w
an

t t
o,

 b
ut

 in
 th

e 
ev

en
in

g 
an

d 
w

ith
 w

ha
t I

’m
 d

oi
ng

 o
ut

si
de

 o
f m

y 
jo

b 
I w

ill 
be

 m
ys

el
f a

nd
 e

ve
n 

th
ou

gh
 it

’s
 a

 c
om

pl
et

el
y 

di
ffe

re
nt

 v
is

ua
l, 

I 
w

as
 li

ke
 “y

es
 –

 I’
m

 w
ith

 y
ou

 th
er

e.
” 

D
on

: 
S

o 
th

er
e’

s 
a 

du
al

is
m

 to
 y

ou
, i

sn
’t 

th
er

e.
 

LH
: 

Y
es

. 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

1
C

o
m

m
en

t 
[1

]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

1
C

o
m

m
en

t 
[2

]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

3
C

o
m

m
en

t 
[3

]: 
M
B3

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

3
C

o
m

m
en

t 
[4

]: 
M
B3

(M
)"



 
 

  

3"
"D

on
: 

Th
at

’s
 in

te
re

st
in

g.
  I

 w
on

de
r w

hy
 th

at
 is

 a
nd

 w
hy

 th
at

 e
xi

st
s.

 

LH
: 

I d
on

’t 
kn

ow
 –

 I 
th

in
k 

I p
ar

tly
 k

no
w

 a
nd

 I 
pa

rtl
y 

do
n’

t k
no

w
. 

D
on

: 
M

ay
be

 w
e’

ll 
ne

ve
r k

no
w

. 

LH
: 

M
ay

be
 w

e’
ll 

ne
ve

r 
kn

ow
; 

m
ay

be
 w

e’
ll 

kn
ow

 i
n 

a 
fe

w
 y

ea
rs

’ 
tim

e 
pe

rh
ap

s.
 

D
on

: 
S

o 
yo

u 
lik

ed
 th

at
 b

ec
au

se
 it

 h
ad

 th
at

 d
ua

lis
m

. 

LH
: 

Y
ea

h,
 th

e 
ki

nd
 o

f s
id

e 
yo

u 
kn

ow
 a

nd
 th

e 
si

de
 th

at
 y

ou
 d

on
’t.

  I
 li

ke
 th

at
. 

D
on

: 
O

ka
y,

 s
o 

w
ha

t w
as

 th
e 

pr
od

uc
t?

 

LH
: 

G
ui

nn
es

s.
 

D
on

: 
W

ou
ld

 y
ou

 d
rin

k 
G

ui
nn

es
s?

 

LH
: 

N
o,

 it
’s

 d
is

gu
st

in
g!

  
B

ut
 I 

w
ou

ld
 s

ha
re

 th
at

 a
dv

er
t i

f i
t w

as
 a

 F
ac

eb
oo

k 
  

bu
y 

of
f I

 w
ou

ld
 s

ha
re

 it
.  

Th
ey

 w
ou

ld
 g

et
 th

at
 o

ut
 o

f m
e 

in
 te

rm
s 

of
 …

 I 
w

ou
ld

n’
t b

uy
 th

e 
pr

od
uc

t b
ec

au
se

 o
f t

he
 ta

st
e 

bu
t I

 w
ou

ld
 s

ha
re

 it
. 

D
on

: 
O

ka
y,

 I 
ge

t t
ha

t s
o 

le
t’s

 g
o 

ba
ck

 to
 A

ud
i a

nd
 A

pp
le

.  
S

o 
do

 y
ou

 w
an

t a
n 

A
ud

i s
til

l?
 

LH
: 

N
o,

 I 
w

an
t a

 B
M

W
 n

ow
.  

I t
hi

nk
 th

at
’s

 th
ou

gh
 p

ro
du

ct
s 

an
d 

th
ro

ug
h 

m
y 

pa
re

nt
s 

ow
ni

ng
 t

he
m

. 
 I

’v
e 

al
w

ay
s 

be
en

 a
 c

ar
 p

er
so

n.
  

I 
th

in
k 

its
 c

ar
 

ad
ve

rti
si

ng
 a

nd
 s

po
rts

 th
at

 s
um

m
ar

is
es

 m
e 

qu
ite

 w
el

l. 
 B

M
W

 to
 m

e 
is

 
ki

nd
 o

f A
ud

i b
ut

 w
ith

 p
as

si
on

, s
o 

I j
us

t …
 it

’s
 h

ar
d 

to
 p

ut
 y

ou
r f

in
ge

r o
n 

it.
  W

he
n 

I h
ad

 to
 in

te
rv

ie
w

 p
eo

pl
e 

ab
ou

t w
hy

 B
M

W
 –

 th
ey

 c
ou

ld
n’

t p
ut

 
th

ei
r 

fin
ge

r 
on

 it
 e

ith
er

 -
 s

o 
it’

s 
qu

ite
 h

ar
d 

to
 d

o 
a 

ca
m

pa
ig

n 
fo

r! 
 B

ut
 I 

th
in

k 
I’v

e 
al

w
ay

s 
be

en
 q

ui
te

 in
flu

en
ce

d 
by

 …
 I 

ju
st

 re
al

ly
 li

ke
 B

M
W

 a
nd

 
th

ey
’v

e 
go

t 
su

ch
 a

 b
ra

nd
 l

oy
al

ty
 a

nd
 t

he
y’

ve
 g

ot
 t

hi
s 

w
ho

le
 G

er
m

an
 

de
si

gn
 th

in
g 

go
in

g 
on

. 

D
on

: 
S

o 
w

hy
 n

ot
 M

er
ce

de
s?

 

LH
: 

I d
on

’t 
re

al
ly

 k
no

w
 m

uc
h 

ab
ou

t t
he

m
, o

th
er

 th
an

 th
ei

r g
lit

zy
 p

ic
tu

re
s 

an
d 

th
ei

r 
st

er
eo

ty
pi

ca
l “

yo
u 

w
ou

ld
 b

uy
 a

 M
er

ce
de

s 
if 

yo
u 

w
er

e 
do

in
g 

w
el

l.”
  

B
M

W
 I 

fe
el

 a
 b

it 
m

or
e 

at
ta

ch
ed

 to
 –

 n
ot

 th
ro

ug
h 

th
ei

r 
ad

ve
rti

si
ng

, j
us

t 
th

ro
ug

h 
…

 I 
th

in
k 

m
ay

be
 a

n 
ar

ea
 w

he
re

 I’
m

 fr
om

 –
 B

uc
ki

ng
ha

m
sh

ire
 –

 
th

at
’s

 q
ui

te
 a

 u
su

al
 c

ar
 to

 h
av

e 
to

 s
ho

w
 a

ut
ho

rit
y 

an
d 

sh
ow

 b
la

h,
 b

la
h,

 
bl

ah
 a

nd
 I 

lik
e 

ho
w

 th
ey

 s
el

l t
hi

s 
id

ea
 o

f u
nd

er
st

at
ed

, s
o 

w
hi

ch
 li

ke
 m

e 
m

ys
el

f i
s 

th
e 

si
de

 th
at

 y
ou

 k
no

w
 a

nd
 th

e 
si

de
 th

at
 y

ou
 d

on
’t 

kn
ow

 a
nd

 I 
lik

e 
th

at
 a

bo
ut

 B
M

W
 I 

th
in

k.
 

D
on

: 
In

te
re

st
in

g 
– 

an
d 

A
pp

le
? 

LH
: 

I 
th

in
k 

th
at

 w
as

 ju
st

 b
ec

au
se

 I
 w

as
 in

 t
he

 f
irs

t 
ye

ar
 a

nd
 I

 b
ou

gh
t 

an
 

A
pp

le
 la

pt
op

, p
os

si
bl

y.
 

D
on

: 
D

oe
s 

it 
fe

el
 w

ei
rd

 ta
lk

in
g 

ab
ou

t t
he

se
 th

in
gs

 fr
om

 a
 fe

w
 y

ea
rs

 a
go

? 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

4
C

o
m

m
en

t 
[5

]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

4
C

o
m

m
en

t 
[6

]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

4
C

o
m

m
en

t 
[7

]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

4
C

o
m

m
en

t 
[8

]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

5
C

o
m

m
en

t 
[9

]: 
M
B2

(M
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

4
C

o
m

m
en

t 
[1

0
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

5
C

o
m

m
en

t 
[1

1
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

6
C

o
m

m
en

t 
[1

2
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

5
C

o
m

m
en

t 
[1

3
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

6
C

o
m

m
en

t 
[1

4
]: 
M
B2

(M
)"

4"
"LH

: 
Y

ea
h 

it 
do

es
, 

a 
lit

tle
 b

it 
– 

it’
s 

w
ei

rd
. 

 I
 s

til
l l

ov
e 

A
pp

le
 b

ut
 n

ot
 t

ho
ug

h 
th

ei
r a

dv
er

tis
in

g 
or

 a
ny

th
in

g.
  I

 li
ke

 th
e 

pr
od

uc
ts

 to
 u

se
 a

nd
 b

ec
au

se
 o

f 
th

e 
pr

od
uc

ts
 a

nd
 I’

ve
 g

ot
 u

se
d 

to
 th

at
. 

D
on

: 
S

o 
ok

ay
 –

 w
e’

re
 g

et
tin

g 
th

ro
ug

h 
it 

as
 u

su
al

.  
Th

e 
re

pr
es

en
ta

tio
n 

of
 y

ou
 

as
 t

he
 p

er
so

n,
 t

he
 b

od
y 

– 
I 

th
in

k 
w

e 
w

er
e 

ta
lk

in
g 

ab
ou

t 
so

m
et

hi
ng

.  
H

ow
 d

o 
yo

u 
fe

el
 th

at
 y

ou
 …

 I 
do

n’
t k

no
w

 a
s 

a 
w

om
an

 o
r 

a 
pe

rs
on

, i
s 

th
er

e 
an

yt
hi

ng
 th

at
 r

ef
le

ct
s 

yo
u 

in
 a

dv
er

tis
in

g?
  

Is
 th

at
 s

om
et

hi
ng

 th
at

 
yo

u 
ne

ed
 to

 ta
lk

 a
bo

ut
? 

 I 
ju

st
 …

 it
’s

 ju
st

 s
om

et
hi

ng
 th

at
 I 

fe
lt 

ca
m

e 
up

 
in

 th
e 

co
nv

er
sa

tio
n.

 

LH
: 

O
ka

y.
  W

el
l, 

on
 th

at
 k

in
d 

of
 d

ua
lis

m
 th

in
g 

th
at

 y
ou

 id
en

tif
ie

d,
 o

ne
 o

f m
y 

fa
vo

ur
ite

 t
yp

es
 o

f 
ad

ve
rti

si
ng

 a
s 

a 
pl

at
fo

rm
 i

s 
G

ue
rri

lla
 a

dv
er

tis
in

g,
 

be
ca

us
e 

it’
s 

no
t 

al
lo

w
ed

. 
 I

t’s
 ju

st
 t

ha
t 

id
ea

 o
f 
…

 I
 li

ke
 t

ha
t 

fa
ct

 t
ha

t 
I 

m
et

 a
 p

er
so

n 
fro

m
 a

n 
ag

en
cy

 w
ho

 h
ad

 a
 w

ho
le

 p
or

tfo
lio

 o
n 

G
ue

rri
lla

, 
ju

st
 G

ue
rri

lla
 a

dv
er

tis
in

g 
th

at
’s

 n
ot

 a
llo

w
ed

 a
nd

 I 
th

ou
gh

t t
ha

t w
as

 g
re

at
 

an
d 

I’l
l a

pp
ly

 th
at

 to
 m

y 
w

or
k.

  V
ira

l s
tu

ff 
I l

ik
e 

as
 w

el
l. 

D
on

: 
S

or
ry

 it
’s

 fa
sc

in
at

in
g 

m
e,

 b
ut

 y
ou

’re
 o

ne
 o

f t
he

se
 p

eo
pl

e 
th

at
 y

ou
 w

an
t 

to
 –

 li
ke

 g
et

 b
eh

in
d 

th
e 

ve
il 

a 
lit

tle
 b

it.
  

Th
is

 is
 w

ha
t 

ca
m

e 
ou

t 
at

 t
hi

s 
in

te
rv

ie
w

 d
id

 it
? 

LH
: 

Y
ea

h.
 

D
on

: 
W

he
re

 w
as

 th
e 

in
te

rv
ie

w
? 

LH
: 

W
el

l, 
th

is
 w

as
 a

ct
ua

lly
 w

he
n 

I a
sk

ed
 to

 m
ee

t u
p 

w
ith

 th
e 

bo
ss

 fo
r l

un
ch

 
ju

st
 to

 s
ay

 th
an

k 
yo

u 
be

ca
us

e 
he

 g
ot

 m
e 

in
to

 a
dv

er
tis

in
g 

an
d 

th
en

 th
e 

co
nv

er
sa

tio
n 

tu
rn

ed
 i

nt
o 

a 
jo

b 
of

fe
r 

w
hi

ch
 w

as
 q

ui
te

 n
ic

e 
an

d 
th

at
 

w
as

n’
t e

xp
ec

te
d.

 

D
on

: 
W

ow
 –

 w
he

re
 w

as
 th

is
, s

or
ry

? 

LH
: 

Th
is

 w
as

 b
ac

k 
at

 h
om

e 
in

 B
uc

ki
ng

ha
m

sh
ire

. 

D
on

: 
W

ha
t a

ge
nc

y?
 

LH
: 

P
M

N
 g

ro
up

 –
 s

o 
th

ey
 d

o 
m

ar
ke

tin
g 

an
d 

ad
ve

rti
si

ng
. 

D
on

: 
A

nd
 is

 th
at

 w
he

re
 y

ou
’re

 g
oi

ng
? 

LH
: 

Y
ea

h.
  I

’m
 q

ui
te

 to
rn

 a
bo

ut
 th

at
.  

To
 p

ut
 it

 b
rie

fly
, m

y 
m

um
 s

ay
s 

it’
s 

lik
e 

yo
u’

re
 a

bo
ut

 to
 g

o 
in

to
 a

 m
ar

ria
ge

 b
ut

 y
ou

 k
ee

p 
fli

rti
ng

 w
ith

 th
e 

ot
he

r 
ag

en
ci

es
 a

nd
 I 

do
, i

t’s
 tr

ue
. 

D
on

: 
G

oo
d 

– 
ac

tu
al

ly
 I 

th
in

k 
pe

rs
on

al
ly

 fr
om

 w
ha

t I
 k

no
w

 a
bo

ut
 a

 lo
t o

f o
th

er
 

pe
op

le
 t

ha
t 

re
al

ly
 h

ea
vi

ly
 g

et
 in

to
 a

dv
er

tis
in

g 
– 

th
at

’s
 k

in
d 

of
 t

he
 b

es
t 

w
ay

 to
 b

e.
 

LH
: 

I t
hi

nk
 s

o 
to

o;
 it

’s
 q

ui
te

 e
as

y 
to

 h
op

 is
n’

t i
t, 

a 
lit

tle
 b

it.
 

D
on

: 
I t

hi
nk

 y
ou

 s
ho

ul
d 

an
d 

qu
ic

kl
y.

 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

5
C

o
m

m
en

t 
[1

5
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

5
C

o
m

m
en

t 
[1

6
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

7
C

o
m

m
en

t 
[1

7
]: 
M
B2

(M
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

5
C

o
m

m
en

t 
[1

8
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

7
C

o
m

m
en

t 
[1

9
]: 
M
B2

(M
)"



 
 

  

5"
"LH

: 
Y

ea
h,

 I
 t

hi
nk

 I
 w

ill 
an

d 
ev

er
yo

ne
 t

ha
t’s

 w
or

ke
d 

at
 P

M
N

 h
as

 w
or

ke
d 

th
er

e 
al

l t
he

ir 
liv

es
 a

nd
 I’

m
 a

 li
ttl

e 
bi

t w
or

rie
d 

th
at

 th
ey

’re
 g

oi
ng

 to
 w

ra
p 

m
e 

up
.  

 

D
on

: 
I d

on
’t 

th
in

k 
th

at
’s

 g
oi

ng
 to

 h
ap

pe
n 

w
ith

 y
ou

. 

LH
: 

N
o,

 I’
m

 g
oi

ng
 to

 b
e 

to
o 

re
be

llio
us

 fo
r 

th
at

 to
 h

ap
pe

n;
 I’

ll 
be

 lo
ya

l w
hi

ls
t 

I’m
 th

er
e.

 

D
on

: 
S

o 
ar

e 
yo

u 
re

be
llio

us
? 

LH
: 

S
ec

re
tly

. 

D
on

: 
A

re
 y

ou
? 

LH
: 

Y
ea

h,
 a

 li
ttl

e 
bi

t. 

D
on

: 
B

ec
au

se
 y

ou
 s

ee
m

 v
er

y 
…

 I
 m

ea
n 

m
e 

an
d 

yo
u 

w
e 

w
er

e 
ju

st
 t

al
ki

ng
 

ab
ou

t o
ur

 ip
ho

ne
s 

an
d 

yo
u’

re
 v

er
y 

or
de

re
d 

as
 a

 p
er

so
n.

 

LH
: 

I t
hi

nk
 I’

ve
 g

ot
 th

e 
ki

nd
 o

f …
 

D
on

: 
A

nd
 if

 th
is

 d
oe

s 
go

 in
to

 te
rri

to
ry

 th
at

 y
ou

 d
on

’t 
w

an
t t

o 
ta

lk
 a

bo
ut

, w
e’

ll 
st

op
. 

LH
: 

N
o 

- 
ok

ay
 I

 c
an

 c
om

e 
ac

ro
ss

 a
s 

op
en

ly
 a

s 
po

ss
ib

le
 a

nd
 s

til
l 

w
ill 

be
 

aw
ar

e 
th

at
 th

er
e’

s 
no

t q
ui

te
 th

e 
re

ve
al

, b
ut

 a
lm

os
t s

up
re

ss
 it

 a
 li

ttl
e 

bi
t, 

so
 I 

th
in

k 
th

at
’s

 th
e 

ca
se

. 

D
on

: 
Y

ea
h,

 I 
ki

nd
 o

f r
el

at
e 

I t
hi

nk
; I

 th
in

k 
I c

an
 a

ct
ua

lly
 re

la
te

 to
 th

at
. 

LH
: 

Y
ea

h,
 y

ou
 c

an
 c

om
pl

et
el

y 
tri

ck
 p

eo
pl

e 
in

to
 t

hi
nk

in
g 

th
at

 y
ou

’re
 b

ei
ng

 
co

m
pl

et
el

y 
op

en
 b

ut
 y

et
 t

he
re

’s
 s

til
l 

so
m

et
hi

ng
 t

ha
t 

yo
u’

re
 n

ot
 q

ui
te

 
le

tti
ng

 o
n 

to
. 

D
on

: 
Th

at
’s

 i
nt

er
es

tin
g.

  
I 

m
ea

n,
 t

ha
t’s

 t
ak

en
 m

e 
tw

en
ty

 o
dd

 y
ea

rs
 t

o 
ge

t 
th

ro
ug

h 
be

ca
us

e 
I s

til
l d

on
’t 

gi
ve

 a
w

ay
.  

I m
ea

n,
 I 

ap
pe

ar
 I 

th
in

k 
a 

ve
ry

 
– 

fro
m

 e
ve

ry
bo

dy
 a

ro
un

d 
m

e 
I’m

 q
ui

te
 o

pe
n 

an
d 

yo
u 

kn
ow

, 
m

uc
ki

ng
 

ab
ou

t a
nd

 o
ff 

th
e 

w
al

l. 

LH
: 

I t
hi

nk
 it

’s
 a

ls
o 

pa
rtl

y 
du

e 
to

 th
e 

fa
ct

 th
at

 th
ro

ug
h 

sc
ho

ol
 a

nd
 u

ni
ve

rs
ity

 
an

d 
pa

rti
cu

la
rly

 w
ith

 th
is

 c
ou

rs
e,

 y
ou

 h
av

e 
to

 le
ar

n 
to

 ta
ilo

r 
yo

ur
se

lf 
a 

lit
tle

 b
it,

 s
o 

lik
e 

w
ith

 s
oc

ia
l m

ed
ia

 a
nd

 p
re

se
nc

e 
an

d 
st

uf
f y

ou
 n

ee
d 

to
 

be
 a

w
ar

e 
of

 h
ow

 y
ou

 c
om

e 
ac

ro
ss

 a
nd

 I 
th

in
k 

it’
s 

ta
ke

n 
m

e 
to

 n
ea

rly
 

th
ird

 y
ea

r 
to

 u
nd

er
st

an
d 

an
d 

re
al

ly
 k

ee
p 

go
in

g 
w

ith
 o

ne
 p

ar
tic

ul
ar

 ty
pe

 
of

 h
ow

 y
ou

 c
om

e 
ac

ro
ss

, w
hi

ch
 a

lm
os

t t
ea

ch
es

 y
ou

 to
 k

ee
p 

th
at

 k
in

d 
of

 
ot

he
r s

tu
ff 

a 
lit

tle
 b

it 
be

hi
nd

 d
oo

rs
. 

D
on

: 
N

o,
 I’

m
 th

e 
sa

m
e;

 I’
m

 v
er

y 
m

uc
h 

th
e 

sa
m

e.
 It

’s
 li

ke
 th

e 
re

al
 m

e 
I g

ue
ss

, 
lo

ok
in

g 
at

 ju
st

 to
 s

ha
re

 I 
th

in
k,

 o
th

er
w

is
e 

it’
s 

a 
bi

t u
nf

ai
r a

nd
 it

 fe
el

s 
a 

bi
t 

in
te

rro
ga

tio
n 

ot
he

rw
is

e 
an

d 
th

at
’s

 n
ot

 t
he

 p
oi

nt
, 

is
 t

ha
t 

ho
ne

st
y 

ab
ou

t 
w

ho
 y

ou
 a

re
 is

 q
ui

te
 a

 d
iff

ic
ul

t t
hi

ng
 to

 a
dm

it.
  

I m
ea

n,
 I 

ha
ve

, I
 g

ue
ss

 
qu

ite
 a

 d
ar

k 
si

de
 to

 m
ys

el
f. 

 T
ha

t’s
 n

ot
 a

n 
ea

sy
 th

in
g 

to
 w

an
t t

o 
ad

m
it 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

8
C

o
m

m
en

t 
[2

0
]: 
M
B2

(M
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

8
C

o
m

m
en

t 
[2

1
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

8
C

o
m

m
en

t 
[2

2
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

8
C

o
m

m
en

t 
[2

3
]: 
M
B2

(S
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

9
C

o
m

m
en

t 
[2

4
]: 
M
B2

(S
)"

6"
"

an
d 

it 
se

em
s 

ac
tu

al
ly

 s
om

et
hi

ng
 y

ou
 k

no
w

 th
at

 p
eo

pl
e 

w
ill 

te
ll 

yo
u 

of
f 

fo
r i

n 
lif

e 
– 

do
 y

ou
 k

no
w

 w
ha

t I
 m

ea
n?

 

LH
: 

Y
ea

h,
 I 

th
in

k 
yo

u’
re

 n
ev

er
 g

oi
ng

 to
 g

et
 th

e 
re

ac
tio

n 
th

at
 y

ou
 w

an
t f

ro
m

 
ac

tu
al

ly
 e

xp
os

in
g 

st
uf

f 
lik

e 
th

at
 a

nd
 a

ls
o 

ot
he

r 
th

in
gs

 c
om

e 
in

to
 p

la
y,

 
lik

e 
as

 a
 p

er
so

n 
I t

hi
nk

 I’
m

 …
 I 

ca
n 

be
 fa

irl
y 

m
od

es
t a

nd
 I 

do
n’

t f
ee

l t
ha

t 
I w

an
t t

o 
sh

ou
t …

 I 
m

ea
n,

 s
oc

ia
l m

ed
ia

 a
ct

ua
lly

 in
iti

al
ly

 w
as

 a
 b

it 
of

 a
 

th
in

g 
fo

r 
m

e 
be

ca
us

e 
I 

do
n’

t 
lik

e 
sh

ou
tin

g 
ab

ou
t 

w
ha

t 
I’m

 d
oi

ng
 a

s 
su

ch
; I

 p
re

fe
r t

o 
ju

st
 c

ha
t a

bo
ut

 it
. 

D
on

: 
Y

ea
h,

 I 
fe

el
 th

e 
sa

m
e.

  I
t’s

 a
n 

in
te

re
st

in
g 

th
in

g.
  I

 s
or

t o
f j

us
t …

 w
e 

so
rt 

of
 to

uc
he

d 
on

 it
 a

nd
 I 

st
ill 

fin
d 

th
er

e’
s 
…

 y
ou

’re
 th

e 
ki

nd
 o

f p
er

so
n 

th
at

 
I’d

 li
ke

 t
o 

kn
ow

 m
or

e 
ab

ou
t 

ov
er

 a
 lo

ng
er

 p
er

io
d 

of
 t

im
e.

 I
t’s

 li
ke

 I
’v

e 
ha

rd
ly

 …
 I 

ho
pe

 w
e 

do
 k

ee
p 

in
 to

uc
h 

af
te

r w
e’

ve
 fi

ni
sh

ed
 th

e 
co

ur
se

. 

LH
: 

Y
ea

h 
I w

ill.
 

D
on

: 
Y

ou
’re

 o
ne

 o
f 

th
os

e 
pe

op
le

 t
ha

t 
I 

fe
el

 “
yo

u’
re

 in
te

re
st

in
g 

– 
w

he
re

 a
re

 
yo

u 
go

in
g?

” 
an

d 
I 

st
ill 

fe
el

 t
he

re
’s

 m
or

e 
to

 g
o 

– 
I 

fe
el

 t
ha

t 
th

is
 c

ar
ee

r 
th

in
g 

th
at

 y
ou

’v
e 

ch
os

en
 s

ho
rt-

te
rm

 is
 o

ka
y.

 

LH
: 

It’
s 

on
ly

 g
oi

ng
 to

 b
e 

sh
or

t t
er

m
. 

D
on

: 
Y

ea
h 

– 
an

d 
do

n’
t w

or
ry

, t
hi

s 
is

n’
t g

oi
ng

 to
 b

e 
ou

t i
nt

o 
th

e 
pu

bl
ic

 s
ph

er
e 

– 
th

is
 is

 o
nl

y 
fo

r 
re

se
ar

ch
 a

nd
 it

’s
 a

ll 
be

hi
nd

 a
pp

en
di

ce
s 

an
d 

al
l t

ha
t 

ki
nd

 o
f 

st
uf

f, 
bu

t 
ye

ah
, 

I 
th

in
k 

yo
u 

sh
ou

ld
 r

ea
lly

 b
e 

th
e 

ce
nt

re
 o

f 
it 

al
l 

so
m

ew
he

re
 a

nd
 p

us
hi

ng
 y

ou
rs

el
f. 

LH
: 

I l
ik

e 
ha

vi
ng

 o
pt

io
ns

 a
s 

w
el

l. 

D
on

: 
Y

ea
h.

  W
ha

t s
po

rt 
do

 y
ou

 d
o?

 

LH
: 

I p
la

y 
le

ag
ue

 b
ad

m
in

to
n,

 s
o 

qu
ite

 h
ig

h 
st

at
us

 b
ad

m
in

to
n 

an
d 

I u
se

d 
to

 
do

 a
 lo

t o
f k

ic
k 

bo
xi

ng
, b

ut
 th

er
e 

w
as

n’
t a

ny
th

in
g 

tic
ki

ng
 a

ro
un

d 
he

re
 s

o 
I’m

 g
oi

ng
 to

 s
ta

rt 
ba

ck
 a

t t
ha

t w
he

n 
I g

o 
ba

ck
. 

D
on

: 
Y

es
, 

th
at

 m
ak

es
 a

 l
ot

 m
or

e 
se

ns
e 

– 
th

e 
ki

ck
 b

ox
in

g 
ac

tu
al

ly
 m

ak
es

 
se

ns
e.

  
It’

s 
ju

st
 t

he
 w

ay
 y

ou
 a

re
 …

it’
s 

ju
st

 t
he

 w
ay

 t
ha

t 
yo

u 
ho

ld
 

yo
ur

se
lf 

an
d 

th
e 

w
ay

 y
ou

 a
re

. 
It’

s 
ve

ry
 p

hy
si

ca
l 

– 
yo

u 
se

em
 q

ui
te

 
ph

ys
ic

al
 a

nd
 a

w
ar

e 
of

 y
ou

rs
el

f 
an

d 
w

ith
 t

he
 k

ic
k 

bo
xi

ng
 I

 im
ag

in
e 

it’
s 

qu
ite

 …
 

LH
: 

W
el

l, 
yo

u 
ca

n 
le

t i
t g

o 
a 

lit
tle

 b
it 

m
or

e 
in

 k
ic

k 
bo

xi
ng

 I 
w

ou
ld

 s
ay

, b
ut

 I 
m

ea
n,

 I’
ve

 a
lw

ay
s 

be
en

 m
or

e 
in

te
re

st
ed

 in
 th

e 
ro

ut
in

e 
of

 th
e 

m
ov

em
en

t 
an

d 
th

e 
ph

ys
ic

al
 b

en
ef

it 
th

an
 th

e 
sp

ar
rin

g;
 it

’s
 n

ot
 n

ec
es

sa
ril

y 
th

at
. 

D
on

: 
S

ur
e 

– 
I d

id
n’

t a
ct

ua
lly

 m
ea

n 
yo

u’
re

 g
oi

ng
 to

 b
e 

pu
nc

hi
ng

 s
om

eo
ne

 in
 

th
e 

he
ad

 o
r k

ic
ki

ng
 th

em
 in

 th
e 

fa
ce

! 

LH
: 

I’m
 n

ot
 s

uc
h 

a 
fa

n 
of

 th
at

 a
ct

ua
lly

, i
t’s

 ju
st

 m
or

e 
th

e 
…

 

D
on

: 
N

o,
 I 

m
ea

n 
it’

s 
ju

st
 th

at
 s

en
se

 o
f y

ou
rs

el
f. 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:3

9
C

o
m

m
en

t 
[2

5
]: 
M
B2

(M
)"



 
 

  

7"
"LH

: 
Th

at
 m

ov
em

en
t –

 w
el

l b
ad

m
in

to
n 

ca
n 

be
 q

ui
te

 g
ra

ce
fu

l, 
so

 I 
th

in
k 

th
at

 
m

ig
ht

 m
ay

be
 e

xp
la

in
 th

at
 a

 li
ttl

e 
bi

t. 

D
on

: 
Th

at
’s

 in
te

re
st

in
g.

 

LH
: 

S
or

ry
 if

 I’
ve

 g
on

e 
m

as
si

ve
ly

 o
ff 

to
pi

c.
 

D
on

: 
N

o,
 n

o 
I d

on
’t 

th
in

k 
so

, b
ec

au
se

 it
’s

 a
bo

ut
 h

ow
 y

ou
 c

on
su

m
e 

an
d 

th
at

’s
 

in
te

re
st

in
g,

 s
o 

I j
us

t w
an

t t
o 

br
in

g 
it 

to
 a

 …
 I 

ju
st

 w
an

te
d 

to
 e

xp
lo

re
 th

at
 

a 
lit

tle
 b

it 
w

ith
 y

ou
, 

be
ca

us
e 

it 
se

em
ed

 t
o 

co
m

e 
up

 i
n 

th
e 

or
ig

in
al

 
co

nv
er

sa
tio

n 
an

d 
I d

id
n’

t w
an

t i
t t

o 
se

em
 th

at
 w

e 
w

er
e 

go
in

g 
of

f o
n 

a 
ta

ng
en

t s
om

ew
he

re
. 

LH
; 

N
o,

 th
at

’s
 fi

ne
. 

D
on

: 
S

o 
m

y 
in

iti
al

 p
er

ce
pt

io
n 

is
 o

ka
y?

  Y
ou

 fe
el

 th
at

’s
 a

lri
gh

t?
 

LH
: 

Y
ea

h.
 

D
on

: 
C

oo
l. 

 W
he

n 
I 

st
ar

te
d 

th
is

 r
es

ea
rc

h 
I 

w
as

 l
oo

ki
ng

 a
t 

th
is

 t
op

 d
ow

n 
m

od
el

 o
f b

eh
av

io
ur

 th
at

 a
dv

er
tis

es
 ‘d

o 
th

is
 th

in
g’

.  
Th

e 
or

ig
in

al
 p

os
iti

on
   

w
as

 h
er

e 
ar

e 
th

e 
ad

ve
rti

se
rs

 a
nd

 w
e 

as
 th

e 
co

ns
um

er
s 

at
 th

e 
bo

tto
m

 o
r 

w
ha

te
ve

r 
an

d 
as

 I 
w

en
t t

hr
ou

gh
 it

 I 
fo

un
d 

th
at

 I 
ex

pl
or

ed
 th

e 
da

ta
 a

nd
 

th
e 

w
or

ld
 a

ro
un

d 
it 

an
d 

it 
lo

ok
ed

 li
ke

 t
hi

s 
sh

ar
ed

 e
xp

er
ie

nc
e 

an
d 

th
e 

m
or

e 
re

ci
pr

oc
al

 th
in

g,
 th

at
 w

e’
re

 o
n 

an
 e

qu
al

 fo
ot

in
g 

w
ith

 th
e 

co
ns

um
er

 
an

d 
th

e 
ad

ve
rti

se
r. 

 W
ha

t d
o 

yo
u 

th
in

k 
ab

ou
t t

ha
t?

 

LH
: 

U
m

, 
eq

ua
l 

fo
ot

er
. 

 I
 t

hi
nk

 w
e 

ar
e 
…

 n
o 

ac
tu

al
ly

 I
 t

hi
nk

 t
ha

t 
th

e 
co

ns
um

er
s 

ha
ve

 a
 li

ttl
e 

bi
t m

or
e 

sa
y 

be
ca

us
e 

yo
u 

ca
n 

ch
oo

se
 to

 ig
no

re
 

th
in

gs
.  

Li
ke

 a
n 

ad
ve

rt 
ha

s 
to

 m
ak

e 
m

e 
fe

el
 s

om
et

hi
ng

 fo
r m

e 
to

 g
o 

an
d 

bu
y 

th
at

 –
 it

 a
bs

ol
ut

el
y 

ha
s 

to
 –

 li
ke

 I 
fe

el
 e

ith
er

 “
th

at
’s

 r
ea

lly
 c

oo
l” 

or
 

“th
at

’s
 re

al
ly

 s
ad

” t
o 

pr
op

er
ly

 c
on

ne
ct

 w
ith

 it
 if

 it
’s

 ju
st

 a
 p

rin
t, 

un
le

ss
 it

’s
 

se
llin

g 
to

 d
ire

ct
 b

en
ef

its
, w

hi
ch

 is
 “

th
is

 m
as

ca
ra

 w
ill 

do
 th

is
 fo

r 
yo

u.
” 

 I 
ac

tu
al

ly
 s

om
et

im
es

 re
la

te
 m

or
e 

to
 th

at
 th

an
 th

e 
gl

itz
y 

st
uf

f b
ec

au
se

 I’
m

 
lik

e 
“y

ou
’re

 g
iv

in
g 

m
e 

th
e 

br
ea

kd
ow

n 
of

 w
hy

 th
is

 is
 u

se
fu

l t
o 

m
e 

an
d 

I 
ac

tu
al

ly
 n

ee
d 

th
at

 r
ig

ht
 n

ow
.” 

I t
hi

nk
 th

at
 th

e 
co

ns
um

er
s 

ac
tu

al
ly

 h
av

e 
m

or
e 

po
w

er
. 

D
on

: 
O

ka
y,

 t
ha

t’s
 r

ea
lly

 in
te

re
st

in
g.

 I
s 

th
er

e 
an

yt
hi

ng
 e

ls
e 

– 
su

m
m

in
g 

up
 –

 
it’

s 
be

en
 a

 c
ou

pl
e 

of
 y

ea
rs

 n
ow

; 
an

yt
hi

ng
 t

ha
t 

yo
u 

th
in

k 
th

at
 I

’v
e 

m
is

se
d?

  
Y

ou
 k

no
w

, y
ou

’v
e 

be
en

 th
ro

ug
h 

a 
lo

t o
f t

hi
s 

jo
ur

ne
y 

w
ith

 m
e 

an
d 

I’v
e 

lo
ok

ed
 a

t 
yo

ur
 w

or
k 

an
d 

w
ha

t 
yo

u’
re

 d
oi

ng
 a

nd
 i

s 
th

er
e 

an
yt

hi
ng

 th
at

 y
ou

 fe
el

 th
at

 m
ay

be
 I’

ve
 m

is
se

d;
 I’

m
 ju

st
 c

ur
io

us
 –

 it
’s

 n
ot

 
a 

le
ad

in
g 

qu
es

tio
n 

or
 a

ny
th

in
g.

 

LH
: 

M
is

se
d 

in
 te

rm
s 

of
   
…

? 

D
on

: 
Th

e 
re

la
tio

ns
hi

p 
be

tw
ee

n 
th

e 
co

ns
um

er
 a

nd
 th

e 
ad

ve
rti

se
r 

or
 a

ny
th

in
g 

th
at

 I
’v

e 
no

t 
ca

pt
ur

ed
 t

he
re

? 
 I

’m
 j

us
t 

cu
rio

us
; 

it’
s 

ju
st

 g
en

ui
ne

ly
 a

n 
op

en
 q

ue
st

io
n.

 

LH
; 

U
m

, I
 th

in
k 

it 
re

la
te

s 
a 

lit
tle

 b
it 

to
 th

e 
pr

oc
es

s 
of

 a
dv

er
tis

in
g 

its
el

f. 
 F

or
 

ex
am

pl
e,

 w
he

n 
w

e 
do

 id
ea

 b
oo

k 
st

uf
f –

 w
hi

ch
 is

 a
 p

ag
e 

ve
rs

us
 tw

el
ve

 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:4

0
C

o
m

m
en

t 
[2

6
]: 
M
B1

(W
)"/
"M

B2
(W

)"/
"

M
B3

(W
)"

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:4

1
C

o
m

m
en

t 
[2

7
]: 
M
B1

(M
)"

8"
"

w
ee

k 
ca

m
pa

ig
ns

, I
 th

in
k 

th
at

 th
e 

st
uf

f t
ha

t y
ou

 s
pe

nd
 h

al
f a

 d
ay

 a
nd

 a
 

pa
ge

 o
n 

is
 g

oi
ng

 to
 b

e 
be

tte
r 

th
an

 th
e 

‘tw
el

ve
 w

ee
k 

ov
er

th
in

k 
it’

 s
tu

ff,
 

be
ca

us
e 

I 
do

n’
t 

kn
ow

, 
pi

ck
in

g 
up

 a
 l

itt
le

 b
it 

on
 h

um
an

 i
ns

ig
ht

s 
an

d 
ch

ar
ac

te
rs

 a
nd

 th
in

gs
, I

 th
in

k 
th

at
 c

on
su

m
er

s 
ca

n 
be

 q
ui

te
 im

pr
es

se
d 

by
 th

at
; i

t’s
 ju

st
 th

e 
w

ay
 th

at
 it

’s
 fo

rc
ed

 in
 th

ei
r 

fa
ce

 w
ou

ld
 b

e 
a 

re
as

on
 

th
at

 th
ey

 d
on

’t 
lik

e 
it.

  
Th

at
 w

ou
ld

 b
e 

th
e 

on
ly

 th
in

g 
– 

I d
on

’t 
th

in
k 

th
at

 
I’v

e 
go

t a
ny

th
in

g 
el

se
. 

D
on

; 
O

ka
y,

 s
o 

if 
yo

u 
sh

ow
 m

e 
so

m
et

hi
ng

 th
at

 y
ou

’v
e 

pi
ck

ed
 u

p 
on

 o
r 

an
 a

d 
ov

er
 t

he
 l

as
t 

co
up

le
 o

f 
ye

ar
s 

or
 s

om
et

hi
ng

 t
ha

t 
yo

u’
ve

 d
on

e,
 w

ha
t 

w
ou

ld
 it

 b
e?

  I
f y

ou
 th

in
k 

‘th
at

’s
 th

e 
on

e’
 w

ha
t w

ou
ld

 it
 b

e?
 

LH
: 

Th
e 

ad
? 

 M
y 

fa
vo

ur
ite

 a
d?

 

D
on

: 
Y

es
. 

LH
: 

A
n 

ad
 t

ha
t 

re
al

ly
 i

m
pa

ct
ed

 m
e 

w
as

 a
ct

ua
lly

 ‘
M

ad
e 

of
 M

or
e’

 –
 t

ha
t’s

 
G

ui
nn

es
s 

st
ill 

is
n’

t 
it,

 b
ec

au
se

 i
t’s

 t
he

 g
uy

 i
n 

th
e 

w
he

el
ch

ai
r 

pl
ay

in
g 

ba
sk

et
ba

ll 
an

d 
th

en
 in

 t
he

 e
nd

 a
ll 

hi
s 

fri
en

ds
 g

ot
 u

p 
an

d 
I 

lik
e 

th
at

 it
 

go
es

 b
ac

k 
to

 m
e 

sa
yi

ng
 th

at
 I 

re
al

ly
 h

av
e 

to
 fe

el
 s

om
et

hi
ng

 in
 o

rd
er

 to
 

ta
ke

 a
n 

in
te

re
st

 in
 th

at
 a

nd
 I 

du
nn

o;
 I 

w
as

 ju
st

 b
ow

le
d 

ov
er

 b
y 

th
at

.  
I 

gu
es

s 
it’

s 
no

t q
ui

te
 o

rig
in

al
 b

ut
 it

 a
lm

os
t f

el
t l

ik
e 

it 
w

as
. 

D
on

: 
 

B
ea

ut
ifu

lly
 d

on
e 

as
 w

el
l. 

LH
: 

 
Y

es
, i

t w
as

 –
 n

ic
el

y 
sh

ot
.  

I t
hi

nk
 if

 y
ou

 re
al

ly
 k

no
w

 h
ow

 to
 s

ho
ot

 th
in

gs
 

 
 

yo
u 

ca
n 

ju
st

 …
 

D
on

: 
 

In
te

re
st

in
g 

as
 w

el
l t

ha
t i

t’s
 a

 s
po

rts
-b

as
ed

 …
 

LH
: 

 
Th

at
’s

 tr
ue

; I
 d

id
n’

t n
ot

ic
e 

th
at

 a
ct

ua
lly

. 

D
on

: 
A

nd
 i

t’s
 a

 p
hy

si
ca

l 
co

nt
ac

t 
sp

or
t. 

 P
er

so
na

lly
, 

th
at

 p
ar

tic
ul

ar
 a

d,
 I

’v
e 

al
w

ay
s 

w
an

te
d 

to
 p

la
y 

th
at

. 

LH
: 

I’v
e 

al
w

ay
s 

w
an

te
d 

to
 h

av
e 

a 
go

 a
s 

w
el

l. 

D
on

: 
To

 g
et

 in
 th

e 
w

he
el

ch
ai

r a
nd

 d
o 

it.
 

LH
: 

M
ay

be
 t

ha
t’s

 w
hy

 a
s 

w
el

l 
– 

it’
s 

th
e 

fa
ct

 t
ha

t 
yo

u 
fe

el
 t

ha
t 

yo
u 

ca
n’

t 
be

ca
us

e 
yo

u’
re

 n
ot

 a
t a

 d
is

ab
ilit

y.
.. 

D
on

: 
A

nd
 t

he
n 

yo
u 

th
in

k 
“th

at
 w

ou
ld

 b
e 

aw
es

om
e;

 t
ha

t 
lo

ok
s 

lik
e 

a 
co

ol
 

sp
or

t.”
 

LH
; 

It 
do

es
 a

nd
 I 

th
in

k 
w

he
el

ch
ai

r b
as

ke
tb

al
l i

s 
pr

ob
ab

ly
 th

e 
on

e 
re

al
ly

 c
oo

l 
P

ar
al

ym
pi

c 
sp

or
t t

ha
t y

ou
 w

ou
ld

 tu
ne

 in
to

.  
It’

s 
ac

tu
al

ly
 m

or
e 

co
ol

 th
an

 
re

al
 b

as
ke

tb
al

l. 

D
on

: 
Y

ea
h,

 a
nd

 d
an

ge
ro

us
 a

s 
he

ll.
 

LH
: 

Y
es

, l
ik

e 
ru

gb
y 

an
d 
…

 

D
on

: 
Y

ea
h,

 th
at

 c
on

ne
ct

ed
 w

ith
 m

e 
as

 w
el

l a
ct

ua
lly

.  
It’

s 
on

e 
of

 m
y 

fa
vo

ur
ite

 
pe

rs
on

al
ly

 I 
th

in
k.

  D
oe

s 
it 

m
ak

e 
m

e 
w

an
t t

o 
dr

in
k 

G
ui

nn
es

s?
  N

o.
 



 
 

  

9"
"LH

: 
N

o,
 m

e 
ne

ith
er

 –
 th

at
’s

 w
ha

t’s
 …

.  

D
on

: 
Th

er
e 

ha
s 

be
en

 G
ui

nn
es

s 
ad

s 
in

 th
e 

pa
st

 th
at

 m
ad

e 
m

e 
w

an
t t

o 
dr

in
k 

G
ui

nn
es

s,
 b

ut
 w

e’
re

 ta
lk

in
g 

w
ay

 b
ac

k.
   

LH
: 

Fo
r 

m
e 

it 
bl

un
tly

 is
 t

he
 t

as
te

. 
If 

th
e 

dr
in

k 
w

as
 n

ic
e 

as
 w

el
l; 

if 
it 

w
as

 a
 

H
ei

ne
ke

n 
or

 a
 P

er
on

i t
ha

t d
id

 a
ll 

th
at

 a
dv

er
tis

in
g 

I w
ou

ld
 k

ee
p 

up
 w

ith
 it

 
an

d 
I w

ou
ld

 g
o 

“y
ea

h,
 th

is
 is

 w
ha

t I
 m

ea
n 

by
 d

rin
ki

ng
 th

is
.” 

D
on

: 
Th

at
’s

 in
te

re
st

in
g 

– 
so

 y
ou

 d
rin

k 
P

er
on

i. 
 I 

co
ul

dn
’t 

th
in

k 
of

 th
e 

ad
ve

rt 
…

 h
av

e 
yo

u 
se

en
 th

e 
ad

ve
rti

si
ng

 fo
r P

er
on

i?
 

LH
: 

I c
an

’t 
re

m
em

be
r i

t, 
so

 it
’s

 n
ot

 v
er

y 
m

em
or

ab
le

.  
 

D
on

: 
Th

at
’s

 in
te

re
st

in
g.

 

LH
: 

Y
ea

h,
 t

ha
t 

w
ou

ld
 b

e 
an

 in
flu

en
ce

 –
 P

er
on

i –
 m

ay
be

 a
 c

la
ss

 t
hi

ng
 o

r 
so

m
et

hi
ng

, I
 d

on
’t 

kn
ow

 –
 a

 ta
st

e,
 th

e 
gl

as
s 

bu
t n

ot
 th

e 
ad

ve
rti

si
ng

, s
o 

th
at

’s
 re

al
ly

 in
te

re
st

in
g 

is
n’

t i
t. 

D
on

: 
W

hy
 is

 th
at

 in
te

re
st

in
g?

 

LH
: 

W
el

l b
ec

au
se

 m
ay

be
 w

ha
t 

m
ak

es
 y

ou
 m

ak
e 

th
es

e 
ch

oi
ce

s 
se

em
s 

to
 

be
 m

or
e 

in
flu

en
ce

d 
by

 p
ee

rs
, a

re
a,

 a
ct

ua
l t

as
te

 o
r p

ro
du

ct
 b

en
ef

it 
th

an
 

th
e 

ac
tu

al
 a

dv
er

tis
in

g,
 s

o 
th

e 
ad

ve
rti

si
ng

 s
en

ds
 t

he
 w

or
d 

ou
t 

bu
t 

I 
w

ou
ld

n’
t s

ay
 it

 w
or

ks
 a

s 
w

el
l o

n 
m

e 
as

 a
 fr

ie
nd

 s
ay

in
g 

“w
hy

 d
on

’t 
yo

u 
try

 th
is

?”
 

D
on

: 
In

te
re

st
in

g 
– 

w
or

d 
of

 m
ou

th
 th

en
? 

LH
: 

Y
ea

h,
 w

hi
ch

 ir
on

ic
al

ly
 is

 p
re

tty
 o

ld
 in

 te
rm

s 
of

 a
dv

er
tis

in
g.

 

D
on

: 
Is

n’
t i

t j
us

t. 
 In

tri
gu

in
g 

– 
w

el
l a

lri
gh

t –
 w

el
l I

 th
in

k 
le

av
e 

it 
th

er
e 

un
le

ss
 

th
er

e’
s 

an
yt

hi
ng

 e
ls

e 
th

at
 y

ou
 w

an
t t

o 
ta

lk
 a

bo
ut

? 
  

LH
: 

Th
at

’s
 fi

ne
. 

D
on

: 
O

ka
y,

 t
ha

nk
s 

fo
r 

th
at

 L
H

. 
 I

t’s
 b

ee
n 

re
al

ly
, 

re
al

ly
 u

se
fu

l a
nd

 I
’m

 g
la

d 
th

at
 w

e 
so

rt 
of

 s
qu

ar
ed

 th
e 

ci
rc

le
. 

     
   

 

D
on

 P
ar

ke
r� 8

/6
/2

01
4 

14
:4

2
C

o
m

m
en

t 
[2

8
]: 
M
B3

(S
)"



 
 

 

  



 
 

8.3 Appendix 8.3 

The following conversation is the interview of the researcher by a consumer / receiver as 

an example of the process of mixed methods research (QUAL > QUANT). The 

interview maps the researcher in the process and in keeping with the ‘Inquiry from the 

inside’ approach as suggested by Evered and Louis (XXXX).  

  



 
 

Interview  – Don Parker 
March 2012 

 
Rob: I was going to print off your bit as well, but I wasn’t sure whether you 

wanted to use it yourself, in your own study? 
Don: I  can  actually,  its  legitimate. In  fact,  that’s  why  I’m  quite 

interested in doing it, because it does fit in with the research sort of 
ideas, so I don’t mind it at all.  It’s actually a nice exercise and I’ve got 
no idea what the outcome is.  I’m just sitting here, I’ve emptied  my  
mind  and  I’m  trying  not  to  be  a  teacher  for  a change, which is 
going to be … 

Rob: So, do you want to read that again? 
Don: No, I wrote it, so it’s fine – I can sign that.  Have you done one yet 

or is this the first? 
Rob: No, this is the first try. 
Don: Good, so that’s me.  It’s good practice.   It feels weird the first time 

you do it and I found it quite nerve-wracking as well, the 
first time. Do you want a duplicate or just the single one? 

Rob: Yes, that is right.  I read that thing you put on. 
Don: Oh, I’m glad you read it.  Yeah, you need to, I think. I think some 

people think I just write it for the sake of it, I really do, but I don’t 
want to write it at all; I’d rather not, admin not being my thing. 
Right, there you go, so shoot, you go for it. 

Rob: Right, tell me about yourself. 
Don: Right, what do you want to know, in what respect?  I’m not going to 

make it easy for you, by the way! 
Rob: Tell me about your career – how you got into your career. 
Don: My career - God – what from the very beginning?  Way back? 

I’m an old man now!  Why I do what I do, you mean? 
Rob: Yeah. 
Don: God, that’s a weird one.  I just liked drawing a lot as a kid – I 

was really good at it. I loved comics MB1(S) actually and that’s what 
I wanted to do first off.  I went to art school because I thought that was 
the thing you did.  I didn’t have much of a plan other than that I 
wanted to draw and then slowly but surely it narrows it down for you 
to like these obvious ways of working.  I started off in graphic design; 
didn’t want to be a graphic 
designer at all, wanted to be … what did I want to do?  I loved 
photography and fine art MB1(S) – things like that – and 



drawing, so ended up in design because I got obsessed MB1(S)  

 
 

with computers and 20 years later here I am.  There’s the potted 
version – record covers – I think you know a lot of the rest. Advertising 
and then I gave it up and decided to go into education. Why I don’t 
know – I haven’t got a clue – I just did it because I … I didn’t know 
anything about education; I left, became a technician, kind of liked it 
and thought “this is interesting – nice long holidays,” and all of a 
sudden ended up running a degree by mistake really; I just did it and 
then all of a sudden I’m not running a degree anymore and still doing 
stuff, 
so I’m doing the PhD, which is really strange and I’m still making stuff 
and that’s it, that’s me.  So why I do it, I don’t know... 

Rob: How do you feel about doing it? 
Don: How do I feel about …? 
Rob: Doing the PhD. 
Don: God,  that’s  why  all  the  books  are  there. It’s  interesting. 

Yesterday, I hated it; the sun was out and I cannot bear working when 
the sun’s out – it drives me insane, but I was reading something in 
Wired magazine MB1(S) about this Angel investor in Silicon Valley 
– I can’t remember his name – and he was 
saying that sometimes the good things don’t come easy and 
sometimes you have to … you know, everybody can go out and sit in 
the sun, that’s easy, and it’s like if I want to apply myself and better 
myself, I’ve got to sit inside and do it.  It is making me better at what I 
do weirdly; I’ve changed, but I wouldn’t say it’s fun – I wouldn’t say 
it’s fun at all.  I fell asleep at my desk yesterday, in the afternoon, it 
wasn’t like 4 o’clock in the morning and it was so boring. I was like 
“oh my God, this is boring!” 

Rob: Okay. How do you think advertising influences you? 
Don: Oh, there’s a thing!  Gosh, this is a bit weird.  I’m just going to 

answer this as a punter, not with the knowledge that I have, I don’t  
think,  because  I  don’t  think  that  would  be  fair.    Well, actually I 
must admit, I don’t know – if I’m being brutally honest MB3(s).  It 
does affect me – certain things do affect me but I’m not sure what 
they are.  I remember being affected – the most obvious things I 
know I’m aware of – certain brands affect me - I have an affinity with 
them for some reason MB3(S).   Usually things like … well, my 
obsessions in life are things like film and music; they influence 
everything I do MB1(S); so let’s take for an example  the  Omega  
Speed  Master  3  –  it’s  a  watch,  I’m obsessed with watches; I 
don’t know why, but that one particularly; man went to the moon and 
that was the watch they wore on the moon and I love all the Apollo 
stuff, Sci-Fi; MB1(S) so it’s a complete obvious one; I get over excited 
about things from the moon MB1(S).   Why – I don’t know, it’s 
because it’s exploration, so I associate MB1(S)with that brand.   
What else? Well, I’ve just started buying Fred Perry’s again; you might 
have noticed they’ve started cropping up again recently. 

Rob: Why’s that? 



Don: I used to wear them a lot MB1(S), many years ago, sort of 15  

 
 

years ago and you go off in a direction where I became an academic 
and it’s like I started to dress like an academic – you know, the shirt, 
the jumper, all that – you know, me and Steve Kelvin looking like 
clones and all of a sudden you start to think – it’s because you need to 
… sometimes you have to reinforce something to believe in it 
MB1(m), so it’s like I didn’t really believe I was an academic; I don’t 
really believe I’m a teacher … 

Rob: Until you dress like one? 
Don: Yeah, you dress like one.  When I first started the course I wore a 

cowboy hat all the time – I don’t think you remember that – but that’s 
coming back, that will come back and I did it just for fun really and 
then I think I’m getting back into my roots MB1(S) as it were and Fred 
Perry’s were very much part of mods and things like that; not so much 
a skinhead thing, I don’t like that; well I like the look MB1(M)  but 
I don’t like the very unfortunate pro- Nazi weird stuff MB1(W)– I 
really don’t like that – that’s what they call unpleasant, but I love all 
that sort of thing, anything like that, that BritishnessMB1(s), I like to 
play with and Americana at the same time MB1(S)– it’s a really 
weird mix and I’m very aware of my purchasing.  I’m quite a 
specific buyer of things; I love buying certain things. MB3(s) 

Rob: What was the last brand that you remember affecting you?  That you 
bought it because of the brand? 

Don: Fred Perry recently; that’s very recently, that was within the last 
month or two.  Like I won’t buy the Ben Sherman’s MB2(S) 
particularly; clothing brands … it’s interesting;   it’s like I would 
imagine to you perhaps – and I’ve done this with a teacher’s hat 
on, a cowboy hat – I’m aware that the brands I like you’ve probably not 
heard of; like the brands I’m aware of now wouldn’t have even been 
on my radar when I was in my twenties you know, Church’s shoes, 
brogues by L       – what else – certain shirts  by  certain  companies;  
Paul  Smith,  Belstaff  jackets  – what’s the one – I’m obsessed with 
another watch; a Rolex watch  –  a  certain  Rolex  watch  that  Steve  
McQueen  wore MB1(S). 

Rob: So can you elaborate on why these brands are affecting you? Don:
 Yeah,  style;  I’m  interested  in  style  MB1(S)  and  not  fashion 

MB1(W).   I don’t think I’m fashionable at all, because I think I 
was talking about your trousers the other day and it was like … actually 
I realise because I was looking through a magazine in the dentist 
waiting room yesterday; I was looking through that and I don’t know, it 
was a GQ or something and I was looking through it and there was a 
spread on fashion, men’s fashion MB1(M), and it was all around your 
age group and I thought “there’s no way I can wear that in a million 
years, I’ll never wear that,” and I realised I’m no longer in fashion 
MB1(W), but I like stylish clothes and so … I don’t even know if I’m 
stylish, I think I just wear clothes now – so it’s going back to looking at 
icons of the twentieth century that dress well MB1(S).   If you 
look at 



someone like Steve McQueen– I’m not sure you’ll know Steve  

 
 

McQueen – but he was still alive when I was young and he was 
a huge star and he dressed fantastically MB1(S) for a bloke and Daniel 
Craig has literally copied him – and Daniel Craig’s the same age as me 
MB1(S)– so when I look for why I like those particular brands I 
suppose I’m associating with people MB1(S) that I – not necessarily 
respect – because I don’t know them but find that they’re dressing well 
or being dressed well MB1(S), so it’s that kind of thing.   Am I 
answering the question?   I’m not sure; sometimes I just ramble, as 
you know.  So yeah, so it’s a lot of things about that.  I’m trying to 
think of other brands I buy, but I think it just depends on my mood 
MB1(M)/MB3(M), but I’m very specific in my purchase; I’m a really 
specific buyer.  Some people seem to be quite random, but I’m like – I 
don’t know – obsessive compulsive … what did I buy the other day – 
I’m obsessed at the moment with Bento boxes; they’re Japanese 
lunchboxes – a very bizarre thing to get into, but I found one on the 
web and it’s coming from Japan right now, it’s in its way, so why I just 
don’t … I buy Tupperware, but I really wanted this thing, so very 
specific MB3(S).  Macs; I’ve been obsessed with Apple MB1(S) for 
what, twenty odd years.  God, I used my first Mac when I was 20, so 
I’m 43 now, so 23 years I’ve been using it – that’s quite a long time.  
Adobe’s a brand a really like as well MB1(S), on and off over the years 
– I can’t think of anything else 
– all sorts of weird things; I’ll shut up. 

Rob: You mentioned like role models, like Steve McQueen.   Would you 
say that they affect you in a bigger way than the actual 
brand? Is that the influencer? 

Don: Yeah, definitely the influence MB1(S).  I’ve never really thought 
about it before, but it’s the association of certain things I admire 
MB1(S), aspirational things.  Take the Rolex watch he wears, it’s an 
Oyster, I can’t remember the actual name, diving watch; it’s almost 
identical to the actual watch I’m wearing, which is a Psycho watch, a 
Psycho Japanese brand; it’s almost identical MB1(S).    However,  the  
difference  is  that  this  wasn’t  £3,500 
MB1(S).  £3,500 is a lot for a watch, but they’ve been making them 
since the sixties I think and if you watch the film Bullet – a Steve 
McQueen film – he wears the watch in the film MB1(S). Now Rolex 
and Omega and all that; their advertising strategy is more about 
placement than it is about what we would consider traditional 
advertising. 

Rob: So would you say it’s also your past film, your interest, you’re an avid 
film … 

Don: Oh God, slightly obsessed MB1(S).  I might sneak off and watch John 
Carter this afternoon, just for the hell of it!  I’m supposed to be 
working, but I might just sneak off.   I’m trying to sneak off from 
myself, which is really weird! Yeah, it’s very much steeped in 
connections; I like complex connections between … I like to see 
something that links to something else and then it rings true MB1(S).  
I’m very wary of brands that don’t have that depth of 



 

 
 

thinking about them MB1(W).   Oh, Rayban’s – I’ve made a decision, 
only about five years ago – don’t buy cheap MB1(S), I don’t buy 
much, but I buy well.  I buy less; I’ve sold nearly everything I own and 
I’ve just scrapped it and now I only buy specific things. 

Rob: Okay … 
Don: You’re  very  well  prepared. I  think  your  questioning  and 

conversation better than mine actually. 
Rob: What do you think of this brand? 
Don: Ahhh; do you know, I was thinking about this on the way in. 

Sorry, I’m interrupting … 
Rob: What  can you tell me  about this  brand  from  the  advertising 

presented? So there’s the bottle … 
Don: There’s the bottle … okay, I’m going to pretend I’ve never seen it – 

obviously I have – 
Rob: Start with the bottle. 
Don: Start with the bottle. Do you know one thing I’ve just noticed 

about it, which has never occurred to me – I’ve seen this for the 
last six weeks – it doesn’t say Vodka on the bottle.  Where does 
it say Vodka in English?  I presume it’s Vodka – I know it’s Vodka, 
but it’s just occurred to me now – I only know it’s Vodka because I was 
told it was Vodka before, so this isn’t a blind test, but actually now 
I’ve never … when we did the project, this is the Gold, the Moscow 
stuff, I kinda deliberately didn’t get really involved in the brands, I kind 
of try and remain fairly distant from it and it’s not an easy trick, so I’ve 
never really interrogated them and looking at the bottle – it looks nice, 
it’s a nice looking bottle and I presume it’s Vodka because I’ve been 
told, but I’d be hard pushed to know that; it looks very Russian, it 
looks very quality, it looks very clever; I think it’s a very clever bottle; 
I kinda like it MB1(M) .   I wouldn’t buy it and put it in my house 
– it’s too gauche for me, it’s a little bit too jewellery, jewellery, 
jewellery – it’s a bit too goldy for me MB1(W).  I like … this is the box 
right? 

Rob: Yeah, the packaging. 
Don: I like the packaging more than I like the bottle really. I think 

that’s clever, but it slightly makes me feel a bit like I’m going to 
drink  dripping  custard,  to  be  fair,  actually,  thinking  about  it 
MB1(W).   I drink Stole Vodka on the whole or something like that.  
I drank some Stole – what’s it called – Stole - I can’t remember – 
Vodka last night.  It doesn’t taste of anything really. It’s a pretty bottle; 
it’s a bit feminine I think really, personally, I think a woman who likes 
Chanel handbags and Chanel sunglasses would like that.  I don’t 
think it’s a masculine drink MB1(W)  and funnily enough I’m 
wearing black and gold today, interestingly, but that … it’s a little bit 
over the top for me MB1(W). 

Rob: Do you think the packaging of the carton represents Vodka? 
Don: No, it could be cigarettes.  It reminds me of John Player Special. 

Do you remember, do you know John Player Special?  I’m old; I’m 
allowed to remember that!  John Player Special cigarettes, 



 

 
 

JPS they were called, and I don’t think they’re made any more. JPS was 
a black pack with a … I haven’t smoked for 14 years so I try and 
avoid smoking and I remember there was a John Player Special car, a 
motor racing car in the 1970’s and it was black.  I love all that MB1(S), 
for some reason, stuff that’s black I love, just kind of black cars and 
stuff like that, so yes, it reminds me of that, the John Player Special car, 
which I quite liked and I had a toy of that as a kid MB1(M).  Right, 
what do you want me to talk about? The bottle or … 

Rob: The advertising.  What can you tell me about the brand from the 
advertising? 

Don: This is an interesting thing; because through all the times we’ve 
worked through these things, nobody has asked me this, which is 
interesting.  Don’t you think … I was thinking coming to see you, 
“this is going to be interesting,” What was the question again? 

Rob: What can you tell me about the brand from this advertising? 
Don: Right, what can I say? ‘Crystal, high quality, exquisite taste’. 

It’s called Gold Moscow, it’s a very high quality brand, I would say 
from those.  I think it’s intriguing and actually just seeing the bottle on 
its own and then seeing these, it makes me more interested in the brand 
MB1(M).  I kinda like this pipe one, I think that’s fun MB1(M) … 

Rob: Can you elaborate on the pipe one? 
Don: Well, it kinda reminds me of the Honda cogs MB1(M) and stuff like 

that and I’d love to see the … I assume there’s an advert for it and I’d 
like to see that even more mad MB1(S), even more pipes and whizzing 
stuff going everywhere and I think that looks purity and I like the idea 
of purity and it makes me want to drink it actually MB1(S).  I’d think 
“oh, I’d try that,” it’s intriguing.  I like advertising that makes me think 
MB1(S).  Yeah, I get the idea – it’s about distillery – and it’s a really 
nice thing.  I can’t say more than that, to be fair. 

Rob: What do you think of the highest quality one? 
Don: The highest quality one?  Um, it reminds me … it reminds me of 

something and I can’t quite tell you what it is.  What does it do? It 
reminds me of rapeseed fields in Norfolk or somewhere like that, that’s 
what it reminds me of.  Kind of lovely summer days, that’s what it 
reminds me of, living in a beautiful place.  That’s kinda what I’m 
getting from that.  I’m not getting … MB1(W) 

Rob: Does it not tell you about the brand? 
Don: No.  This one does.  I kinda get that this is something beautifully pure 

about it MB1(S) and, you know, I can see that kind of 
comes in there.   Kind of like the old gin and tonic – where 
people  are  all  flowing  through  –  did  you  see  that;  it  was  a 
cinema ad, really nice, but this one, no, I’m relating to the background 
and I like that MB1(m).  Funnily enough, it reminds me – and this is 
really weird – when I was a kid my nan and granddad in their bathroom 
and I don’t think it was the thing, it was really quite mental – they 
had a big pink painting of a 



 

 
 

landscape or a photo of a landscape, a huge photo on the wall, and I 
don’t know why they had it there.  There was a bath and there was 
this massive landscape.  I think it was like a gimmicky thing that people 
bought and they were a bit like that, and it reminds me of that – this 
landscape that I saw in my nan’s bathroom, which is nice MB1(W), but 
I’m not getting … I feel like I might be sitting in a pub somewhere and 
I’d drink it with a girlfriend or family or friends or something, that kind 
of thing. 

Rob: What about the exquisite taste thing? 
Don: I get it, I get exquisite taste and I’m quite a fan of Michelangelo’s 

‘David’ there and the scale’s wrong.  I’ve seen the original and it’s 
huge and it’s a lot bigger than that – especially when you’ve got this 
big Easter Island chap here, so that kind of jars with me a bit MB1(W), 
but other than that, I love the American gothic, the Picasso, and I said 
the Leonardo, didn’t I, that’s a Michelangelo and that’s Easter Island, 
so I know all the stuff there.   I don’t know the table, if that’s 
something famous. 

Rob: No. 
Don: Okay, I like it, I like going to art galleries, so the association’s a good 

one MB1(M)  and I think it says taste, so I get it.  Yeah, if I saw that on 
a billboard I’d think “that’s interesting, I like it.” MB1(m)   It’s not … 
if I suppose I’m looking at all three and I guess I should be, I would say 
this one stands out a mile. 

Rob: The crystal purity. 
Don; The crystal purity – I’d like some more of those ads because that really 

intrigues me MB1(S).  These feel like – if I dare say it – quite 
beautiful but safe images MB1(m); they’re not as … there was  a  guy  
called  …  there  was  a  series  of  books  called 
‘Professor Brainstorm’ in the twenties and thirties, but I loved them as a 
kid and the illustrator was somebody I absolutely adored – W. Heath 
Robinson – and W. Heath Robinson was famous for doing these 
drawings that were mad inventions MB1(S) that couldn’t work and 
they’re beautiful, well, beautiful to me, and it reminds MB1(S) me of a 
W. Heath Robinson kind of mad professor sort of thing – beautifully 
done – and if I saw, and this is just me personally as a punter, if I saw 
those three like that, they’re two posters together and that’s one on its 
own MB1(m),  I  feel,  so  I’d  like  to  see  more  actually  of  this  – 
beautifully crafted – great ads, that’s all I can say about them really. 

Rob: Okay. How do you shop and are there any particular items that you 
purchase on a regular basis? 

Don: What kind of shopping? 
Rob: Start with food. 
Don: Food shopping?  What do I do with food shopping?  Well, I’m 

pretty bad; I’m not very good with wheat and stuff like that, so I 
cook a lot of Chinese food and stuff like that.  I’m not a fan of 
British food particularly – pies and chips and stuff like that – it’s not 
my thing MB2(W) – so what do I do when I go shopping?  I 
don’t  buy  pre-packaged  food,  like  processed  food  MB2(W). 



 

 
 

What do I do?  I can tell you what I do, fruit and veg, I go to the meat 
section and buy some chicken, I buy lots of vegetables and  stuff  
like  that  –  well,  not  lots  but  I  buy  enough  to  last because I live 
alone – so I buy enough to do that MB1(M). Loads of protein, like 
nuts and stuff like that, and then I’m pretty much out of there.  Whisky 
I buy – I’ve been drinking a lot of whisky MB2(W).   I used to drink 
a lot of wine – I’m drinking Vodka again, but you know, that’s not 
every week I buy a bottle of that, I hasten to add. 

Rob: Can you tell me more about the Vodka brands? 
Don: Vodka brands?  What do I normally buy?  Like Stole I’ve bought 

recently because I like the bottle.  It feels traditional … MB1(S) 
Rob: Can you elaborate on why you like the bottle? 
Don: It’s  traditional.    A  kind  of  traditional  early  twentieth  century 

design MB1(S); I assume it’s either late nineteenth century or 
early twentieth century design – it feels like that golden era of 
pre-Revolutionary Russia, which I like, the kind of Tsarist look, that’s  
why  I  like  it  MB1(S).    Again  I  think  that’s  why  I  like Smirnoff 
for the same reason – it sort of resonates for me MB1(M).  There’s a 
relationship I feel is interesting and weirdly I kind of go between the 
traditional and the non-traditional – I think I’m a non-traditional … 

Rob: Why is that? 
Don: I like modern things a lot, but I also like traditional MB1(S).  It’s a 

complete dichotomy with me – like I really like this old bit of this 
place that we’re in – it’s lovely – but if you put me in a modern 
building I’d like that too, but what I wouldn’t want is for the two to try 
and be pushed together MB1(W), or this to be knocked down for a 
modernist building., although the view we have right now – I’d really 
like to just blow it up – that’s one of the grossest things I’ve  ever  seen  
in  my  life;  no  it’s  not,  it’s  just  unpleasant;  it doesn’t  fit  with  my  
world  view  …  what  was  the  question? Vodka? 

Rob: Yes. 
Don: Brands, yeah, I kind of like trad brands like that.  I like to explore all 

the heritage of a brand MB1(M), if it has one or understand like … 
once you’ve tasted one Vodka they’re pretty much the same.   I tried 
Finlandia – I was disappointed the other day; I went to a bar and I 
was waiting for friends and on the menu there was a cranberry 
Finlandia vodka drink, and I thought “that sounds alright,” especially 
after the Red October thing and I thought “I’ve got to try that,” and it 
came up and it landed on the table and it was clear and I went “oh” I 
said, “where’s the cranberry juice”?   and they went, “oh no, it just 
tastes of cranberry, it’s clear,” and I thought and I tasted it and I thought 
“I can hardly taste cranberry in this,” so I asked them to put cranberry 
in it to make it look red, because I really       want    to taste Red 
October MB1(S) and I will buy that and for some bizarre reason 
MB2(S)  this kind of flavoured nonsense with Vodka is a bit silly I 
think; I think just buy the bottle of Vodka and 



 

 
 

if it looks nice on your shelf or in the house – I tend to put them in 
cupboards anyway.  I don’t like the idea of bottles of Vodka hanging 
around all over the place MB1(W).  Yeah, I just like to explore the 
heritage of a brand I suppose MB1(M).  It’s the same with whisky; I’m 
fascinated with whiskies at the moment … MB2(W) 

Rob; Just then you said about the bottle and the shelf.  Sorry, but I didn’t 
catch that, did you mean you don’t do that, you don’t like presenting it 
on a shelf? 

Don: At home? Yeah, I just put it in a cupboard. 
Rob: So it doesn’t matter? 
Don: No, I don’t actually like broadcasting brands particularly 

MB1(W).   I wear, I hope, quite low profile brands that you wouldn’t 
even notice I’m wearing them unless I’ve told you that - Fred Perry’s 
very obvious – but other than that I try not to shout my brands out.   I 
enjoy knowing that I have them, but I don’t need to tell anybody 
else, so it’s understated MB1(S)  hopefully, so that’s why I don’t 
broadcast them.  I hope that makes some sense. 

Rob: Yeah, that’s good.  So I think you’ve covered clothes really, so what 
about computers then? 

Don: Oh my God. Completely Macs for twenty odd years – I’d say 
twenty years definitely since I used the Mac; I used the - what you call 
the classic - with the floppy disc drive and I actually started on those.   
Me, at the moment, I own how many machines?  I’ve got an old – I 
don’t count ones I don’t use – I’ve got an old i-phone in a cupboard 
somewhere, the first one – I’ve got one of those; I’ve got a mini i-
pod somewhere; I’ve got a Mac Book Air; I’ve got a Mac Book Pro 
from about four or five years ago; I’ve got a Mac Pro with like a 
terabyte thing, with about 14 gigs of hard drive; I have – what else – 
I’ve got two i- pads, the first one and the second one – I haven’t bought 
the third one yet – oh and about five monitors. 

Rob: Why do you think you have a whole range? 
Don: They’re so important to me in terms of how I manage my life 

MB1(S).   I mean, the students laugh at me when something pops 
up on my very complicated timetabling systems I use – not the one we 
use at work, I hasten to add, that’s not mine – but it’s the integration 
MB1(S), it’s the one system everything fits.   I don’t have to think 
about the integration.  I’m loving Dropbox, absolutely loving Dropbox, 
the last few years – I used to use i- disc MB1(S), but that was 
appallingly bad, but I stuck with it.  It’s the integration, the quality of 
the build MB1(S).  My experience of other people, it’s almost when I 
buy a laptop and someone else buys a PC, nine times out of ten my 
laptop keeps going way past theirs MB1(S).  They’re sort of future 
proof a little bit more.  The Air I’ve got, I’ve got one in my bag at the 
moment – I hung back and hung back and hung back and I didn’t 
buy the first one, I didn’t trust it and I bought the second one about a 
year, two years ago – a year and 18 months ago – the Second 



 

 
 

Generation one and I bought the highest spec   one you could get and 
it’s just been fantastic, but then the i-pad came along, which is kind of a 
handy toy, and they have different uses MB1(S), I use them for 
different things, but I don’t have to worry that the software’s not going 
to work or it’s not going to synch with that one or that’s not going to be 
there MB1(S); I know the Adobe Suite inside out; I just really think 
… and I think actually in terms of high quality objects, as a piece 
of what has to be your life, I think, in the twenty first century 
MB1(S)/MB3(S), the price of them I think is actually affordable in 
terms of everything else MB1(M).  Now, that’s a hellishly expensive 
thing, the i- phone 4, to run and to buy I think, a bit too expensive, but 
cheaper than the three grand watch that I want and it’s more functional 
MB1(S).  This one I bought does exactly the same job and I couldn’t 
say that about a PC MB1(S).  I don’t know about the HTC phones, 
they look quite nice actually, but it’s revolutionary and I support it 
MB1(M).  My attitude may change now Steve Jobs has gone. MB1(W) 

Rob: What do you think about the brand Apple? 
Don: I’ve had a long relationship with Apple MB1(S), way back – 

when they went broke – I’ve remained a very loyal Apple purchaser.  I 
think to me the brand was Steve Jobs MB1(S).  A bit like Walt Disney 
was Walt Disney and once Walt Disney passed away, it wasn’t Walt 
Disney anymore and I think that’s going to happen to Apple MB1(W).  
I also grew up with Steve Jobs MB1(S); I grew as he developed, so 
I’m first generation computer generation really, you know; Space 
Invaders turned up when I was a kid, literally I was eight years old 
when Space Invaders turned up or whatever – Pong – I’ve literally 
grown up with computers from day one MB1(S)/MB3(S), more or less, 
so he to me was the epitome of that journey MB1(S), he was what we 
all wanted to be MB1(S), I think, and now he’s passed on I think I’ve 
come to the end of that journey. MB1(W) 

Rob: Because you mentioned the role models affecting you earlier – Steve 
Jobs isn’t a role model, he’s the guy who made Apple – 
can you elaborate on that? 

Don: Yeah,  I  don’t  know  about  that  -  I  liked  the  way  he  worked 
MB1(M), I liked the way he was dictatorial, I liked the way he 
controlled the company; I mean, I know about the company inside out.  
I liked his attitude – I thought he was a very clever man, I was 
impressed by him MB1(S).  Also I didn’t think that he was ostentatious 
and also he so wasn’t Bill Gates MB1(S) and Bill Gates, I don’t know, 
he’s nothing really. The suit wears Bill Gates; I think he’s the antithesis 
of what I believe in MB2(W), although I’ve no animosity towards him 
as a person – it’s kind of like who do you want to be – Bill Gates or 
Steve Jobs? MB1(S) 

Rob: So that for me makes me think of the advert. 
Don: Yeah,  great  ad  –  what  the  “hey,  I’m  a  Mac,  I’m  a  PC?” 

Completely  encapsulates  that,  a  beautiful,  beautiful  piece  of 
advertising MB1(S).  I love those ads MB1(S), they amuse me 



 

 
 

no end.  I’ve got no … I don’t care if someone picks up a PC or an 
Apple computer and it really doesn’t bother me what people’s choices 
are – it’s my choices. MB1(S) 

Rob: Are  there  any  other  particular  purchases  that  you  do  on  a regular 
basis that you can think of? 

Don: Um – no, I’m a music man – I download (bunny ears) MB1(W), 
but I’m interested in that, but I’m quite loyal to a few bands, but not 
many MB1(W).  I buy – what have I bought?  Music, I’m passionate 
about music.  I was on Facebook with my friends the other day and they 
said “you’ve got the weirdest taste in music that we know!”  I don’t try 
to be weird about it, so Boards of Canada and categories of music I 
listen to and they’re quite specific, so I’m rather passionate about 
electronic music and then there’s kinda real like ambient stuff 
MB1(S), which is just like noises and then – I don’t really like 
rock – Foo Fighters annoy the hell out of me … 

Rob: Why is that? 
Don: What, the Foo Fighters particularly?  Because Dave Grohl was a great  

drummer  in  Nirvana,  he  was  really  good  in  Nirvana, 
because that was my era really MB1(S), Nirvana, when they 
were around and then he made this rather mediocre, I think, rock 
band MB1(W).  I just don’t get the hype around them and I think most 
rock bands in the last twenty years, fifteen years, haven’t been that 
interesting.   I’m constantly looking for weird, interesting bands 
MB1(M)  and I completely contradict that by liking a band called the 
Cramps who are long gone, but just one of the most basic rockabilly 
bands in the world, just real basic stuff, so music I’m passionate 
about; Tom Waits – the last track I bought   was   just   last   week   on   
i-Tunes,   was   John   Fox, 
‘Underpass’, which was actually released in 1979, so I’m a bit retro 
MB1(M)   I guess and it’s just a fantastic track and then 
what was the other thing?  Tom Wait’s last album – I just really 
like him MB1(S) and I support him.  The reason I support him is 
because I kinda like the idea of supporting an artist, if I can MB1(M).  
If there’s an artist I believe in I’ll try and contribute to that to keep 
them going, because they enrich my life MB1(S).  I mean, if there was 
an X Factor track I liked - heaven forbid there wouldn’t be – I wouldn’t 
buy that in a million years because I wouldn’t support that.  I hate the 
X Factor and mainstream pop MB1(W).  I used to work in the music 
biz, so I’ve got a bit of an opinion, I suppose.  I don’t support people 
who I don’t think should have the support and I think that’s the 
democratisation of the  music  industry  that’s  happened  in  the  last  
few  years MB1(W).  People just aren’t getting it at the moment – 
get out there and gig and then go and see it live everybody, it’s fun. 
They’re great nights out, I love going to gigs MB1(S). 

Rob: Any other particular products? 
Don: No hair products, that’s for sure! No, pretty much that’s it. I 

mean, yeah I guess the other stuff’s pretty straightforward – I’m 



 

 
 

an  obsessive  compulsive  individual  MB1(S),  I  suppose. Anything 
else? 

Rob: No, thank you very much.   Can I just re-confirm that you’ve 
signed consent? 

Don: Yes, I have, I’m very pleased to do that and more than happy for you 
to use that in any way you want.   Yeah, that’s been an 
interesting one, I enjoyed that actually.   How weird to be interviewed 
by my own stuff! 

Rob: That’s why I thought it was interesting. 
Don: Yeah, well done actually, you pretty much stopped me in my own 

tracks. Was it last Friday or something? 
Rob: Yeah, last day. 
Don: Last  day  and  I  went  “Okay,  why  not,”  because  normally  I 

wouldn’t thought and then I thought “well, no-one else has asked me” 
and I thought that’s a clever idea and I’d like to see what you think. 
So you’re interviewing other people, yeah? 

Rob: Yes,  I  want  to  try  and  interview  my  cousins  who  are  really 
aspiring people and almost within the category.   Well, I’d say they 
were in the category. 

Don: I’m a little bit old for the category I think.  I’m 43, so I’m three 
years outside of it.  I can’t believe I’m 43.  I became an uncle 
today as well. 

Rob: Congratulations. 
Don: Yeah, well, I don’t know what that means.  I didn’t do any of the 

work, I just happen to be related to someone who did!  No, I’m 
interested in this and I think this is going to … 

Rob; It’s going to help, yeah. 
Don: I don’t think anybody and I don’t know if I’m blowing my own 

trumpet here; when we’re doing this you’re also focussed on that 
day,  which  always  makes  me  smile  and  I  just  find  it  very 
amusing, because you get so worked up about it and the next day you 
all go, “and the point of that was?”  It’s like, “I’m glad I did it, but 
move on.”   I think the next bit’s way more interesting, because I don’t 
know how many people have sat down with their designs and asked 
people what they think. 

Rob: It’s normally been a secret, hasn’t it, most of the time. 
Don: I think people would really change their attitudes to what they’ve done 

and hopefully in a really good way, I’m really looking forward to it 
and for me, with all my research – all that -   it’s really going to 
inform what I’m doing as well and I’ll share that with everybody as 
well. 

Rob: It’s hard that, because I just really wanted to just start an actual chat 
with you. 

Don: Well, you’re meant to in a way. 
Rob: I had some where I didn’t try lead, but there were some where you 

could have gone “yes” and stopped. 
Don: Yeah, so as your first experience with it, it’s interesting, isn’t it. 

What do you think of it as an experience? 
Rob: Oh, really good.  You said a lot of really interesting stuff and I 

really related to … what was it … I write stuff and I’m pretty 



 

 
 

much the same.  I wanted to draw and I’m not going to be able to 
draw, can’t become a painter and then you get rich. 

Don: Yeah, it’s about making money.  It’s the only route for us all, so I 
guess that’s why I try to teach it. 

Rob; It’s  the  same  with  graphics  as  well,  because  I  started  like 
doodling and drawing – but I knew graphics was just so limited. 

Don: It’s changed, because graphics used to be very open, but I think it’s got 
very limited in the last few years and I’m hoping that what 
we do is open it enough for everybody to get some excitement out of it.   
It’s having a brain that doesn’t quite fit … sorry, I’m 
interrupting. What else were you going to say? 

Rob: That box, that Japanese box.  Have you heard of Graze? Don:
 Graze, no. 
Rob: Type that in, G-R-A-Z-E.  it’s like a little box and it’s got like four 

little nibbles in, but they’re really cool, and I’ve bought that brand just 
because I like that brand, but it’s ridiculously expensive.  I actually 
bought the last one just for the packaging! 

Don: Yes, I’ve been there, done that! MB1(S) 
Rob: And at the end, the downloading, because it’s funny, then you 

mentioned if you really like a band, you’re not just taking their 
stuff, but you buy it – if you really want to buy it you buy it off i- tunes 
because you really want them to do better. 

Don: Of course you do, you admire them.   There’s a band called which 
I love and I’ve sponsored them and all sorts of stuff. Anything that’s 
interesting, you’ve got to, otherwise the world kind of stops going 
round in an interesting way, in my opinion anyway, because I was 
thinking actually yesterday … about these, I was sitting somewhere 
and reading some stuff I’ve got to do and I had my i-tunes on like 
a transistor radio, like the really old trannies that people used to 
MB1(M)   carry around with them and I found that really interesting, 
because I thought this kind of whole limiting people sharing stuff is a 
bit silly, because I think people gravitate towards a certain band or a 
bit of music and then buy it or not.  Radios are free and we’ve got 
some background music going on here – well, I know it’s PRS but 
it’s just a nice thing and I want to learn more about music MB1(S).  I 
think that since we’ve gone to a digital thing it’s more difficult to find 
out about music. MB1(W) 

Rob: Yeah, like actually go to gigs and experiment. 
Don: Yeah, how do you experiment – experimentation is a bit gone. 

I’m really grateful for last FM; it throws up some really weird 
stuff.  I’m listening at the moment – if you go on i-tunes on a machine, 
there’s radio and if you go into the  radio, ambient, and there’s a thing 
called Soma FM, which is all ambient music with NASA Mission 
Control stuff going on in the background MB1(S). I could listen to it 
for weeks; it’s like I go home and my house sounds like just a weird 
place and I go “this is brilliant,” it’s just like, you know, all that kind of 
‘one small step’ going on. 



 

 
 

Rob: Yeah, that’s what interests me as well, that most of your stuff 
seems to relate back to your roots and your past and stuff ... and space 
and travel … 

Don: Yeah, very much, yeah.  Space and travel MB1(S), because I’m 
finding at the moment, at the beginning of the 21st Century, it’s a bit of 
a disappointment so far.  I don’t think we’re aspirational enough in the 
right way.  We’re all worried about money and recession, but none of 
us are trying to do anything interesting with it, you know.  I’m looking 
at eco … I’m quite interested now in eco building and architecture 
MB1(M).   That’s probably the 
next big project I’ll do, build an eco-house, but a really small one; 
we’re not talking a massive thing, but a really small one and maybe 
not in this country. 

Rob: That’s cool. 
Don: There’s loads going on.   Keep being inquisitive, I think, I like 

learning, I love learning MB1(S).  Sorry, anything else? 
Rob: The other things were like the type of role models and buying a 

person; you also buy the brand, but it’s because you like the 
brand and then you’re looking deeper and seeing the person and 
it’s like a story and it’s like relating to a real person and you 
said lots of stuff like ‘ringing true’ and ‘honesty’ … 

Don: Did I? 
Rob: So if you see a brand and you don’t see anything behind it, then that 

doesn’t intrigue you and it’s just a bit … 
Don: Surface level. 
Rob: Yeah, and that doesn’t affect you, but if it has a story behind it – 

whether that story’s made up or not – but if that’s a story or a person … 
Don: That’s interesting; because I don’t know what the story is here 

MB3(M).  These are really nice to bring out, I think.  I’m really 
excited because, from a selfish point of view, the research that 
you’re doing kind of for this module will really – I’m hoping – 
people will take it seriously and come back with some interesting 
information, because I’m actually going to learn some major stuff out 
of this and obviously share it with everybody else, I hope. It’s great 
fun; actually I really find it intriguing.  Thanks for that. Anything 
else? 

Rob: It’s quite funny – the way you always wanted to bring up other ads 
and people and things from films that affected you as well 
and you were always trying to remember them and you got 
physically stressed as well when you couldn’t remember that person. 

Don: Did I? 
Rob: Yeah. 
Don: Oh God, who was I talking about, I can’t remember now.  Oh, I 

have to know, I have to know; it’s a thing, well, you’ve seen me do it at 
Uni, I have to go off, I have to find the damn thing out. 
It’s because I think … 

Rob: You want to know why it inspires you. 
Don: Yeah. 



 

 
 

Rob: You always want to know and have it. 
Don: You  want  to  have  it  there  and  it’s  beautiful  because  what 

happens then is you kind  of  construct  in  your  mind  quite  a 
complex thing that you can keep in your head all the time and 
things start to link. 

Rob: It helps the creativity really. 
Don: Oh, completely.  It’s probably why I … I find the internet a little bit 

irritating for that, but it’s why you find something, you hear something, 
you see something and it links and the things you actually like do link 
in the end, they all link.  You don’t force it, it’s weird, and you go 
“how did that happen?”   I was playing Grand Theft Auto – what’s it 
called, the good one – Liberty City - which I never play. I stopped and I 
didn’t buy a play station for years, so I’m going back through the back 
catalogue and there’s the radio stations on there and they’re awesome 
MB1(S); you know, and all the advertising and stuff and I’m going 
“I’ve got to listen, these are brilliant,” and I’m having a whale of a time 
and I might be only playing the game and Journey is my favourite 
channel because it’s all ambient stuff that I know; have you played it? 

Rob: Oh, I’ve played a bit of it. 
Don: Yeah, it’s great.  Anyway, I could ramble for hours. 
Rob: One more thing; when you liked a brand and sometimes you 

couldn’t explain it, which was fine, but you seemed to like a lot of stuff 
because of your past and being brought up in that way. 

Don: Sort of early seventies really when I was a kid. 
Rob: You liked a lot of retro stuff, but then you also like modern things and 

you can’t really explain why you don’t go for one or the other. 
Don: I’ve no idea MB3(S).  I did up an old house very much like this – 

bought and sold it – and then the next one I’ll buy will be completely 
modern – in fact ultra-modern – but I don’t mean space age … 

Rob: So it’s like changing mood really. 
Don: Yeah.  I flip all the time.  I don’t think I’m necessarily one person all 

the time, which I like.  Good stuff. 
Rob: Cool. 
Don; Okay, Sir – are we all done?  Well done, you’ve done your first 

… that was 50 – that was a long one.  You’ll find, I think, when you 
do more – you’ll probably find some people, I’ve found when I’ve 
interviewed other people that they don’t talk much about brands. 

Rob: That’s why I’m interviewing you, because I knew you would, so 
… 

Don: You might get – I’ve had like 20 minutes conversations, like 
nothing, but then again I’m all about this. 

Rob: And I suppose the prods will be like … you just have to keep 
prodding. 

  



 

 
 

Detail analysis of Don Parker (interview one) (Case 26 
Case history: 

 
Don Parker is a lecturer of Advertising Design at the University of Wales 
Newport and student doing his PhD. He is 43. 

 
Research history: 

 
The interview took place in Coffee no# 1 in Newport as requested by the subject. 
The interview took place on the 29/03/12. The recording started at 
10:30 am and lasted 49 minutes. The setting was relaxed with some background 
noise but no prevalent interruptions. A follow up interview was 
arranged a month later.  

 
 
 
 

The Consumer / Receiver categories and dimensions in context 
 

MB1: Motivation 
 

Motivational indicators were strong and specific to certain brands. The 
conversation was overt and relatively long with lots of description. 

 
MB2: Suppression 

 
Little to no suppression of information to the researcher was detected. MB3: 

Influence 

The consumer was rarely unaware of the influence of advertising or the motivation 
to buy, but in some cases couldn’t explain why he was influenced by something at 
the time. 

 
Summary of analysis 

 
The analysis of language used in context suggests the consumer is very involved 
with advertising and certain brands. Dialogue was rich interesting and insightful. 

 
He is a focused and specific purchaser of certain brands in an obsessive, compulsive 
way. Many of his choices are influenced by product placement in films and role 
models that he grew up with (heritage). He is inspired to learn and be inquisitive. His 
reasons for being effected by a brand are: 



 

 
 

His relation ship with the brand, the story, the history, icons of his era, the 
connections with film, music and books, an element of cleverness, buying a person, 
brands that zeitgeist the time, a new theme in a traditional brand, fascination with 
space, good design and new things done well. 

 
Generally his purchases are extremely specific and involve unexplained 
connections between all the above (seeming at first to be an impulse buy) 
ultimating in an original brand that resonates with him. 

 
Encapsulated statement of person and behavior: 

 
 
 
 

Considered spontaneity, un-assured certainty. 
 

 
 
 
 
 
 

Insight 
 
 

 
 
 
 



 

 
 

Categorization Dimension 
Findings/insight 

 
MB1 
A Strong (S) underlying motivation to buy was perceived as well as strong 
motivation to avoid certain brands. The Consumer / Receiver was willing to 
disclose to the researcher and was very conscious of advertising campaigns 
as would be predicted with his career history. 
MB2 
A Weak (W) affect of suppression within the Consumer / Receiver was perceived. 
The Consumer / Receiver did not seem unwilling to divulge to the 
researcher although some aspects of the conversation needed more 
explaining. These were covered in a follow up interview 
MB3 
A Strong (S) to medium (M) influence on the Consumer / Receiver was noted. 
Through reading into the conversation many influences became apparent; so 
information was not unknown just couldn’t be found. The main influences 
were film, music, space, design and computers. 

 
Detail analysis of Hannah Hall (interview two) (Case 27) 

 
Case history: 

 
Hannah Hall is an events manager living and working in London. She is 30. 

 
Research history: 

 
The interview took place over Skype, as this was more convenient for both parties 
busy schedule. The interview took place on the 23/04/12. The recording started at 
10:15 am and lasted 25 minutes. The setting was comfortable for both parties 
(their homes) but the fact that it wasn’t face to face was unnatural and there were 
some issues with sound quality and showing the advertising. 

 
The Consumer / Receiver categories and dimensions in context 

 
MB1: Motivation 

 
Motivational indicators were varied and overt during the conversation. The 
conversation was brief and to the point. 

 
MB2: Suppression 

 
Some suppression of information to the researcher was detected in the 
dialogue. 

 
MB3: Influence 

 
The consumer new what brands she was affected buy and the reasons for 
purchasing them were mainly situation based. Also lack of free time was a strong 
factor. An influence of advertising was hardly registered. 

 



 

 
 

Summary of  analysis 
 

The analysis of language used in context shows the consumer has no desire to 
explore the subtexts of advertising further. There was no resistance to advertising or 
an attraction towards it. 

 
She is a careful buyer of high involvement purchases specifically in kitchen 
products where research and trail leads to a purchase. Otherwise all purchases are 
based on convenience mostly when travelling to and from work. With grooming 
products a specific brand was found through trial and error to find which worked 
best for e.g. Hair and skin type. 

 
Most purchases where based on practicality and convenience around a busy work 
schedule. Advertising had a low involvement unless targeted during commuting. 

 
Encapsulated statement of person and behaviour: 
Careful buyer, narrow advertising window. 
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LH first meeting  

Consumer / Receiver 2011 

 

LH meeting  

Consumer / Receiver 2013 

 

 

 

RM First meeting  

Consumer / Receiver 2011 

 

 

RM meeting  

Consumer / Receiver 2013 
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HJ Advertiser / Sender working environment and work 

 

 

TL Advertiser / Sender working environment and work 

 

Waiting to interview JP 
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FB Advertiser / Sender working environment at The Body Shop with students 

2008 

 
 
Interview notes 2010 
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FB Advertiser / Sender working environment, Identica London with students 2010  

and at various locations in Wales over a 12 week period 
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FB Advertiser / Sender working environment with students Identica, London 2008 

 

FB Advertiser / Sender waiting to interview at Riding House Café, London 2010 

 

FB Advertiser / Sender working environment with students Identica, London 2013 
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