

  
    
            
        
      
      
        
          
        

        
          
            
          
        
        
          
            
              
                
              
            

            
              
                
                  Senest søgte
                

              

                
                  
                      
                      
                        
                      
                  

                
              
                Ingen resultater fundet
              

            

          

          
            
              

                
              
            

            
              
                Tags
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ingen resultater fundet
              

            

          

          
            
              
                
              
            

            
              
                Dokument
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ingen resultater fundet
              

            

          

        

      

    

    
      
        
          
        
      
              

                        
  
  

                
            
            
        
        Dansk
                        
          
            
            
              
                Hjem
                
                  
                
              
              
                Skoler
                
                  
                
              
              
                Emner
                
                  
                
              
            

          

        


        
          Log på
        
        
        
        
        
          

  





  
    
      
      	
            
              
              
            
            Slet
          
	
            
              
              
            
          
	
            
              
                
              
              
            
          
	
          

        
	Ingen resultater fundet


      
        
          
        
      
    

  







  
        
        
    
                
            
                
                    
    	
                                    
              Hjem
            
            








	
                          
                
              
                        
              Andet
            
            


                    CHOICE OF RESEARCH METHODS
                

                                    
                        In document
                        
    GENDER PERCEPTIONS IN A SPONSORSHIP CONTEXT
                        (Sider 39-44)

                    

                            
            
                                                                                        3. METHODOLOGY

                                                                3.2 CHOICE OF RESEARCH METHODS

                                
                    As  gender-incongruent  sponsorships  have  not  yet  been  studied,  focus  groups  are 
perceived to be a suitable research method for exploratory research by helping researches 
to discover a new research area and understanding which concepts and variable are vital 
to explain an existing problem (Krueger, 2009).   Within this research study, focus groups 
will  act  as  a  self-contained  method.  In  contrast  to  focus  groups  used  in  conjunction  with 
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other methods, the findings of these focus groups can stand on their own and do not only 
 serve as a preliminary research (Morgan, 1997). 


Furthermore, in contrast to individual interviews, focus groups offer the advantage of group 
 interaction.  Agreement  and  disagreement  between  participants  as  well  as  asking  and 
 answering  questions  are  assumed  to  provide  the  fullest  coverage  possible  of  gender 
 perceptions’ role within a sponsorship context (Morgan, 1997). Opinions of participants will 
 be challenged by other focus group members and in this way will reveal how profound and 
 grounded some perceptions are. The design of a focus group might give the research the 
 benefit of not only  learning about individual perceptions  –  the main interest  of  the study-, 
 but  also  about  perceptions  within  a  group  setting.  Thereby  symbolic  meaning  residing 
 within the individual and within groups can be taken into account through focus groups and 
 represent two layers of someone’s self (Belk, 1988).  


Focus groups will be used to not only find out about attitudes and opinions of participants, 
 but also about personal experiences and gender perceptions, the key interest of the study. 


Gender  perceptions  are  a  highly  personal  construct  that  represents  some  of  people’s 
 inner-most perceptions and are deeply connected with the creation of a self (Belk, 1988). 


Due to the sensitivity of the topic, a quantitative study would miss on participants’ emotions 
 and would struggle with explaining why people react in a certain way to situations where 
 they have to deal with (conflicting) gender perceptions  (Krueger, 2009).  


Since gender perceptions are a highly personal construct, using focus groups incorporates 
 the risk of “group think”. Participants might change or not reveal their personal opinion due 
 to  the  fears  of  disagreeing  with  others  (Grant;  2011).  The  degree  of  “group  think”  is 
 dependent on four different types of context in which the focus group operates. These four 
 different types are classified by Hollander (2004) as associational context (circumstances 
 of meeting and participants’ characteristics), status context (demographic characteristics), 
 conversational  context  (topic  of  discussion  and  conversation  techniques)  and  relational 
 context (degree of acquaintance or intimacy of the participants). These four types will be 
 applied in more detail to the setting of this study in the research sample part.  


A number of three focus groups will be investigated: one only consisting of men, one only 
consisting of only women and one mixed group. A rule of thumb for the number of focus 
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groups within a research study is claiming that a research projects should consist of three 
 to  five  groups  (Morgan,  1997).  This  notion  derives  from  the  tendency  that  more  groups 
 seldom  provide  meaningful  new  insights,  but  just  a  repetition  of  things  that  have  already 
 been mentioned during another group session and  the moderator can already accurately 
 anticipate what will be said within the next group setting.  


Furthermore,  focus  groups  are  often  being  criticized  for  their  lack  of  generalizability  as 
 participants are mainly recruited from limited sources. However, data will be only biased if 
 the sample will be interpreted as covering a full spectrum of experiences and perceptions 
 (Morgan,  1997).  When  using  focus  groups,  one  should  always  bear  in  mind  that  the 
 observations  might  still  only  represent  a  person-  or  group-specific  behavior  or  thought. 


Groups or participants of a group can hold extreme opinions that heavily differ from others 
 and thereby are not representative for larger populations.  


3.2.1 Research sample 


The composition of the groups will be marked by homogeneity: it is aimed to find people 
with  similar  cultural  backgrounds  that  share  the  same  age,  nationality  and  educational 
background. According to status context, homogeneity leads to a focus group with people 
having the same status and where participants equally contribute to the conversation and 
personal stories of every participant are heard (Grant, 2011). In focus groups with people 
having  higher  or  lower  status  than  other  participants,  higher  status  participants  tend  to 
dominate the conversation. Research will be further focused on participants between 20-30 
years old, thus belonging to Generation Y. Generation Y is characterized by not paying too 
much attention to marketing, but being fully aware of all kinds of marketing (DePelsmacker 
et al., 2010). The focus of this part of the population is justified by the notion that younger 
people  are  more  concerned  with  new  gender  identities  than  older  counterparts  and  are 
therefore  assumed  to  possess  gender  perceptions  that  take  into  account  these  recent 
social  developments  (Pompper,  2010).  Furthermore,  homogeneity  is  assumed  to  lead  to 
more  free-flowing  conversations  among  participants  within  groups  and  in  addition  to  a 
facilitation  of  analyses  that  examine  differences  in  perspective  between  groups,  namely 
between a men only, a women only and a mixed group (Morgan, 1997).  
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The  usage  of  amen-only,  a  women-only  and  a  mixed  group  in  order  to  find  differences 
 across groups is justified by the tendency of women expressing emotions more than men 
 (Barrett et al., 1998). The difference of males and females in the outward display of their 
 emotions  might  make  it  more  difficult  for  men  to  display  their  emotions.  Increasing  the 
 degree of homogeneity by creating men-only and women-only groups is assumed to lead 
 to an increase in free-flowing discussion and honesty of statements (Morgan, 1997). Men 
 and  women  might  find  it  more  comfortable  to  talk  about  sensitive  topics  with  only 
 counterparts present.  


In contrast, an increase in diversity –as realized by mixing men and women- can also lead 
 to  an  increase  in  the  degree  to  which  personal  stories  might  be  shared  (Grant,  2011). 


Moreover,  mixed  groups  can  lead  to  mutual  learning  as  divergent  or  even  conflicting 
 perceptions are brought together which need to be resolved and understood. With regard 
 to associational context, stories are always told to build bridges and include people or to 
 exclude people from a group  (Grant, 2011). Mixed groups are assumed to have a higher 
 potential of group inclusions and exclusions as conflicting perceptions are assumed to be 
 more prevalent. Using different group constellations enables the researcher to investigate 
 the differences between the stories told and gives insights into which constellation to use 
 for future research.  


A rule of thumb by Morgan (1997) defines the appropriate size for a focus group to range 
from  six  to  ten.  A  focus  group  with  more  than  ten  participants  might  be  difficult  to  be 
controlled  and  might  not  give  every  participant  enough  time  to  speak.  Below  six,  it  is 
argued  that  a  discussion  might  be  difficult  to  be  sustained.  Krueger  (2009)  has  further 
argued to use four to eight participants to ensure a meaningful discussion. For the purpose 
of investigating gender perceptions in a sponsorship context six participants per group will 
be used. This can be explained by the interest of getting a full picture of every participant’s 
gender perceptions and emotional reactions to the sponsorship cases presented within the 
focus group.  This  deep  insight  into the  thoughts  of  each  participant  is  only  possible  with 
limiting the number of participants since smaller groups have been characterized by telling 
more personal stories than larger groups (Grant, 2011). Six participants are moreover also 
applicable  to  the  mixed  group  setting because  three  men  and  three  women  participating 
create equality between genders.  
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When  it  comes  to  recruiting  a  research  sample,  it  must  further  be  decided  whether  to 
 recruit strangers or acquaintances. Although some researchers have claimed a preference 
 for using strangers within a focus group setting, more recent academic papers described 
 the preference for strangers as a “myth” (Morgan, 1997). It should however be prevented 
 to  create  a  group  constellation  with  a  mix  of  acquaintances  and  strangers,  as  strangers 
 might feel excluded from the group. When choosing participants researchers have to bear 
 in  mind  that  a  constellation  with  only  strangers  compared  to  a  constellation  with  only 
 acquaintances will create different group dynamics depending on the topic: there might be 
 topics  people  feel  more  comfortable  to  talk  about  when  people  are  present  that  they 
 already know, but there also might be topics where people will highly feel uncomfortable 
 when  acquaintances  are  around.  This  tendency  is  described  as  relational  context  by 
 Hollander (2004). People might tend to not be honest because of the presence of strangers 
 or of acquaintances- it depends on the self people aim to represent in front of others and 
 how  important  showing  this  ideal  self  over  the  actual  self  is  (McCracken,  1986).  Prior 
 research has nevertheless found that members who know each other well generate more 
 interactive  and  additive  storytelling  which  leads  to  higher  consensus  (Grant,  2011).  The 
 purpose  of  this  study  is  not  to  find  a  consensus,  but  to  listen  to  divergent  and  highly 
 subjective  stories  to  understand  the  concept  of  gender  perceptions  in  a  sponsorship 
 context  to  its  fullest.    Therefore,  it  has  been  decided  to  use  strangers  or  at  the  utmost 
 casual acquaintances. This decision is supposed to ensure that personal relationships do 
 not impact the discussion and group dynamics occur that do include all participants.  


As the research will be focused on the German market, Hofstede’s (cultural dimensions of 
 Germany have to be taken into account (2014). With a score of 66 Germany is considered 
 a  masculine  society.  This  means  that  more  masculine  values  like  achievement, 
 performance,  success  and  competition  shape  the  society.  German  participants  might 
 therefore  tend  to  see  rather  masculine  brands  as  matching  to  their  identity  than 
 participants from more female societies would do.  


Another  dimension  of  Hofstede,  individualism,  might  also  impact  the  results  of  the 
research. Germany is a highly individualistic country where self-actualization plays a very 
important  role.  The  symbolic  meaning  attached  to  possessions  by  Germans  might 
therefore be more seen in an individualistic rather than a group context. These notions are 
critical  when  analyzing  the  data  revealed  within  the  focus  groups  as  it  might  help 
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understand the impact of the German cultural on the formation of gender perceptions and 
 the  reactions  to  sponsorships  where  a  masculine  (feminine)  brand  engages  in  the 
 sponsoring of an event that has traditionally a female (male) target.  


3.3 RESEARCH EXECUTION 
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