
Media Research
Data types 

 Oscar Li

&
Methods 



Contents 

Chapter 1 Research - 1 to 6

Chapter 2 Quantitative Data - 6 to10 

Chapter 3 Qualitative Data - 10 to 15 

Chapter 4 Conducting Secondary 
Research - 16 to 17 

Final Note Triangulation - 18



Chapter One 
Research



11 Research An introduction to Research

1 Introduction to Research
Why is Research Important?

-

-

When producing a film, it is often split into three stages: 
pre-production, production and post-production. However, a 
crucial stage of film production is missing in these three stages, 
that being research. Research needs to be conducted prior to 
any planning or production. The primary objective of a film is to 
have an audience watch and enjoy it. Thus, films which are 
considered successful tend to be popular, since many people 
have watched it, and have generated a large sum of money, 
since people have enjoyed it (sales in Blu-Ray releases and 
merchandise). Finding out whether or not people would want to 
watch your film should, therefore, be the first step in research. 
Producing a film with little to no research into the audience, or 
lack thereof, would result in a great waste of time and, most 
likely, money. This is because all resources have been allocat-
ed into producing a film with a story that is unpopular and 
enhancing the experience of that unpopular story through cine-
matography, sound, editing and lighting. Research first into the 
question of if there is an audience for your film, and then, invest 
yourself into enhancing the story and experience of your audi-
ence-approved film concept or story. If research is done cor-
rectly, a successful film should be the result.

1.1
Research

Production
of

film
what to do!

CASE STUDY
Starbucks and Research

Starbucks has been a successful company over many decades largely because of its 
stellar business strategies. 

Market research is appropriate for each change in the integration of operations that will 
be customer-facing or will impact the services customers experience.  Consider that 
Starbucks has conducted market research on dairy substitutes in its hand-crafted coffee 
beverages.  Note also that Starbucks is highly attentive to monitoring social media 
networks for consumer brand affinity and customer complaint.  Starbucks also actively 
solicits customer suggestions on its website.  

Market research can take many different forms and can also be conducted on the major 
channels.  For their market research on dairy substitutes in coffee beverages, Starbucks 
employed at least these three market research approaches:

- Cultural trends (the dairy "problem," health-conscious consumers, nut allergies)
- Environmental factors in supply chain management (the almond crop "problem")
- Social media monitoring (word-of-mouth, brand ambassadors)
- Customer preferences tracking (website customer comments)
- In-store product testing

At 84,000 votes, coconut milk is the second-most-requested improvement pitched to 
MyStarbucksIdea.comhttps://ideas.starbucks.com/ which is a website where customers 
offer ideas and suggestions on a wide range of topics.

one of the many starbucks branches in the world

QUESTIONS

“Starbucks’ use Market Research propels the brand”, by Gigi Devault

1. What does Starbucks conduct research in?

2. How does Starbucks conduct research? 

3. Why does Starbucks conduct research,
and what did the research reveal?
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1.2 Research Types
The previous example saw the usage of questionnaires to 
gather research about beverage preferences. This is a 
type of research, as data is being gathered and analysed 
for decision making; in the case of a filmmaker, he/she 
would need to decide whether or not the film is worth 
making. However, if this is a type of research, then is the 
study of books, previous findings and experiences from 
others not considered research? After all, data is still 
being gathered and analysed for decision making. The 
answer would be yes, both are considered research, but 
they are their own types: primary and secondary.

What is Primary Research?
Primary research is research that is done by yourself for 
your particular usage. The example prior is primary 
research, as the research was done by Starbucks for 
their future beverage options. In this example, Starbucks 
has conducted the research themselves, through their 
suggestions section of their website, and Starbucks is 
conducting the research solely for their own purposes, as 
it was done for their future beverage options. Methods of 
primary research will be explained in the next section.

What is Secondary Research?
Unlike primary research, secondary research involves the 
study of data and information which already exists, such as 
the study of books, websites, magazines and other aca-
demic papers. These resources would’ve been made by 
other people, unlike primary research which involves carry-
ing out research yourself. Of course, the resources that 
you select for your secondary research should be relevant 
to your purpose. For example, if you are producing a horror 
film, studying an article on the cinematography for horror 
would be a fitting resource. Research methods for second-
ary research will be explained in the next section.
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1.3 Introduction to Research 
Methods
For Primary Research

As primary research is research which is conducted by 
yourself for your own purposes, and as a result the data 
collected from primary research would be empirical. Some 
methods of primary research would include:
         Questionnaire

         Focus Group

         1-on-1 Interviews

         Analysis of similar media

Note that people involved with the should be related to 
your target audience. Returning to the example of the 
alcoholic drinks ad, the people involved with the focus 
group, for example, would be those who enjoy and con-
sume the alcoholic drink(s).
Primary research is useful in understanding your target 
audience, but before understanding your target audi-
ence, a target audience must be established. To do this, 
an audience profile should be developed. An audience 
pro ile is he ideal’ person or heir media orm o 
appeal towards. The profile is created in the minds of 
the media-makers and is an important step, as me-
dia-makers must have an idea of who to create for first, 
before actual production can take place. Development 
of an audience profile is similar to how authors need to 
know their readers before writing a book. This, as a 
result, could enable you to understand their uses and 
gratifications (desires and what they, the audience, wish 
to see in your media piece), which would subsequently 
help you create a more effective and successful media 
piece.

subject vocabulary
audience profile  
the properties of your
target audience

general vocabulary
empirical
information based 
on observation 
rather than theory
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Regarding research into similar media, this would provide 
knowledge of the conventions of your media form or genre. 

udy o  similar media or e is in  e amples is called des  
research’  because his ype o  research can be done a  
home. Applying this to our previous alcoholic drink adver-
tisement example, studying previous professionally made 
advertisements allow you to understand the norms of this 
category of media. For the production of a successful 
media piece, studies into many examples of similar media 
would be essen ial  as havin  an e ensive nowled e in 
the norms and style of successful existing examples would 
result in you producing a successful piece yourself. Some 
of the aspects which you should note when conducting 
des  research may be  or e ample  clo hin  worn  a e o  
actor or model, score and foley sounds chosen (if applica-
ble  li h in  loca ion and cinema o raphy. This is similar 
to how looking at examples of nicely decorated cakes 
would be done be ore decora in  a ca e yoursel  so ha  
your cake can hopefully look as pretty. 

an analysis into similar media for primary research. 
notice the annotative detail

the result of the research on the left. 
can you spot the similarities?
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ACTIVITY 1
Modern Phone Designs 

the Apple iPhone X, released in Nov 2017

In 2017, Apple released the iPhone X, with a new bezel-less 
design, which allowed the screen to have a larger surface 
area on the phone. The design was advertised as revolution-
ary, with the campaign slogan “say hello to the future”. This 
advertising campaign, as well as its new features and 
distinctive design, was well received by the public.

CNET rated the iPhone X 4.5 out of 5, and stated that “the 
iPhone X remains a winning evolution of the iPhone”. 

By the first quarter of 2018, 13 million iPhone X units were 
shipped worldwide, making it the most successful smartphone 
the first quarter. This is despite the steep price tag of USD 
1000, the highest priced mainstream smartphone and the 
highest priced smartphone from Apple.

Smartphones released by other manufacturers had similar 
design features after the release of the iPhone X.

the Huawei P20 Pro, released in
April 2018

the OnePlus 6, released in May 2018 the Xiaomi PocoPhone, released
in August 2018

QUESTIONS

1. Briefly outline some of the similarities between the four phones
    on the left 
2. Considering their later release dates and the success of the 
    iPhone X, what has the designers at Huawei, OnePlus and Xiaomi
    done and why?

For Secondary Research
Since secondary research is the study and examination of 
resources which already exist, some methods of second-
ary research would be:

         Reading textbooks and publications

         Searching for relevant sources and information on
         the internet (discussed in Chapter 4)
      

verall  secondary research is ui e des based’  since i  
involves study of resources which already exist. Some may 
perceive secondary research as more passive compared 
to primary research. However, secondary research can 
provide data regarding aspects such as conventions of the 
genre, dominant representations of certain types/groups 
of people and techniques used to achieve effects on the 
audience – all of which would assist you in producing your 
media. Data like this could likely not be achieved through 
primary research, as individuals may not be aware of such 
aspects in film or other forms of media; these aspects are, 
after all, conventional and dominant. Furthermore, effective 
secondary research is difficult to conduct. Although it may 
seem easy to sit and take notes, finding a relevant 
resource to study can be a challenge; conducting second-
ary research on an IMDB review left by an anonymous 
person may not be the most useful source of information.

subject vocabulary
dominant representation  
the way a certain group
of people are typically 
depicted in media

general knowledge
IMDB
a website where 
information about films
can be found. This 
includes reviews of films 
and plot summaries
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ACTIVITY 2
Identifying Research Types

Can you identify the type of research that is being conducted in 
the three images above?



Chapter Two
Quantitative Data
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Quantitative Data2 Chapter 1 focused primarily on the types of research, as 
well as briefly outlining the methods of research for the 
two research types. However, the data that you collect 
from the research that you conducted, whether it be 
primary or secondary, will be classified into two 
categories: quantitative and qualitative. Chapter 3 will 
be on qualitative data. 

What is Quantitative Data?2.1
Quantitative data is data that can be numerically repre-
sented. For example, a questionnaire involving 20 
people showed that 12 people enjoy drinking tea and 7 
people en oy drin in  co ee  wi h  who didn’  li e 
either. This would be quantitative data, as the results 
can be numerically represented. Quantitative data is 
nown as hard’ da a  as i  only shows hard ac s. This 

type of data would be useful in drawing a general con-
clusion. Returning to the example of the tea & coffee 
survey, the conclusion would be that more people, from 
the sample size of 20, enjoy drinking tea. Assuming that 
the participants in the questionnaire are similar to the 
audience profile, this conclusion would help with          
decision-making; in this case, tea is more popular than 
coffee.

general vocabulary
Quantitative
measuring through 
quantities, which in 
turn is represented 
in numbers.

since quantitative data is numerically 
represented, it can then be graphically
represented. Above is the ‘coffee and 
tea’ example represented through
a pie chart

Quantitative data is considered to be easy to collect. 
This is because quantitative data would not include the 
descriptive opinions of individuals, but rather a simple 
YES/NO or a number which best reflects the participants 
feelings towards the subject of the question. For exam-
ple, the question “do you like coffee?” would result in a 
YES/NO answer. Another question, “How much do you 
like coffee?” could result in a number out of 10 which 
describes their feelings towards coffee, with a ten show 
that the participant believes coffee is highly enjoyable 
and one showing that coffee is highly unpleasant. Both 
questions would result in a quantitative answer and 
results which are measurable. Since answers to      
quantitative questions do not require much thought on 
the participants, quantitative data can be collected quite 
quickly with more responses being completed in relation 
to time.
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As you could see from the previous two questions 
regarding tea and coffee, the answer which were 
available were ui e closed ended  here was no maybe’  
nei her was here an i  depends’ bo . This is he ea ure 
of quantitative questions, they do not offer room for opin-
ion  us  ac s. This ype o  ri id ues ion is called a 
closed ues ion.

Because quantitative questions are closed questions, an 
effective method of collecting quantitative data would be 
o conduc  a ues ionnaire  survey or a poll. ersonal 
interviews or focus groups do not need to be conducted 
to collect answers to closed questions, a simple tick on a 
shee  o  paper rom he par icipan  would be appropria e.

Conducting Questionnaires 
and Sampling Participants

2.2

For the collection of quantitative data, questionnaires, 
and other similar methods such as polls or surveys, 
would be most efficient, due to the fact that quantitative 
ues ions are closed ues ions. ues ionnaires do no  

require the researcher to be with the participant, unlike a 
focus group or an interview, so as a result the chance of 
the participant simply not engaging with the 
questionnaire or poorly completing the questionnaire is 
rea er. Thus  ues ionnaires mus  be conduc ed a  a 

level such that participants will be more willing in 
en a in  wi h he ues ionnaire. elow are some ways 
which could appeal your questionnaire towards 
participants:

 Professionally presented. Ensure that there are no 
spellin  mis a es or silly ues ions in your ues ionnaire.  
lack of professionalism would deter your participants as 
you’re no  presen in  yoursel  hrou h he ues ionnaire  in 
a serious manner.

 Low amount of questions. e concise and eep 
ues ions shor . Too many len hy ues ions would 

overburden he par icipan s and de er heir a en ion.

 Closed Questions. ar icipan s would simply
 no  bo her replyin  o ues ions which re uires wri in .
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Assuming the participants are all willing to respond to 
your questionnaire, how would you now be able to 
achieve the most useful quantitative data? Firstly, 
including a filter question will help you identify which 
questionnaires to extract information from. For example, 
if your questionnaire is on horror films and a portion of 
your participants are rather timid and has never 
watched a horror film before, then responses from those 
participants would be of little to no use. Having a filter 
question at the beginning of the questionnaire, such as 
“Have you watched horror films before”, would help you 
identify the responses containing more useful data. 

os  li ely  i  he il er ues ion is answered no’  he 
questionnaire will end as later questions may not be 
applicable to those participants and thus data from this 
participant may not be useful.

subject vocabulary
filter question  
The first question in the 
questionnaire to 
determine whether or not
later questions are 
applicable to the 
participant.

When constructing your question, make sure to use 
vocabulary that is general, easy-to-understand and 
often used by the participants. Usage of jargon would 
result in inaccurate data or no data at all, as it may be 
misinterpreted by the participants or participants would 
not answer the question, since they do not know what 
the question is about. Additionally, try to use vocabulary 
that has a definite and precise meaning. Words such as 
in re uen ly’ and rarely’ can be misin erpre ed by he 
par icipan s  some may believe ha  rarely’ is less o en 
han in re uen ly’. or ha  reason  vocabulary wi h 
exact definitions should be used instead of those that 
are ambiguous, in order to provide participants with an 
easier experience and providing you, the researcher, 
with more accurate data.

general vocabulary
jargon
specialised language
that few people would
understand. 

It is typical in many questionnaires to include questions 
regarding income, and when including questions such as 
this, consider whether or not it is genuinely required for 
your research. Income is a sensitive topic, and can 
cause people to feel meritless. As a result, avoid asking 
questions related to income unless absolutely necessary. 
In some situations, the question simply cannot be 
applied to the participants. For example, including a 
question about income for a questionnaire with young 
students as participants is simply not applicable - young 
s uden s can’  wor .
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It was previously stated that research should be directed 
towards individuals who are similar to your target 
audience; the features of your target audience should be 
outlined in your audience profile (Chapter 1, page 3). 
The issue with targeting research towards certain 
individuals is that it will produce skewed data. For 
e ample  i  he co ee or ea’ ues ion only had male 
answers, then the data collected would be skewed, since 
he ues ionnaire only involved male par icipan s.

subject vocabulary
skewed data  
data that has an 
irregular distribution.

If skewed data has been collected, include it in your 
conclusion. From the data collected from the coffee and 
ea ues ion  he conclusion was ha  ea was more 
popular than coffee. However, if the data was skewed in 
terms of gender, then this conclusion cannot be formed, 
but rather a conclusion stating that tea was more popu-
lar among men (or women, depending which gender 
was neglected) would be more appropriate. Additionally, 
be aware that your data would show the facts of the 
sample audience, and not the audience as a whole. If 
research was only conducted on men at the age of 

 hen i  would provide he uan i a ive da a o  men 
at the age of 20-25 and would not be representative of 
all men. Neglecting other genders or age groups would 
result in a population bias and discriminatory data.

CASE STUDY

Look at the questionnaire above. Can you identify the closed questions and possible ways to
improve the questionnaire?

Questionnaire Study (both images) questionnaire on running shoes from Alex Goh
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Qualitative Data3
Although quantitative data is very useful, it only gives a 
fragment of information as to how people feel about a 
subject. Our thoughts and feelings are not totally 
numerical or binary, if at all. Qualitative data is data 
which is based off the opinions of others, and as a result 
it cannot be measured numerically. This type of data 
would e plore  or e ample  he par icipan ’s hou h s  
attitudes and incentives towards the subject matter that 
you, the researcher, would present to them. Because 
qualitative data is based off opinions, rather than facts, it 
is considered so ’ da a. uali a ive da a would provide 
you with a greater depth of knowledge into how people 
truly feel about the subject. However, since the data 
collected are all opinions, it would make analysis of data 
more difficult; quantitative data can be analysed easily, 
as it is numerical, and conclusions can be drawn quite 
quickly whereas qualitative data would require a more 
considerable amount of analysis into the thoughts and 
feelings expressed by the participants through their 
choice of words, tone of speech or facial expressions. 

What is Qualitative Data?3.1

Collection of qualitative data is more difficult to collect 
compared to quantitative data. As qualitative data are 
opinions, the collection of such would require more com-
munication and human interaction, such as through an 
interview, phone call or Skype call. This is unlike the 
collection of quantitative data, where questionnaires 
could simply be sent to the sample audience; question-
naires would be an ineffective way of qualitative data 
collection, since many people would feel reluctant 
(and too lazy!) to write their opinions on a questionnaire.

general vocabulary
incentive
something that motivates
someone to do something

general vocabulary
reluctant
when someone is reluctant
to do something, they are
unwilling.

Qualitative questions are open-ended questions, as 
there is space for thought, unlike the closed quantitative 
ues ion which only allows or yes’ and no’s. ecause 

of this, the most effective method to ask qualitative 
questions would be through the verbal form. As such, 
focus groups and interviews would typically be used in 
the collection of qualitative data.
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Conducting a Focus Group3.2

A focus group is a group of participants who you, the 
researcher, will take opinions from; thus you would 
need to be present at the focus group yourself, along 
with your participants. Due to the fact that the focus 
group involves yourself and other individuals, you must 
conduct the focus group in a manner which would 
enable you to gather the most qualitative data from the 
participants. Obviously, as the researcher you should 
prepare questions for the participants, but what other 
aspects should a focus group include?

a focus group can look like 
this. Somewhere in the circle
of people would be you, the 
researcher, to record the 
answers.

Open Questions
Since a focus group is for the gathering of 
qualitative data, which is the opinions of individuals, 
you must ask questions which attract and 
opinion-based response; these are open questions. 
Usage of quantitative questions (close questions) 
will not trigger the response which delves into the 
par icipan ’s poin  o  view.  or e ample  he 
question “Do watch action films?” would generate a 
yes or a no, which is a closed response. However, a 
question like “Why do you prefer action films 
over all else?” would generate an answer which is 
the opinion of the participant; an open answer. In 
other words, open questions would generate open 
answers, which is what you want.

             note
generally, asking “why”
will generate an open
question. 
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Create a Conversation
Focus groups involves verbal communication. To extract 
the most information out of your participants, do not 
simply ask the participants your questions, but instead 
try to establish a conversation on top of your questions. 
This would create a friendlier atmosphere and 
participants would feel more comfortable with expressing 
their opinions. Most importantly, establishing a conversa-
tion with your participants would make the focus group 
more worthwhile. Simply rambling on about your ques-
tions would bore your participants, and would perhaps 
cause participants to become more reluctant in providing 
their in-depth opinions about the subject. This is not 
desirable. Therefore, ensure that you establish a conver-
sation, so that participants would engage with your ques-
tions and so that you can gather the most qualitative 
data.

general vocabulary
Rambling
lengthy, boring and 
confusing speech or
series of speeches.

Record the Data
The opinions and thoughts cannot be recorded by count-
in  he amoun  o  yes’ or no’s  and so uali a ive da a is 
difficult to record, especially during the event. However, 
qualitative data provides you with the most depth of 
knowledge into the true thoughts and feelings about the 
subject from the participants, and thus it is important to 
record the responses from your participants during the 
focus group. Therefore, methods such as filming or 
audio-recording the focus group would provide you with 
the data. Once the qualitative data has been recorded, it 
can be transcribed and the responses could then be 
studied with greater detail. Note that not the entire length 
of the focus group needs to be transcribed, only 
responses that you believe are relevant should be 
transcribed.

general vocabulary
Transcribe
to put speech into 
written form

record

Keep it Short
A focus group which takes an extended period of time, 
such as more than ten minutes, would cause partici-
pants to become more unwilling in answering questions, 
as participants would be overburdened with questions. 
As a result, only select the questions which are of high 
importance and not a broad range.
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In addition to the points in the previous page, you may 
consider first testing whether or not your participants 
are aware of the subject matter, not necessarily all of 
your participants may be fully aware of the topic of dis-
cussion, and you may need to provide some context 
before conducting your focus group. 

Sampling Participants 3.3
Similar to the collection of quantitative data, the partici-
pants that you select for your focus group will dictate 
whether or not the qualitative data collected will be of 
any usage. Like the collection of quantitative data, 
select those who are similar to your audience profile 
and do not discriminate against large groups of people, 
such as females, for example. After all, you are trying to 
target your media towards a broad range of audiences. 
Moreover, select participants that will provide a 
response to your questions. Some individuals may be 
na urally’ resis an  o answerin  ues ions ha  re uire 
contemplation and thought. Clearly, conducting a focus 
group with these individuals would be a waste of time 
and effort.
A helpful technique for figuring how many of a particular 
group of people should be included in your focus group 
would be to select a stratified sample. A stratified 
sample is a calculated sample from a large group of 
people. The sample calculated would be numerically 
representative of the broader group, with consideration 
of your sample size. For example: 

subject vocabulary
stratified sample  
a mathematically 
calculated sample with 
consideration of the 
the desired sample 
size and the total 
population size

AMOUNT OF MEN AND WOMEN BETWEEN 
AGE 20-25 AND 25-30 IN LOCAL TOWN

             MEN    WOMEN
AGE 20 - 25              419        390
AGE 25 – 30    813        935
TOTAL                             1232       1325    

TOTAL OF MEN + TOTAL OF WOMEN = 2557                             



To calculate a stratified sample for your focus group 
from the statistics in the previous page, calculate the 
total number of people in the data set and express it as 
a fraction. Afterwards, multiply the fraction by your 
desired sample size. This will provide a value which 
would, with consideration of your desired sample size, 
be representative of the total. If we wanted to, for 
example, figure how many women of age 25 to 30 
should be included in our focus group of 8 people total 
with reference to the data in the table, the below would 
be the method for solution. 
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(935/2557)*8 =  2.93, so three women of the age bracket 25 – 30. 

Beyond mathematics, another method of selecting your 
participants may be from analysing your quantitative 
data. Because of the requirement of quantitative data, 
questionnaires would need to be sent and analysed 
prior to your collection of qualitative data in this situa-
tion. One of the objectives of a focus group is to under-
stand the opinions and thoughts of those who have an 
opinion towards the subject. Through analysis of 
quantitative data, the respondents who have expressed 
an opinion can be chosen for the focus group, and 
consequently more useful data can be collected. 
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Conducting Secondary
Research4

Throu hou  his resource  he erm relevan ’ has 
been men ioned numerous imes when discussin  
he selec ion o  resources o s udy. This is because 
only relevan  resources can provide in orma ion ha  
is relevan  o your scenario. or e ample  he s udy 
o  a he va ar  mi h  no  be relevan  o your een 
drama produc ion  al hou h bo h are he va ar  
and your een drama are ilms. onduc in  des  
research on he va ar  would provide li le aid o 
he produc ion o  a een drama  and would resul  in 
a rea  was e o  e or  and ime. There ore  i  is vi al 
o unders and which resources or similar media o 
choose. n orma ion re ardin  he selec ion o  simi-
lar media has been discussed in hap er  a e 

. This chap er will cover how o conduc  secondary 
research.  

      The Internet 4.1
ver since eb .  he weal h o  in orma ion availa-

ble on he in erne  has risen e ponen ially. owa-
days  you can ind e boo s  research papers and 
even archived news ar icles on he in erne  all o  
which can suppor  your secondary research. 

owever  he in erne  can be edi ed by anybody  
i ipedia ar icles can be al ered by children. There-

ore  i  mus  be irs  considered whe her or no  he 
resources are accura e. ur hermore  he in erne  
has billions o  resul s or your search  so how can 
he bes  and mos  relevan  resul s be shown  

The Source and Purpose
The source and purpose o  in orma ion can resul  
in varyin  levels o  u ili y. or e ample  common 
resul s or searches re ardin  ilms would be 
review si es such as o en Toma oes and . 

ebsi es such as his provide in orma ion o 
ilm ans re ardin  he uali y o  ilm. l hou h he 
websi es men ioned provide in orma ion abou  
many ilms  i s purpose is o in orm ilm ans  and 
no  o educa e s uden s o  ilm or o in orm 
researchers. 
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In addition, reviews present on these sites can be 
written by anyone, and thus the information 
provided can be based on biased opinions or 
ill-informed individuals. Because of this, the 
information presented may not be reliable. 
Therefore, sites such as Rotten Tomatoes and 
IMDB may not be the best source of information, 
considering its purpose, which is to inform 
film-fans, and its source, which is varied and 
difficult to trace. 

example of why sites like 
Rotten Tomatoes may be 
unreliable. This film is rated 13%,
and yet 83% of the audience wants
to watch the film. This is an
unusual relationship.

On the other hand, scholarly articles can be a 
better resource to conduct secondary research 
upon. This is because o  he scholarly ar icle’s 
source and purpose is more fitting for your 
purpose, which is to research. Moreover, the 
source of the article can likely be traced. As a 
result the resource can be considered to be more 
credible compared to anonymous articles left on 
IMDB, for example. Despite the greater credibility 
of information, consider whether or not this infor-
mation can be understood by you. Scholarly
articles may include the usage of jargon and 
therefore interpreting the information can be 
difficult and would require a greater depth of prior 
knowledge before reading. Due to this, consider 
whether or not the information is helpful, taking 
into account of your own abilities in the field of 
study.

results from both google’s
would have different 
sources and purposes

Accurate Searches
As previously mentioned, the internet has a vast 
wealth of information (billions of results!) concern-
ing many topics. For that reason, a precise search 
should be made rather than inputting vague 
terms. For example, if researching about the cine-
matography of World War Two propaganda films, 
then the search should be similar to: “cinematog-
raphy of World War Two Propaganda films”, rather 
than a broad search like “World War Two films”. 
Searching with accuracy would save time and, as 
a result, heighten your productivity as a research-
er, as well as providing you with information that is 
relevant. 
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Triangulation5
Many methods of research has been mentioned in this 
resource: questionnaires, analysis of similar media, the internet 
and focus groups. With so many different research methods 
resulting in different data types and with so many different pros 
and cons, which one should be used? The answer is many of 
them. Each research method has its limitations. For example, a 
questionnaire is limited by the amount of participants, honesty 
of participants, number of questions on the questionnaire and 
the type of data collected, which is quantitative (see Chapter 2). 
Information on the internet is limited due to its purpose and 
source, both of which can be irrelevant or detrimental to your 
task of research. As a consequence, use many research 
methods and collect many types of data from different 
participants. Triangulation suggests the usage of three methods 
of research. 

An example of triangulation would be to firstly conduct a 
questionnaire to gather quantitative data, then to use the inter-
net as a source of similar media for desk research, produce 
many rough versions of your final media piece and finally 
conduct a focus group asking for the opinion (qualitative data) 
of the different rough pieces. Qualitative data obtained from the 
focus group can be used in the decision of which rough piece 
to develop and continue, the one with positive reception would 
be more desired by the audience and would consequently be 
more successful, which is the ultimate objective of research. 
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